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This article delves into crucial aspects of this field, including the
adoption of technological innovation, managing online content, and
managing eWOM, involving ethical considerations. This study
contributes important insights by pinpointing research gaps, identifying
research limitations, and offering valuable suggestions to the digital
marketing field.
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constructed framework for further research. The main aim of this study com/science/article/pii/S00

is to investigate how eWOM influences customer purchase intentions 4016252200720X
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This is a quantitative research using big data methods to explore social 1.

media marketing on customer engagement in luxury fashion fields. The https://www.sciencedirect.
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This article aims to investigate how Generation Z perceives the
alignment between luxury fashion brands and social media marketing.
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suitable for digital marketing on digital platforms.
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account these attributes.
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research. 0050/full/html
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This work is conducted as quantitative research, adopting SPSS analysis to
investigate how positive, negative, and neutral pre-viewing information can
affect the emotions of audiences. This study is less relevant since it merely
focuses on the psychological standpionts. However, it emphasizes the
importance of word-of-mouth among customers.

This research introduces a theoretical and methodological framework to
investigate Generation Z and recognize their distinct characteristics. Future
studies can utilize this framework to examine variations among different
cohorts and extend this analysis to the cross-cultural environments.

This study focuses on food retailer to explore how to create profitable
customer engagement by applying mixed-methods approach. The findings
suggest that customer-based perspectives greatly affect social media
marketing on profitable customer engagement.

This paper views and outlines the data from company annual reports,
professional analyst's assessments, and various secondary materials to
analyze how Gucci converted bankruptcy to financial success. The Gucci
case can be used as a case study in digital marketing research.

This paper is a pioneering work that introduces the dilemma between data
privacy issues and online customizing management. There's a lack of
empirical research on this issue until this study fills the gap by introducing the
model, to balance users' perceived value of personalization against privacy
worries.

This paper introduces the concept in crowdsourcing of luxury fashion
industry. There's a noticeable gap in academic research regarding
crowdsourcing within this sector. Therefore, this paper establishes a
benchmark for evaluating the crowdsourced fashion design.

1.
https://www.tandfonline.com
/doi/abs/10.1080/00224545.

1977.9924009

1

https://doi.org/10.1108/YC-
03-2023-1707

https://www.researchgate.n
et/profile/Muhammad-Faisal-
Zamrudi/publication/329944
232 Challenge of social m
edia_marketing effective st

rategies to engage more
customers Selected retaile

roannn b IEANAAAD

1.
10.1108/0959055051059319
4

https://link .springer.com/arti
cle/10.1007/s10799-005-

5879-y

1
10.1080/21639159.2014.949
366




image12.png
70

70

72

73]

74

5]

76

The impact of mobile
devices on the in store
shopping experience
Instituto Universitario de
Lisboa

Cavalinhos, S. R. (2021)

What makes a good critical

Garrod. B. (2023) literature review paper?

Personality Traits That
Lead Members of Online
Brand Communities to
Participate in Information
Sending and Receiving

Chang, A. (2013).

The future of luxury: A look
into tomorrow to
understand today

D’Arpizio et al., (2019)

How sustainability oriented
is generation Z in retail? A
literature review’

Dabija, D.; Bejan, B. and
Dinu, V. (2019)

The anti-laws of luxury

Daye, D. (2009). marketing

Who are the social media
influencers? A study of
public perceptions of
personality

Freberg et al. (2011)

Confirmatory Factor
Analysis, Structural
Equation Models

N/A

Personality Traits

Luxury Management

N/A

N/A

Social Media Influencers
(SMI)

Mobile Devices

Critical Literature
Review

Online Brand
Communities

Luxury Brands

Luxury Brands

Luxury Brands

Digital Platforms

Customer Behavior

Critical Literature
Review

Customer
Involvement

Luxury
Management

Generation Z

Luxury
Management

eWOM
Management

This paper introduces the concept of digital mobile technology and develops
the integrated framework for assessing how mobile devices affect online
shopping experience. The uniqueness of this research lies in its adoption of
triangulation methodology and the exploration of mobile devices impacts on
customer engagement.

This is a recent publication denoting how to critically write a good literature
review. The importance of analysis and synthesis is emphasized in this
article. The critical literature review also needs to be constructed from critical
statements, such as accuracy, clarity, consistency, and relevance.

There's a gap in analyzing customer engagement from psychological
perspectives. Hence, this paper focuses on the personality traits and
motivations driving the engagement behaviors of online community members,
specifically in terms of receiving and disseminating online information.

This study gives a comprehensive understanding of concepts, attributes,
causes and effects of luxury management. The study also includes various
practical and theorectical cases to illustrate how to manage protifable luxury
operations.

The paper focuses on Generation Z's behaviors and their preference for
retailers who make a commitment to green and sustainable products. A
comprehensive and constructed literature review is conducted to explore
how sustainability affects Generation Z.

This article explores the ethical considerations behind the luxury fashion
industry's operation. The study adopts 'The Luxury Strategy', based on well-
constructed managerial principles, to investigate how luxury brands deliver
high-standard customer experiences in one-to-one relationships.

The concepts and attributes of Social Media Influencers (SMI) are
demonstrated in this study. The paper denotes that even though SMI has a
huge impact on eWOM, little research has identified audiences' perspectives
of SMI.
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This article evaluates the relationships between online experiential marketing

and offine experiential marketing affecting tourism and hospitality. The finding  htps://www. emerald comfin
indicates that compared to the online purchasing phase, the offiine sight/content/doi/10.1108/SJ
experience plays a crucial role in shaping the overall hotel stay experience. ~ ME-03-2018-003/fullhtm|

‘This is a pioneering work that seeks to provide a systematic examination of
existing literature on innovation and sustainabilty, integrating the insights of
luxury apparel industry. Future studies could expand this work by
incorporating the updated data and including practical examples.
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This article advances the discourse on internet-based internationalization by
examining the importance of synchronizing online and physical channels,
emphasizing the necessity of adopting the omnichannel strategies.
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study contributes to the literature on customer-brand relationships by offering sight/content/doi/10.1108/JP
insights into how customers respond to crowdsourcing. BM-06-2022-4020/fullhtml

This paper explores how young generations react to green products on
emerging target markets, based on the perspectives of environmental
factors, consumer effectiveness, and perceived consumer effectiveness.
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This research examines the influence of word-of-mouth on digital platforms. It
found that direct word-of-mouth communication has a greater persuasive
influence compared to written information.
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The research finds that the persuasiveness of eWNOM messages can affect
customers' attitudes and purchase intentions. This paper is a notable work
that provides an overview of the determinants of eWOM persuasiveness.
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Market research consistently shows that consumers value customized
products more than standard items. Therefore, this study investigates the
customization preferences between luxury and mainstream brands. The
research finds that the drive for personal expression might reduce the
signaling value of the products.
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This study is less relevant because its research area focuses on the organic
food industry. However, this work is an important study identifying the
determinants of customer resistance to organic food consumption, based on
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This book serves as a guidance on how to write a critical literature review.

The author emphasizes the importance of systematic approaches, https://moodle.uwtsd.ac.uk/
integrating with review processes, such as literature searching, analysis, and course/view.php?id=10162&
synthesis. The chapters also offers a step-by-step guide to new academic  section=8

researchers

This book delves deeper into the philosophical underpinnings of pragmatic
philosophy. It further elaborates the research issues in both quantitative
methods and qualitative methods. The book also discusses how to employ
diverse data collection and analysis techniques.

http://www.ceil-
conicet.gov.ar/wp-
content/uploads/2015/10/Cr
eswell-Cap-10.pdf

https://iwww.taylorfrancis.co
m/books/mono/10.4324/978
1315229386/ writing-
literature-reviews-jose-
galvan-melisa-galvan

One of the chapters introduces various literature review examples, combined
with instructions of how to analyze the relevant literature. The book also
offers guidelines for writing a first draft of critical literature review, which is
practical for new researchers.

This work emphasizes the importance of conducting a detailed literature
review. The paper outlines the functions of literature review and suggests
five steps to start a literature review, to help students evaluate the process of
crafting a literature review.

https://www.sciencedirect.c
om/science/article/piilS1807
593222007438

This work demonstrates five research stages in conducting a literature
review, integrating with Cooper's Framework (1984) to guide the literature
review stages. The work summarizes some pivotal frameworks and
information to explain how to write a high-quality literature review.

https://scholarworks.umass.
edu/cgi/viewcontent.cgi?arti
cle=1219&context=pare

The paper outlines the purpose of writing a literature review. It also examines
the difference between a literature review and a systematic review. The
paper denotes that conducting a literature review involves collecting
information and evidence on a topic to contextualize research data within its
hypothesis, offering an essential academic guide for research projects.

https://journals.sagepub.co
m/doi/full/10.1177/20514158
16650133#bibr12-
2051415816650133
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The study finds that factors such as customer satisfaction, trust, perceived

value, and attitudinal commitment can greatly affect customer loyalty. http:/fois.jecr.org/iect/sites/d
Particularly, attitudinal commitment is the most important factor that efault/files/04 4 p03 0.pdf
influences customer satisfaction and perceived value to loyatty.

This study works on the Mobie Short Form Video Shopping (MSFV). MSFV/
is an important digital platform in the academic marketing field. The work
indicates that the content and relationship qualty positively influence
customers’stickiness to MSFV shopping, further influencing customer
engagement in the long run.

https://www.mdpi.com/2071-
1050/14/17/10890

This study elaborates on the concept of Customer Engagement and

constructs theoretical models that evaluate the antecedents and outcomes of https://link.springer.com/arti
customer engagement. This work also referenced CEV framework of Kumar  cle/10,1007/511747-016-
(2013), which represents a strong academic implication of customer 05136#5ec10
engagement.

hittps://books.google.co.uk/b

00ks?t
*Proftable Customer Engagement" is the pioneering book by Kumar (2013)  CN&Ir=&id=050n 20
presents the customer engagement value (CEV) framework to guide i=fnd&pg=PP18&dag=customer+

profitable customer interactions in both B2C and B2B contexts. This book engagement+and+revenue&ot

provides firms with five metrics from the CEV framework, to evaluate and  s= cyCoEBPPasg=sA9R7C7O

enhance these metrics to achieve profitable customer engagement. ES8XgEI0WYSm7OEWUOiv=on
epage&g=customer%20engag
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This study differentiates from the others due to its perspectives from the

psychological standpoint. This study riches the positive psychology iterature  hitps://www.sciencedirect.co

by integrating social motives and customer engagement with subjective well- m/science/article/oii/S09696

being research. It challenges the traditional view that desire and social value 98917307828

often lead to negative outcomes.

This paper introduces a new customer engagement framework, which is
CBE moel. The model indicates that increasing levels of consumer brand  https://www.sciencedirect.co

engagement (CBE) are expected to enhance business performance ‘m/science/article/pii/510949
outcomes, including increasing sales, reducing costs, enhancing brand 96813000649

referrals, improving consumer contributions, and superior profitabity.

This work conductes a semi-structured interviews to explore what drives
customer engagement with luxury brands. The work also develops a
theoretical framework for accessing customers' cognitive, emotional, and
behavioral engagement with luxury brands.

https://www.sciencedirect.co
m/science/article/pii/501482
96320301387
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The paper introduces a new theory on customer engagement framework,
Customer which is the relationship marketing theory. Relationship marketing is defined
Engagement  as the process of attracting, maintaining and in the context of multi-service
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Kumar denotes in this paper that customer contributions to the
business can be stem various ways, both directly and indirectly. This
paper argues that evaluating customer value merely from the
perspectives of purchase behaviors is inadequate. This CEV model
offers a comprehensive framework for CEV accessment in the long run.

This study analyzes the concept of brand engagement from cognitive,
emotional, and behavior dimensions. While the previous literature has
investigated the positive impact of customer engagement, there's a
remaining gap in analyzing the negative effect of customer
engagement. This paper introduces a broader framework of brand
engagement including both positive and negative aspects.

This paper is less relevant since its implication in the teaching area.
However, this paper denotes a brief introduction on identifying
Generation Z, from the perspective of technology innovation. The
identification of technology innovation of Generation Z is relevant to the
digital platforms research.

This paper conducts as quantitative research with a data pool of 1021
Chinese luxury consumers. The paper introduces the framework of
socially contigent consumption with various economic literatures. This
paper is relevant since it explores the Chinese market.

This paper conducts as a quantitative research with a data pool of 295
US samples and 247 Chinese participants. The paper aims to explore
how social identification, perceived functional value, perceived social
value, and perceived individual value can affect the purchase intention
of luxury fashion items.

This paper conducts as quanlitative research, adopting 41 interviews
from 34 different companies to understand customer engagement in
social media applications. Particularly, this work adopts social exchange
theory to construct customer engagement marketing (CEM) framework.
This work is referenced since it analyzed customer engagement from
both behavioral engagement and psychological engagement.
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