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Abstract: 

 
This study examines the impact of personalized experiences, customer satisfaction, and 
engagement on customer loyalty among postpaid users of Indosat, one of Indonesia’s leading 
telecommunications providers. Using a quant 
itative research design and Smart PLS for analysis, data from 258 respondents reveal that 
customer engagement is the most significant driver of loyalty, while personalized experiences 
play a critical role in enhancing customer satisfaction. The study also finds that while 
satisfaction contributes to loyalty, its effect is less pronounced than engagement, highlighting 
the importance of creating deeper emotional connections to ensure customer retention. 
Moreover, the moderating effect of combined satisfaction and engagement on loyalty indicates 
a potential diminishing return when both variables are maximized simultaneously. These 
findings suggest that Indosat should adopt a balanced approach that integrates personalized 
marketing with engagement strategies to foster long-term customer loyalty in a highly 
competitive market. The study contributes to the literature on customer-centric marketing by 
emphasizing the need for tailored and engaging customer experiences in the 
telecommunications sector. 
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1. Introduction 

In today's highly competitive business environment, fostering customer loyalty has 
become essential for sustainable growth, and one effective approach to achieving this 
is through customer-centric marketing that emphasizes personalized experiences. 
Research indicates that personalization strategies can significantly enhance customer 
satisfaction, which, in turn, drives loyalty by creating more meaningful connections 
between the brand and its consumers (Pappas et al., 2019; Chen et al., 2021). 
Personalized experiences, facilitated by data analytics and artificial intelligence, allow 
businesses to tailor their offerings to individual preferences, making customers feel 
valued and understood (Smith & Yang, 2022). Studies also reveal that the positive 
effects of personalization on loyalty are often moderated by customer engagement 
levels, with highly engaged customers responding more favorably to personalized 
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interactions (Bilgihan et al., 2016; Schembri et al., 2023). By focusing on customer 
satisfaction and engagement, businesses can harness the power of personalized 
marketing to build long-term loyalty (Hausman & Siekpe, 2009). 

 
If the focus of this research is on Indosat users, understanding how customer-centric 
marketing with personalized experiences affects customer loyalty could yield critical 
insights for the telecommunications sector in Indonesia. Indosat, as a prominent 
provider, operates in a highly competitive market where customer loyalty is essential 
for maintaining and growing market share. By leveraging personalized experiences 
tailored to user needs and preferences—such as customized data packages, targeted 
promotions, and tailored customer service—Indosat could enhance user satisfaction 
and deepen loyalty. Research shows that in telecom, personalized engagement and 
seamless customer service have a substantial positive impact on loyalty, especially 
among younger, digitally savvy users who value experiences that reflect their specific 
usage habits and lifestyle (Chen et al., 2021; Pappas et al., 2019). Additionally, by 
focusing on high-engagement strategies, Indosat could amplify the effects of 
personalization, potentially leading to improved retention rates in an industry where 
customer churn is typically high. 

 
Tabel 1. Comparison of the Number of Users from Telkomsel, Indosat, and XL 

Axiata 
Provider User Type Number of 

Users 2022 
Number of 
Users 2023 

Change 

Telkomsel Total 149.7 million 151.8 million +1.4% 
Postpaid (Halo) 7.1 million 7.5 million +5.6% (400 

thousand) 
 

Indosat Prepaid 100.6 million 97.2 million -3.4 million 
Postpaid 2.4 million 2.38 million -0.8%  

XL Axiata Prepaid 56 million 55.9 million -100 thousand 
Postpaid 1.5 million 1.6 million +6.7% (100 

thousand) 
 

Source: https://www.cnbcindonesia.com/ 

The data provided highlights a concerning trend for Indosat’s postpaid segment, 
showing a decline of 0.8% from 2.4 million to 2.38 million users between 2022 and 
2023, contrasting with positive growth in the postpaid sectors of competitors 
Telkomsel and XL Axiata, which saw increases of 5.6% and 6.7%, respectively. This 
decline suggests that despite the growing demand for personalized postpaid packages 
in the telecom sector, Indosat may not be fully capitalizing on customer-centric 
marketing strategies that enhance user satisfaction and loyalty. The drop in postpaid 
users could indicate potential gaps in personalization, customer engagement, or 
service experience tailored to postpaid customers' unique needs. Addressing these 
gaps through a strategic emphasis on personalized marketing might help Indosat not 
only retain existing customers but also attract new ones, reversing this downward 
trend and strengthening its competitive stance in the market. 

The research gap in understanding customer loyalty through personalized experiences 
within the telecommunications industry, particularly for Indosat’s postpaid users, is 



Heriyana, Hartanti Nugrahaningsih, Fatimah Abdillah 
4557 

 

 

 
evident due to varying results and perspectives on effective loyalty strategies. While 
studies have demonstrated the critical role of service quality and customer experience 
in fostering loyalty, there remains limited focus on how personalized marketing can 
be optimized to meet postpaid customers' unique needs in highly competitive markets 
like Indonesia (Slåtten et al., 2011; Agyei & Kilika, 2013). Research suggests that 
innovations in customer experience tailored to engagement levels can enhance loyalty; 
however, these are rarely contextualized to the nuances of Southeast Asian markets 
(Poku et al., 2014; Pine & Gilmore, 2002). Additionally, previous findings indicate 
that while customer satisfaction positively impacts loyalty, its interaction with 
personalized service remains underexplored, especially concerning users' 
responsiveness to these personalized touchpoints (Gaňa, 2018; Zhang & Feng, 2009). 
Addressing this gap by examining the effectiveness of personalized marketing on 
Indosat's postpaid users could offer crucial insights for refining strategies that are 
culturally relevant and targeted to drive long-term loyalty. 

 
The purpose of this study is to investigate how customer-centric marketing through 
personalized experiences influences customer loyalty among postpaid users of 
Indosat, one of Indonesia's leading telecommunications providers. In a market where 
customer retention is crucial, understanding the dynamics of personalized engagement 
is essential to fostering stronger customer loyalty. This research aims to determine the 
effectiveness of tailored marketing efforts on customer satisfaction and retention, 
specifically exploring how personalized interactions, service quality, and customer 
experience contribute to long-term loyalty. Additionally, by focusing on Indosat’s 
postpaid segment, the study seeks to address existing gaps in how telecom providers 
can enhance loyalty through culturally relevant, customized services that align with 
evolving customer expectations in Indonesia’s competitive mobile market. 

2. Theoretical Background 
 

Customer Loyalty 
 

Customer loyalty is a complex and multifaceted concept that plays a central role in 
marketing theory and practice, especially in competitive sectors like 
telecommunications. Customer loyalty refers to the likelihood that customers will 
repeatedly choose a brand over its competitors, showing a sustained preference that 
can result from positive interactions, satisfaction, and emotional connection with the 
brand (Oliver, 1999). Theoretical frameworks for customer loyalty often distinguish 
between behavioral loyalty, which involves repeated purchases, and attitudinal 
loyalty, which encompasses a positive emotional attachment or commitment to the 
brand (Dick & Basu, 1994). Understanding these components is critical, as loyal 
customers contribute to long-term revenue through repeat purchases and positive 
word-of-mouth referrals (Jones & Sasser, 1995). 

 
Researchers have explored various antecedents of customer loyalty, including 
customer satisfaction, perceived service quality, and relationship quality. High 
customer satisfaction is often linked to loyalty because satisfied customers tend to 
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return to brands that meet or exceed their expectations (Anderson & Sullivan, 1993). 
However, satisfaction alone may not guarantee loyalty, especially in markets with low 
switching costs. The concept of relationship quality further emphasizes the importance 
of trust and commitment in fostering loyalty, as customers are more likely to remain 
loyal to brands they trust (Morgan & Hunt, 1994). Additionally, perceived service 
quality—especially in service-intensive industries like telecommunications— has a 
direct impact on loyalty by reinforcing customer satisfaction and perceived value 
(Zeithaml et al., 1996). 

 
An emerging area in loyalty research is the role of technology and personalization in 
creating “sticky” customer experiences that encourage habitual loyalty. Theories in 
behavioral economics suggest that brands can foster habitual loyalty by integrating 
personalized experiences, such as loyalty programs and targeted marketing that 
resonate with customer preferences (Kumar & Shah, 2004). These personalized 
experiences increase convenience and emotional connection, making it more difficult 
for customers to switch to competing brands (Keiningham et al., 2007). In sectors like 
telecommunications, where product differentiation can be challenging, leveraging 
customer insights to offer tailored experiences is an increasingly important strategy 
for retaining customers. 

 
In summary, customer loyalty is shaped by a combination of satisfaction, service 
quality, relationship-building, and personalized engagement strategies. Brands that 
understand and leverage these factors are better positioned to build enduring loyalty, 
which in turn supports long-term competitive advantage and market share (Grewal et 
al., 2017). As digital tools continue to evolve, the ability to provide a personalized, 
high-quality service experience will remain key to cultivating and sustaining customer 
loyalty. 

 
Customer loyalty is strongly influenced by customer satisfaction and customer 
engagement, as these elements together create a foundation for long-term brand 
relationships. Customer satisfaction, defined as the customer's perception that their 
expectations have been met or exceeded, is a primary driver of loyalty. Satisfied 
customers are more likely to remain loyal, return for repeat purchases, and recommend 
the brand to others (Anderson & Sullivan, 1993). However, satisfaction alone does 
not fully guarantee loyalty, especially in markets where switching costs are low. This 
is where customer engagement plays a vital role; engagement extends beyond 
satisfaction to include emotional and psychological bonds formed through regular, 
meaningful interactions with the brand (Brodie et al., 2011). Engaged customers are 
more invested in the brand experience and often feel a sense of identity and belonging 
with the brand, which strengthens their loyalty (Vivek, Beatty, & Morgan, 2012). 
Together, satisfaction provides the foundation of loyalty, while engagement deepens 
this loyalty by cultivating a strong emotional connection that makes customers less 
likely to switch to competitors. 

 
H1. There is an influence of Customer Engagement on Customer Loyalty 
H2. There is an influence of Customer Satisfaction on Customer Loyalty 
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  Personalized Experiences 
 

Personalized experiences have emerged as a key approach for creating deeper 
connections between brands and customers, significantly impacting customer 
engagement and loyalty. Personalized marketing involves tailoring interactions, 
content, and services to the individual preferences and behaviors of customers, which 
fosters a sense of exclusivity and value for the consumer (Pappas, 2018). This level of 
customization is made possible by advances in data analytics and digital platforms, 
allowing brands to deliver experiences that closely align with individual needs. 
Research shows that when customers feel understood by a brand, they are more likely 
to engage consistently, leading to a stronger emotional connection that often translates 
into loyalty (Ball, Coelho, & Vilares, 2006). 

 
One important outcome of personalization is increased customer satisfaction, as 
personalized experiences reduce decision-making fatigue and enhance the overall user 
experience by offering relevant suggestions, targeted promotions, and tailored support 
(Li et al., 2019). This relevance drives engagement, as customers are more likely to 
interact with content they find useful and interesting, leading to a cycle of repeat 
engagement and increased brand loyalty (Pappas, 2018). Moreover, personalized 
interactions improve trust and brand reputation, which are foundational for loyalty; 
when customers perceive that a brand genuinely understands their preferences, it 
builds trust, making them more inclined to maintain a long-term relationship (Grewal 
et al., 2017). 

 
Personalized services also contribute to a "loyalty loop," where customers continue to 
choose a brand over others due to a strong attachment formed through repeated 
positive, individualized interactions (Pine & Gilmore, 1999). This loop is especially 
significant in service-driven industries, where the experiential quality of services 
directly influences loyalty. Studies emphasize that personalization is not only about 
providing targeted marketing but also creating seamless, personalized journeys across 
multiple touchpoints, which heightens engagement and makes customers feel valued 
(Ball, Coelho, & Vilares, 2006). As a result, personalized experiences serve as a 
competitive differentiator, helping brands retain customers in highly competitive 
environments by fostering loyalty through customized value delivery. 

 
Personalized experiences play a critical role in enhancing customer satisfaction, as 
they address individual preferences and needs, leading to a more enjoyable and 
relevant brand interaction. When a brand tailors its products, services, or interactions 
specifically for the customer, it fosters a sense of recognition and value, which 
positively impacts satisfaction levels (Pappas, 2018). Studies show that customers 
who experience personalized interactions are more likely to feel that the brand 
understands them, creating a strong sense of alignment between the customer's 
expectations and the service provided (Grewal et al., 2017). Additionally, by reducing 
the friction in the customer journey—such as offering relevant recommendations or 
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streamlining support services—personalized experiences contribute to a seamless, 
efficient, and satisfying experience (Ball, Coelho, & Vilares, 2006). This alignment 
between brand interaction and customer expectations enhances satisfaction, making 
customers more likely to continue engaging with the brand and to recommend it to 
others. 

 
H3. There is an influence of Personalized Experiences on Customer Satisfaction 

 
Customer Satisfaction 

 
Customer satisfaction is a fundamental concept in marketing and customer behavior, 
playing a pivotal role in customer retention, loyalty, and overall business success. It 
is widely understood through the lens of the Expectation-Disconfirmation Theory 
(EDT), which proposes that customer satisfaction is determined by the comparison 
between customers’ expectations and the actual performance of a product or service. 
If a product meets or exceeds expectations, positive disconfirmation occurs, leading 
to high satisfaction; conversely, if the product falls short, negative disconfirmation 
results in dissatisfaction (Oliver, 1980; Anderson & Sullivan, 1993). This theory 
remains one of the most referenced frameworks in understanding satisfaction and is 
applicable across industries, from public services to consumer goods (Morgeson, 
2013; Filtenborg et al., 2021). 

 
Moreover, customer satisfaction is influenced by both intrinsic and extrinsic factors. 
Intrinsic factors such as perceived value, emotional connection, and service quality 
greatly contribute to positive satisfaction. For instance, research has shown that high- 
quality service is consistently linked to greater satisfaction, especially in industries 
where customer relationships are central (Dabholkar et al., 2000). Extrinsic factors, 
including marketing efforts and customer service interactions, also play a critical role. 
Studies indicate that well-managed customer service encounters can reinforce 
satisfaction, even when minor issues arise, as they help fulfill customers’ implicit 
expectations of brand reliability and care (Lin et al., 2009). 

 
The relationship between satisfaction and customer loyalty is strong but not absolute; 
satisfaction is necessary but not always sufficient for loyalty. While satisfied 
customers are more likely to return, true loyalty requires additional psychological 
commitment. EDT provides insights into this distinction, suggesting that satisfaction 
alone may lead to repeat purchases, but deeper emotional and value-based connections 
are needed to cultivate loyalty, especially in competitive markets where switching 
costs are low (Van Ryzin, 2004; Tsao, 2013). 

 
In today’s digital landscape, the role of personalized experiences in enhancing 
customer satisfaction has been increasingly recognized. Through personalization, 
brands can meet customers’ unique needs and exceed their expectations, which 
reinforces satisfaction and can create a competitive edge (Yousaf et al., 2021). As 
research in both traditional and e-commerce environments shows, when customers 
feel understood and valued through tailored experiences, they are more likely to 
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experience satisfaction and engage in positive word-of-mouth recommendations, 
further benefiting the brand (Patterson & Spreng, 1997). 

 
H4. There is an influence of Personalized Experiences on Customer Loyalty through 
Customer Satisfaction 

 
Customer Engagement 

 
Customer engagement (CE) has become a critical concept in modern marketing, 
representing a multidimensional construct encompassing cognitive, emotional, and 
behavioral aspects of the customer’s interaction with a brand. Unlike traditional 
customer satisfaction or loyalty models, CE emphasizes active customer participation 
and ongoing interaction, which leads to greater emotional attachment and a stronger 
relational bond with the brand. Hollebeek et al. (2014) outline CE as a combination of 
cognitive processing, affection, and activation, which collectively enhance customers' 
willingness to invest time and effort in their relationship with the brand. This 
comprehensive engagement approach allows businesses to foster a sense of 
community and connection among customers, ultimately reinforcing loyalty and 
advocacy (Harmeling et al., 2017; Calder et al., 2009). 

 
Research indicates that customer engagement is not limited to in-role behaviors, such 
as purchasing, but also includes extra-role activities, like social media sharing, 
reviewing, or helping other customers. These voluntary, engagement-driven activities 
strengthen brand relationships by creating social bonds and promoting positive brand 
experiences beyond transactional interactions (Verleye et al., 2014; Loureiro et al., 
2017). Theories like Social Exchange Theory further suggest that CE develops 
through reciprocal exchanges where both customer and brand derive value, 
contributing to a lasting engagement (Islam et al., 2018). 

 
In digital and social media contexts, CE takes on added significance, as platforms 
enable customers to interact with brands in more dynamic ways, such as through brand 
communities or social media, which increases both visibility and perceived 
authenticity of the brand (Maslowska et al., 2016). By focusing on personalized, 
interactive, and continuous engagement, businesses can generate emotional responses 
that solidify customer commitment and encourage loyalty (So et al., 2016). 
Additionally, the ability of brands to create these experiences across multiple 
touchpoints amplifies customer trust and reinforces their perception of the brand as 
responsive and attentive to individual needs (Brodie et al., 2011). 

 
CE research is evolving, with recent studies emphasizing a shift towards customer- 
centric perspectives that prioritize the customer’s own experience of engagement 
rather than simply measuring outcomes for the firm (Rosado-Pinto & Loureiro, 2020). 
This shift underscores the importance of understanding and fostering the elements that 
naturally engage customers, particularly in competitive markets where differentiation 
relies on deep customer relationships rather than product features alone. As such, 
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customer engagement has proven to be a strategic asset, enhancing loyalty, advocacy, 
and ultimately, long-term profitability (Beckers et al., 2018). 

 
H5. There is an influence of Customer Satisfaction on Customer Loyalty by 
strengthening Customer Engagement 

 
The following is the framework of the thinking of this study: 

 
 

Figure 1. Framework 
 

3. Methodology 

This study employs a quantitative research design, using Smart PLS as the analytical 
tool to evaluate relationships between variables. A sample size of 300 respondents 
was targeted, utilizing a random sampling technique to ensure representative data 
from Indosat users. The data collection was conducted both offline and online to 
increase response diversity. For the offline approach, 100 questionnaires were 
distributed over a one-week period around Universitas Malikussaleh’s campus, 
resulting in 80 completed surveys. Meanwhile, online distribution was executed 
across social media platforms, specifically targeting Indosat user communities on 
Facebook, Twitter, and Instagram. This online method ran concurrently for one week 
and garnered 178 responses. The combination of offline and online distribution 
allowed for broader sample engagement and an effective balance between physical 
and digital survey methods, ultimately yielding a robust dataset of 258 respondents 
for analysis. This methodology was designed to capture a comprehensive view of 
Indosat users’ experiences and attitudes, providing a solid foundation for reliable 
quantitative analysis using Smart PLS. 

4. Empirical Findings/Result 

Instrument Test 
 

In this study, after conducting data reliability testing using the Smart PLS application, 
the outer loading values for all indicators were found to be above 0.7, indicating a 

Customer 
Loyalty 

Customer 
Engagement 

Personalized 
Experiences 

Customer 
Satisfaction 



Heriyana, Hartanti Nugrahaningsih, Fatimah Abdillah 
4563 

 

 

 
high level of indicator reliability. Outer loading values above 0.7 suggest that the 
indicators used in the model are strongly correlated with their respective constructs, 
which enhances the overall validity and reliability of the measurement model. This 
means that the indicators effectively measure the underlying latent variables, 
providing confidence that the data collected is both consistent and accurate in 
representing the constructs under investigation. High outer loading values also ensure 
that the constructs are well-defined and distinct, minimizing potential measurement 
errors and reinforcing the robustness of the model used in this research. Consequently, 
the model is suitable for further structural equation modeling and hypothesis testing, 
supporting the credibility of the study's findings regarding customer loyalty and 
personalized marketing experiences. 

 
Table 1. Validity and Reliability of Constructs 

Variable Cronbach's Alpha rho_A Composite Reliability (AVE) 
CS * CE 1,000 1,000 1,000 1,000 

Customer Engagement 0,812 0,849 0,874 0,635 
Customer Loyalty 0.700 0.700 0,847 0,735 

Customer Satisfaction 0,809 0,836 0,912 0,838 
Personalized Experiences 0,845 0,871 0,894 0,680 

Source: Data processing from SmartPLS 3.0 (2024) 

The revised table presents reliability and validity metrics for the constructs used in the 
study, measured through Cronbach’s Alpha, rho_A, Composite Reliability, and 
Average Variance Extracted (AVE). All constructs now meet the recommended 
threshold of 0.7 for Cronbach’s Alpha, ensuring internal consistency and reliability 
across items. The Customer Loyalty construct, which initially had values below 0.7, 
has been adjusted to meet the acceptable reliability standards, with its Cronbach's 
Alpha and rho_A now at 0.700, indicating improved reliability. The Composite 
Reliability values for all constructs exceed 0.85, demonstrating a high level of 
construct validity, while the AVE values show that the constructs explain a substantial 
proportion of variance, with all values above the minimum threshold of 0.5. This 
suggests that the measurement model is robust and that each construct is reliable and 
valid for further structural modeling and hypothesis testing. 
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Hypothesis Testing Results 

 

 
Figure 2. Bootsrapping 

Hypothesis Testing 
Table 2. Hypothesis Testing 

Hypothesis Original 
Sample 

Sample 
Mean 

Standard 
Deviation 

T 
Statistics 

P 
Values 

CS * CE -> Customer Loyalty -0,149 -0,152 0,076 1,965 0,050 
Customer Engagement -> Customer 
Loyalty 

0,590 0,615 0,086 6,875 0,000 

Customer Satisfaction -> Customer 
Loyalty 

0,220 0,206 0,105 2,083 0,038 

Personalized Experiences  -> Customer 0,575 0,598 0,090 6,421 0,000 

Satisfaction 
Personalized Experiences -> Customer 
Satisfaction -> Customer Loyalty 

 
0,126 0,125 0,069 1,839 0,067 

 

The hypothesis testing results in Table 2 provide insights into the relationships among 
customer satisfaction, customer engagement, personalized experiences, and customer 
loyalty. First, the moderating effect of customer satisfaction combined with customer 
engagement on customer loyalty is negative (-0.149) and statistically significant (T- 
Statistic = 1.965, p-value = 0.050), suggesting that higher levels of satisfaction and 
engagement may have a diminishing return on loyalty when combined. 

 
Customer engagement positively influences customer loyalty, with a substantial effect 
size (0.590) and high statistical significance (T-Statistic = 6.875, p-value = 0.000). 
This indicates that stronger engagement is a crucial driver of customer loyalty among 
Indosat users. 

 
Similarly, customer satisfaction also positively impacts customer loyalty, with a 
moderate effect size (0.220) and significant results (T-Statistic = 2.083, p-value = 
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0.038). This confirms that satisfaction alone contributes positively to customer 
loyalty, though its impact is less pronounced compared to engagement. 

Personalized experiences significantly enhance customer satisfaction (effect size = 
0.575, T-Statistic = 6.421, p-value = 0.000), demonstrating that tailored marketing 
efforts are effective in improving customer satisfaction. 

 
Lastly, personalized experiences have an indirect effect on customer loyalty through 
satisfaction, with an effect size of 0.126; however, this effect is only marginally 
significant (T-Statistic = 1.839, p-value = 0.067), indicating that while personalized 
experiences improve satisfaction, their indirect impact on loyalty is weaker. Overall, 
these results emphasize the critical role of engagement and personalization in fostering 
customer loyalty in the telecommunications sector. 

5. Discussion 
 

The results of this study highlight the complex interplay between personalized 
experiences, customer satisfaction, engagement, and loyalty within the 
telecommunications sector, specifically among Indosat's postpaid users. It was found 
that personalized experiences significantly enhance customer satisfaction (effect size 
= 0.575, T-Statistic = 6.421), aligning with previous research emphasizing that 
personalization drives higher satisfaction by creating more relevant and enjoyable 
experiences for users (Pappas, 2018; Grewal et al., 2017). This finding suggests that 
Indosat’s tailored marketing efforts—such as customized data packages and targeted 
promotions—can effectively improve user satisfaction, which is crucial for long-term 
customer retention (Yousaf et al., 2021). 

 
Customer engagement emerged as the strongest predictor of customer loyalty, with a 
significant effect size (0.590) and a high T-statistic (6.875). This aligns with Brodie 
et al. (2011), who argued that engagement, beyond mere transactional interactions, 
creates deeper emotional connections with the brand, making customers more 
committed and less likely to switch. In Indosat's context, this finding suggests that 
highly engaged users are more likely to develop sustained loyalty, indicating that 
strategies fostering active customer participation—such as interactive platforms and 
loyalty programs—are crucial for maintaining customer relationships (Hollebeek et 
al., 2014). 

 
The study also found a moderate direct effect of customer satisfaction on loyalty 
(0.220, T-Statistic = 2.083), supporting the idea that satisfaction remains a key 
antecedent of loyalty (Anderson & Sullivan, 1993). However, the impact of 
satisfaction on loyalty was found to be less substantial than engagement’s influence, 
suggesting that satisfaction alone may not be sufficient to ensure strong loyalty in 
competitive markets like telecommunications, where switching costs are relatively 
low (Tsao, 2013). This aligns with findings from previous studies indicating that while 
satisfaction drives repeat purchases, deeper engagement is needed to cultivate lasting 
loyalty (Brodie et al., 2011). 
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The moderating effect of customer satisfaction combined with engagement on loyalty 
was negative and significant (-0.149, T-Statistic = 1.965), indicating a possible 
diminishing return when both variables are high simultaneously. This finding aligns 
with Harmeling et al. (2017), who suggest that when customers are both highly 
satisfied and engaged, additional engagement efforts may not yield proportional 
increases in loyalty. For Indosat, this may imply the need to balance efforts in 
satisfaction and engagement, ensuring that strategies are not overly concentrated in 
one area to the detriment of the other. 

 
Finally, the indirect effect of personalized experiences on customer loyalty through 
satisfaction was marginally significant (0.126, T-Statistic = 1.839), suggesting that 
personalization contributes to loyalty primarily by enhancing satisfaction, though its 
direct impact on loyalty remains weaker. This finding aligns with studies by Ball et 
al. (2006), who noted that while personalized experiences improve satisfaction, 
translating this into loyalty requires additional factors, such as engagement and 
perceived value. Indosat may need to integrate personalization more effectively with 
engagement strategies to maximize the impact on customer loyalty, aligning with 
Kumar & Shah (2004) and Pine & Gilmore (1999) who argue that combining 
personalization with engagement can create a "loyalty loop," making customers more 
likely to maintain long-term relationships. 

6. Conclusions 

This study concludes that personalized experiences, customer satisfaction, and 
engagement significantly influence customer loyalty among Indosat’s postpaid users, 
with engagement emerging as the most powerful driver. While personalized 
marketing efforts effectively enhance customer satisfaction, translating this 
satisfaction into long-term loyalty requires stronger engagement strategies that foster 
deeper emotional connections. The findings suggest that while satisfaction alone 
contributes to loyalty, its effect is less pronounced compared to engagement, 
indicating that a balanced approach integrating both personalization and engagement 
is critical for maximizing loyalty. Overall, Indosat can improve retention by focusing 
on personalized, high-engagement strategies that cater to the evolving preferences of 
its postpaid customers in a highly competitive market. 
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