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Dear Dr Merdiaty,

Frontiers Psychology has sent you a message. Please click 'Reply' to send a direct response

The manuscript you reviewed was accepted for publication:

Manuscript title: An Empirical Analysis of Double Reduction Education Policy Based on Public Psychology
Journal: Frontiers in Psychology, section Positive Psychology

Article type: Original Research

Authors: Xin Zhang, Weibin Zhao, Kai Zhou

Edited by: Lisete Monico

Here's the link to the article:
http://www.frontiersin.org/Review/EnterReviewForum.aspx?activationno=e2edd348-e0ee-432a-b279-71f852641276

Best Regards,

Your Frontiers in Psychology team
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Avenue du Tribunal Fédéral 34, 1005 Lausanne, Switzerland

Office T 41 21 510 17 90
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(zendesk.frontiersin.org/hc/en-us)
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Balas Ke: Frontiers in Psychology <psychology.editorial.office@frontiersin.org>
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Dear Dr Merdiaty,

New comments were just posted by author Alejandro Vega-Mufoz, for the manuscript "The impact of Customer
Experience and Customer Engagement on Behavioral Intentions: Does Competitive Choices matters?".

Please visit the discussion forum to review these comments within the next few days:
https://review.frontiersin.org/review/bootstrap/8473ca90-0f03-4788-9bf6-7697d3a3dd62

You should then take one of the following actions:

1. Endorse publication: the authors satisfactorily addressed your comments, and you agree to be listed as a reviewer
on the manuscript, if published.

2. Post comments: you have further concerns you would like the authors to address. Use the comment boxes under
each review question to communicate these, and “Submit all Comments” at the end.

3. Recommend rejection: the authors are unable or unwilling to address your comments, or you have found the
manuscript to contain objective errors or ethical issues that cannot be resolved. Your recommendation will be sent to
the handling editor while you will remain anonymous to the authors and will not be asked to participate any further in
the review process. Your report will remain available in the review forum.

When reviewing the authors’ responses, bear in mind that your mandate is to evaluate the accuracy and validity of the
manuscript, not its potential impact.

Many thanks for your time participating in the collaborative review process of this manuscript. You can contact us
should you have any questions.

Best Regards,
Your Frontiers in Psychology team

Frontiers | Editorial Office - Collaborative Peer Review Team
www.frontiersin.org

Avenue du Tribunal Fédéral 34, 1005 Lausanne, Switzerland
Office T 41 21 510 17 90

For technical issues, please contact our IT Helpdesk (support@frontiersin.org) or visit our Frontiers Help Center
(zendesk.frontiersin.org/hc/en-us)

Manuscript title: The impact of Customer Experience and Customer Engagement on Behavioral Intentions: Does
Competitive Choices matters?

Manuscript ID: 864841

Authors: Bilal Ahmed, Shagufta Zada, Liang Zhang, Shehla Najib Sidiki, Nicolas Contreras-Barraza, Alejandro Vega-
Mufoz and Guido Salazar-Sepulveda

Journal: Frontiers in Psychology, section Organizational Psychology

Article type: Original Research

Submitted on: 28 Jan 2022
Edited by: Ana Jiménez-Zarco

Frontiers Review Guidelines
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Reviewers are named on publications they endorse to acknowledge their contribution.
https://www.frontiersin.org/about/review-system
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so that I'm notified of your corrections.

Here's the link:
http://www.frontiersin.org/Production/EnterProductionForum.aspx?activationno=081373e7-860a-4cd8-9b04-7c4fccedd-
pagekey=POF_DISCUSSION_FORUM

P.S. We would recommend that you assign one author to collect all changes and to upload the revised files.

Do you need help? Visit our Production Help Center for more information: https://zendesk.frontiersin.org/hc/en-us/cate¢

Best regards,

Frontiers Psychology Production Office
psychology.production.office@frontiersin.org
www.frontiersin.org

For technical issues, please contact our IT Helpdesk - support@frontiersin.org

ek Rk

Do you need help?

-You need to be logged in to your account to access the proof.
-the PDF proof is available in the top right corner, follow the instructions on the PDF to submit your corrections.
-If your article is not linked to your account contact support@frontiersin.org

https://mail.google.com/mail/u/O/#search/FRONTIER+2021/FMfcgzGlIVrxsgnQjTLFHXxSVPXFdrGSM 11


http://links.email.frontiersin.org/ls/click?upn=99YMbkkQ8WNJiHLectmHSn5XnTmYe57aPeiziTpYNtxX-2F2IXdTJzFyKNBQk-2BAU6WyTezq4QxSsL-2FShUoi1O6rX0ccJbmMh84GYCCF3DwRxGvmCNncFAXXuhhZRPyOaf1LoZaLkgUTsVHGxesOHvahA5Z9YVc8aHcFHTT2ZGmpEuoQ8buznuB3sMm4YDC-2BfotucQmmLU-2BPXdmGGX45z7S-2Fg-3D-3DlQbQ_f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRakzhKDZV5D4hm4CxVp-2FSgxD1YkdsoTWj4c8kTh-2FUExXQlj3XIty88RbTG4wwcsIFCl3OzY6DSdy1bI7xG9ge20XVfrd4vB-2FckWm-2B6gEzhp0oLJUkmehTErhHOobL1oz85zIia2oiDcaAJ3QlRUpKypA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=99YMbkkQ8WNJiHLectmHSn5XnTmYe57aPeiziTpYNtxX-2F2IXdTJzFyKNBQk-2BAU6WyTezq4QxSsL-2FShUoi1O6rX0ccJbmMh84GYCCF3DwRxGvmCNncFAXXuhhZRPyOaf1LoZaLkgUTsVHGxesOHvahA5Z9YVc8aHcFHTT2ZGmpEuoQ8buznuB3sMm4YDC-2BfotucQmmLU-2BPXdmGGX45z7S-2Fg-3D-3DlQbQ_f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRakzhKDZV5D4hm4CxVp-2FSgxD1YkdsoTWj4c8kTh-2FUExXQlj3XIty88RbTG4wwcsIFCl3OzY6DSdy1bI7xG9ge20XVfrd4vB-2FckWm-2B6gEzhp0oLJUkmehTErhHOobL1oz85zIia2oiDcaAJ3QlRUpKypA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=99YMbkkQ8WNJiHLectmHSn5XnTmYe57aPeiziTpYNtxX-2F2IXdTJzFyKNBQk-2BAU6WyTezq4QxSsL-2FShUoi1O6rX0ccJbmMh84GYCCF3DwRxGvmCNncFAXXuhhZRPyOaf1LoZaLkgUTsVHGxesOHvahA5Z9YVc8aHcFHTT2ZGmpEuoQ8buznuB3sMm4YDC-2BfotucQmmLU-2BPXdmGGX45z7S-2Fg-3D-3DlQbQ_f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRakzhKDZV5D4hm4CxVp-2FSgxD1YkdsoTWj4c8kTh-2FUExXQlj3XIty88RbTG4wwcsIFCl3OzY6DSdy1bI7xG9ge20XVfrd4vB-2FckWm-2B6gEzhp0oLJUkmehTErhHOobL1oz85zIia2oiDcaAJ3QlRUpKypA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=99YMbkkQ8WNJiHLectmHSn5XnTmYe57aPeiziTpYNtxX-2F2IXdTJzFyKNBQk-2BAU6WyTezq4QxSsL-2FShUoi1O6rX0ccJbmMh84GYCCF3DwRxGvmCNncFAXXuhhZRPyOaf1LoZaLkgUTsVHGxesOHvahA5Z9YVc8aHcFHTT2ZGmpEuoQ8buznuB3sMm4YDC-2BfotucQmmLU-2BPXdmGGX45z7S-2Fg-3D-3DlQbQ_f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRakzhKDZV5D4hm4CxVp-2FSgxD1YkdsoTWj4c8kTh-2FUExXQlj3XIty88RbTG4wwcsIFCl3OzY6DSdy1bI7xG9ge20XVfrd4vB-2FckWm-2B6gEzhp0oLJUkmehTErhHOobL1oz85zIia2oiDcaAJ3QlRUpKypA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=99YMbkkQ8WNJiHLectmHSn5XnTmYe57aPeiziTpYNtxX-2F2IXdTJzFyKNBQk-2BAU6WyTezq4QxSsL-2FShUoi1O6rX0ccJbmMh84GYCCF3DwRxGvmCNncFAXXuhhZRPyOaf1LoZaLkgUTsVHGxesOHvahA5Z9YVc8aHcFHTT2ZGmpEuoQ8buznuB3sMm4YDC-2BfotucQmmLU-2BPXdmGGX45z7S-2Fg-3D-3DlQbQ_f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRakzhKDZV5D4hm4CxVp-2FSgxD1YkdsoTWj4c8kTh-2FUExXQlj3XIty88RbTG4wwcsIFCl3OzY6DSdy1bI7xG9ge20XVfrd4vB-2FckWm-2B6gEzhp0oLJUkmehTErhHOobL1oz85zIia2oiDcaAJ3QlRUpKypA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=99YMbkkQ8WNJiHLectmHSn5XnTmYe57aPeiziTpYNtxX-2F2IXdTJzFyKNBQk-2BAU6WyTezq4QxSsL-2FShUoi1O6rX0ccJbmMh84GYCCF3DwRxGvmCNncFAXXuhhZRPyOaf1LoZaLkgUTsVHGxesOHvahA5Z9YVc8aHcFHTT2ZGmpEuoQ8buznuB3sMm4YDC-2BfotucQmmLU-2BPXdmGGX45z7S-2Fg-3D-3DlQbQ_f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRakzhKDZV5D4hm4CxVp-2FSgxD1YkdsoTWj4c8kTh-2FUExXQlj3XIty88RbTG4wwcsIFCl3OzY6DSdy1bI7xG9ge20XVfrd4vB-2FckWm-2B6gEzhp0oLJUkmehTErhHOobL1oz85zIia2oiDcaAJ3QlRUpKypA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=AAaFa03elZRFPXQ6ShiKwAYZ6hWsE-2B756OgrJV89Ef3czyG4zquznJAuGCxDlciPm-2FgiGc4AYMnRW2Vlg5ri6r-2BzPQ7Zt3TMURUlbBTxEV8UUhpoezO0IXna9yQfzMZDqDr__f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRa5e8X6pg6pxy3F5Vsmw0twb8Yx-2FWr-2FUh4EdmqbaKXlvEztDfKLdwb0hzfBr1YJNe6zquqB7zC-2FBhvzbZhN54snFo-2FDjy8WuhLofNYhU0MrCs1RLAt-2FQiVu2Hps-2FgzHtSbqwsa-2FiOY6ZGM0-2FW6Mre2tA-3D-3D
http://links.email.frontiersin.org/ls/click?upn=AAaFa03elZRFPXQ6ShiKwAYZ6hWsE-2B756OgrJV89Ef3czyG4zquznJAuGCxDlciPm-2FgiGc4AYMnRW2Vlg5ri6r-2BzPQ7Zt3TMURUlbBTxEV8UUhpoezO0IXna9yQfzMZDqDr__f9b6FIX0svAK-2B3Snn-2FeiXylU-2FwgCNHj-2FtQxHhl-2FenIBsLIslSHw4zPJxTCAu9SpMmC5nKWKfRy7ReZx-2B7QPVI2jtQ9RJ0e6-2FhUzRlkdhCOZIk6H0TS4qO78v0Zy3WgRa5e8X6pg6pxy3F5Vsmw0twb8Yx-2FWr-2FUh4EdmqbaKXlvEztDfKLdwb0hzfBr1YJNe6zquqB7zC-2FBhvzbZhN54snFo-2FDjy8WuhLofNYhU0MrCs1RLAt-2FQiVu2Hps-2FgzHtSbqwsa-2FiOY6ZGM0-2FW6Mre2tA-3D-3D
mailto:psychology.production.office@frontiersin.org
mailto:psychology.production.office@frontiersin.org
http://www.frontiersin.org/
mailto:support@frontiersin.org
mailto:support@frontiersin.org

1/8/24, 5:36 PM

a ABOUT  JOURNALS  RESEARCH TOPICS  ARTICLES SUBMIT Q

Frontiers

REVIEW FORUM Corresponding Au

1. Initial / 2. Editorial

Validation Assignment

+ +

MY FRONTIERS @

Need Help ? Contact us

/3‘ / 6. Final V/

Validation

7. Final
Decision

SUBMIT

/ 4. Interactive

Review

Effect of Brand experience on Customer Engagement Through IB

Quality Services of Online Seller of Students in Bekasi

Netty Merdiaty* and Neil Aldrin

Original Research, Front. Psychol. - Organizational Psychology
Received on: 25 Oct 2021, Edited by: Monica Gomez-Suarez
Manuscript ID: 801439

Keywords: customer engagement, Brand Experience, Service Quality, student, Gen Z

t“j NO ACTION IS REQUIRED FROM YOU

Your manuscript has been accepted for publication.

View submitted files history

Manuscript
submission Version  Submitted on Submitted by

Supplementary

material 1 25 Oct 2021 Netty Merdiaty

Editor Reviewer 1 Reviewer 2 Reviewer 3
Finalized Finalized

History
Active Rejected
Reviewer 3
Independent review report submitted: 03 Nov 2021
Interactive review activated: 04 Nov 2021
Review finalized: 08 Nov 2021

Initial recommendation to the Editor: Accept in current form

Download latest manuscript

E Supplementary materials

(=

g View invoice

Effect of Brand experience
on Customer Engagement
Through Quality Services of
Online Seller of Students in
Bekasi

Contribution to the field | A
bstract | 801439_Manuscrip
t.PDF | 801439_Manuscript.D
OCX | 801439_Manuscript |
Figure 1.JPEG

(v EVALUATION

m Please list your revision requests for the authors and provide your detailed
comments, including highlighting limitations and strengths of the study and evaluating
the validity of the methods, results, and data interpretation. If you have additional

comments based on Q2 and Q3 you can add them as well.
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#1

This paper intends to examine the effect of the brand experience on customer engagement
to quality services as mediators. The goal is important because customer attachment
research is mainly fragmented and requires a general theory that is empirically verified,

particularly among Generation Z.

To do so, authors defiend a sample of 254 respondents - students in Bekasi with an average

age from 23 to 30
years and engaged in buying online - from a population of 750 students.

The paper needs the following corrections:
Situation 1:
There are several identical situations along the text:

"Attachment implies a two-party relationship (Vivek et al., 2014); (Dessart et al., 2016)
based on interactivity (Brodie, R. J., Hollebeek, L. D., & Smith, 2011); (Hollebeek et al.,

2019)"

It should be: "Attachment implies a two-party relationship (Vivek et al., 2014; Dessart et al.,
2016) based on interactivity (Brodie, Hollebeek & Smith, 2011; Hollebeek et al., 2019)".

Situation 2:

"Customer attachment can be classified as a positive or negative feeling ((Brady et al. 2006)"
It should be: " Customer attachment can be classified as a positive or negative feeling (Brady

et al., 2006)"

https://review.frontiersin.org/review/801439/16/1233956/#tab/History

View submitted files history

sAn|=R=A=

Live chat

1/6


http://www.frontiersin.org/Journal/Abstract.aspx?d=0&name=Organizational_Psychology&ART_DOI=10.3389/fpsyg.2021.801439
http://www.frontiersin.org/Journal/Abstract.aspx?d=0&name=Organizational_Psychology&ART_DOI=10.3389/fpsyg.2021.801439
http://www.frontiersin.org/Community/WhosWhoActivity.aspx?sname=NettyMerdiaty&UID=1233956
http://www.frontiersin.org/Community/WhosWhoActivity.aspx?sname=NeilAldrin&UID=687445
http://www.frontiersin.org/Community/WhosWhoActivity.aspx?sname=MonicaGomez-Su%C3%A1rez&UID=210217
https://review.frontiersin.org/Document/DownloadPDF?articleId=801439&siteId=1183&userId=1233956&roleId=16
https://review.frontiersin.org/Document/DownloadSupplementaryMaterial?articleId=801439&userId=1233956&roleId=16
javascript:void(0)
javascript:void(0);
javascript:void(0);
https://www.frontiersin.org/
https://www.frontiersin.org/submission/submit
https://www.frontiersin.org/search?tab=top-results&origin=https://review.frontiersin.org/review/801439/16/1233956/#tab/History
https://www.frontiersin.org/my-frontiers/overview
https://www.frontiersin.org/submission/submit
https://www.frontiersin.org/about/about-frontiers
https://www.frontiersin.org/about/about-frontiers
https://www.frontiersin.org/journals
https://www.frontiersin.org/journals
https://www.frontiersin.org/research-topics
https://www.frontiersin.org/research-topics
https://www.frontiersin.org/articles
https://www.frontiersin.org/articles

1/8/24, 5:36 PM Frontiers

a ABOUT  JOURNALS  RESEARCH TOPICS  ARTICLES SUBMIT Q MY FRONTIERS @

Ahn, J., & Back, K. J. (2018). Antecedents and consequences of customer brand engagement
in integrated resorts. International Journal of Hospitality Management, 75, 144-152.
Ahn, J., & Back, K.-J. (2018). Antecedents and consequences of customer brand engagement
in integrated resorts. International Journal of Hospitality Management, 75, 144-152.
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for all input, already answered in the revision journal.

i hope all answer will fit with the question
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The text is much better.
However there are still some problems:
Page 2:

(...) account different product attributes, including price, quality, design, and brand
image (J. Lee

& Nguyen, 2017). Thus, consumers are more aware of the price by considering the
various

aspects of the price. (Henkel et al., 2018)

It should be:

(...) account different product attributes, including price, quality, design, and brand
image (Lee

& Nguyen, 2017). Thus, consumers are more aware of the price by considering the
various

aspects of the price (Henkel et al., 2018).

Page 2:

(Hennig-Thurau et al., 2010), (Hoyer et al., 2010), (Viswanathan Kumar et al., 2010)the
same journal published a landmark review article by Brodie et al., (2013) with discussion
from different perspectives (including papers by Bolton & Alba, (2012); (Brodie et al.,
2011); (Nitzan & Libai, 2011); (Malthouse & Calder, 2011); (Doorn, 2011) and (Bowden et
al., 2015); (Calder et al., 2016).

As | told un my last comments this is wrong and all the text should be corrected.

Page 8: This finding supports several prior studies,
(...) which found that service quality may lead to customer engagement; Lee et al.,
(2019); Ahn & Back, (2018); Roy, Shekhar, et al., (2018).

It should be: (...) This finding supports several prior studies, which found that service
quality may lead to customer engagement: Lee et al. (2019); Ahn e Back (2018); Roy,
Shekhar, et al. (2018).

Page 8: There is a view of SQ research as a mediator to CE. The author compared the
research from (Prentice, C., & Loureiro, 2018).

It should be (...) (Prentice & Loureiro, 2018).
Final references:
Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy.

Wheat is the Editor and country?
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(...) account different product attributes, including price, quality, design, and brand

image (J. Lee
& Nguyen, 2017). Thus, consumers are more aware of the price by considering the
various

aspects of the price. (Henkel et al., 2018)
It should be:

(...) account different product attributes, including price, quality, design, and brand
image (Lee

& Nguyen, 2017). Thus, consumers are more aware of the price by considering the
various

aspects of the price (Henkel et al., 2018).

Page 2:

According to Gao et al. (2012). When consumers decide to buy a product or service,
they must go through three decision-making steps: intelligence, design, and choice.

It should be:

According to Gao et al. (2012), when consumers decide to buy a product or service,
they must go through three decision-making steps: intelligence, design, and choice.

Page 2:

(...) attachment implies a four party relationship (Hennig-Thurau et al., 2010),
(Hoyer et al., 2010), (Viswanathan Kumar et al., 2010)the same journal published a
landmark review article by Brodie et al., (2013) with discussion from different
perspectives (including papers by Bolton & Alba, (2012); (Brodie et al., 2011); (Nitzan
& Libai, 2011); (Malthouse & Calder, 2011); (Doorn, 2011) and (Bowden et al., 2015);
(Calder et al., 2016).

It should be:

(...) attachment implies a four party relationship (Hennig-Thurau et al., 2010; Hoyer
et al., 2010; Viswanathan Kumar et al., 2010). The same journal published a
landmark review article by Brodie et al., (2013) with discussion from different
perspectives (including papers by Bolton & Alba, 2012; Brodie et al., 2011; Nitzan &
Libai, 2011; Malthouse & Calder, 2011; Doorn, 2011; Bowden et al., 2015 and Calder
et al., 2016).

Page 2:

In this study, we tried to look at it from a marketing psychology point of view.
However, different opinions imply from the opinion (Brodie et al. 2011)and (Van
Doorn et al. 2010)

It should be:

In this study, we tried to look at it from a marketing psychology point of view.
However, different opinions imply from the opinion (Brodie et al., 2011) and (Van
Doorn et al., 2010)

Page 2:

This experience becomes a stimulus, such as color, shape, image, look, background,
brand writing, and design(Mandel & Johnson, 2002). The BE is created when
customers use the brand, talk to others about the brand, seek out brand information,
promotions, and events, and so on (Ambler et al. 2002).

It should be:

This experience becomes a stimulus, such as color, shape, image, look, background,
brand writing, and design (Mandel & Johnson, 2002). The BE is created when
customers use the brand, talk to others about the brand, seek out brand information,
promotions, and events, and so on (Ambler et al., 2002).

Page 3:

They will perceive SQ as excellent and vice versa (Zeithaml, V. A., Berry, L. L., &
Parasuraman, 1996).

It should be: They will perceive SQ as excellent and vice versa (Zeithaml, Berry &
Parasuraman, 1996).

Page 3:

Also, Tafesse (2016))

It should be: Also, Tafesse (2016)
Page 3:

Exposure above is consistent with those in Roberts, C., & Alpert (2010); Kumar &
Pansari (2016), and Pansari, A., & Kumar, (2018) studies.

It should be:
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Page 4:

Quality of service is widely recognized as an antecedent of customer satisfaction and
behavioral intent that in turn leads to organizational profitability (Alexandris et al.
2002);(Kim

et al. 2016); (Wirtz, J. et al. 2013); (Shi et al. 2014); (Zeithaml et al. 1996). Its
researchers

argue that customers' perceptions of service performance over each service
experience

determine the quality of a company's services. (Cronin et al. 2000).

Unlike the quality of service can be judged on a single meeting experience, another
case

in the brand experience was not limited to just one experience in one touchpoint
only. However,

experience involves different touchpoints, different phases of the pre-consumption
journey.

For example, consumers consume the experience, alternative valuations, and
anticipated

experiences in brand organizations, including perceived sensations and memories of
postconsumption experiences (Caru, A., & Cova, 2003); (Laming, C., & Mason, 2014).
The brand

experience results from a series of interactions between brands and consumers
during service

meetings (Jiang et al. 2018).

It should be:

Quality of service is widely recognized as an antecedent of customer satisfaction and
behavioral intent that in turn leads to organizational profitability (Alexandris et al.,
2002; Kim et al., 2016; Wirtz et al., 2013; Shi et al., 2014 and Zeithaml et al., 1996).
Its researchers

argue that customers' perceptions of service performance over each service
experience

determine the quality of a company's services (Cronin et al. 2000).

Unlike the quality of service can be judged on a single meeting experience, another
case

in the brand experience was not limited to just one experience in one touchpoint
only. However,

experience involves different touchpoints, different phases of the pre-consumption
journey.

For example, consumers consume the experience, alternative valuations, and
anticipated

experiences in brand organizations, including perceived sensations and memories of
postconsumption experiences (Caru & Cova, 2003; Laming & Mason, 2014). The brand
experience results from a series of interactions between brands and consumers
during service

meetings (Jiang et al., 2018).

Page 4:

Quality of service will significantly influence customer engagement behavior
(Verleye,

K., Gemmel, P., & Rangarajan. 2014). On the other hand, Ahn, J., & Back (2018)
state that the

customer brand experience is a positive and significant antecedent of CE. On the

other hand,

the BE is related to the perceived quality of service. In CE, SQ plays a minor role in
moderated

mediation and post hoc testing or direct effects (Prentice et al. 2019). The results
provide

empirical evidence of the gap between SQ and CE, providing insight into the
following SQ

research.

The results of previous research consistent with a view on the proposed hypothesis
are

Hypothesis3: It is suspect that there is a positive influence of SQ on CE

Effect Brand experience to Engagement Customer with Service Quality as a mediator
Brand experience included cognitive and affective states (Bhat, S., & Reddy, 1998);
(Mollen & Wilson, 2010), (Bridges, E., & Florsheim, 2008). Further evidenced by
Gambetti,

R. C., & Graffigna (2010) and Brodie et al. (2011) that brands are the most
distinctive objects

of engagement in business literature.

Perceived quality of service is defined as a global assessment or attitude relating to
service superiority (Bitner, M. J., Zeithaml, V. A., & Gremler, 2010). Prentice, C., &
Loureiro

(2018) researched customers' perspectives and examined customers' psychological
desires.

It should be:

Quality of service will significantly influence customer engagement behavior
(Verleye, Gemmel & Rangarajan, 2014). On the other hand, Ahn and & Back (2018)
state that the

https://review.frontiersin.org/review/801439/16/1233956/#tab/History 4/6


https://www.frontiersin.org/
https://www.frontiersin.org/submission/submit
https://www.frontiersin.org/search?tab=top-results&origin=https://review.frontiersin.org/review/801439/16/1233956/#tab/History
https://www.frontiersin.org/my-frontiers/overview
https://www.frontiersin.org/submission/submit
https://www.frontiersin.org/about/about-frontiers
https://www.frontiersin.org/about/about-frontiers
https://www.frontiersin.org/journals
https://www.frontiersin.org/journals
https://www.frontiersin.org/research-topics
https://www.frontiersin.org/research-topics
https://www.frontiersin.org/articles
https://www.frontiersin.org/articles

1/8/24, 5:36 PM Frontiers

a ABOUT  JOURNALS  RESEARCH TOPICS  ARTICLES SUBMIT Q MY FRONTIERS ﬂ SUBMIT

moderated

mediation and post hoc testing or direct effects (Prentice et al., 2019). The results
provide

empirical evidence of the gap between SQ and CE, providing insight into the
following SQ

research.

The results of previous research consistent with a view on the proposed hypothesis
are

Hypothesis3: It is suspect that there is a positive influence of SQ on CE

Effect Brand experience to Engagement Customer with Service Quality as a mediator
Brand experience included cognitive and affective states (Bhat & Reddy, 1998; Mollen
& Wilson, 2010; Bridges & Florsheim, 2008). Further evidenced by Gambetti &
Graffigna (2010) and Brodie et al. (2011) that brands are the most distinctive
objects of engagement in business literature.

Perceived quality of service is defined as a global assessment or attitude relating to
service superiority (Bitner, Zeithaml & Gremler, 2010). Prentice and Loureiro (2018)
researched customers' perspectives and examined customers' psychological desires.

Page 4:

Marketing

shows that consumers no longer buy products and services but rather buy
experiences around

what is sold (Morrison, S., & Crane, 2007).

It must be:

Marketing

shows that consumers no longer buy products and services but rather buy
experiences around

what is sold (Morrison & Crane, 2007).

Page 8:

This topic is particularly intriguing because the relationship between experience

and engagement is controversial (Hollebeek et al., 2014); (Calder et al., 2009). Given
the

intense focus on experience in modern marketing (e.g., (Pine & Gilmore, 1998);
(Brakus et al.,

2009), This can be considered surprising. However, other types of experiences may
be better

able to predict consumer behavior. According to (N. Aldrin & Merdiaty, 2019), today's
brand

experience is no longer in demand, especially for young people or students (Gen Z).

It must be:

This topic is particularly intriguing because the relationship between experience

and engagement is controversial (Hollebeek et al., 2014; Calder et al., 2009). Given
the

intense focus on experience in modern marketing (e.g., Pine & Gilmore, 1998; Brakus
et al.,

2009), this can be considered surprising. However, other types of experiences may be
better

able to predict consumer behavior. According to Aldrin and Merdiaty (2019), today's
brand

experience is no longer in demand, especially for young people or students (Gen Z).

Check List

(' Reviewer 3 | 03 Nov 2021 | 15:26 #1

a. Is the quality of the figures and tables satisfactory?
- Yes

b. Does the reference list cover the relevant literature adequately and in an unbiased
manner?

- Yes

c. Are the statistical methods valid and correctly applied? (e.g. sample size, choice of test)
- Yes

d. Are the methods sufficiently documented to allow replication studies?
- Yes
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