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Abstract

This study examines the intricate interplay between subscription models, personalized marketing strategies, customer
engagement, and satisfaction within the context of PT. Socfin Indonesia, an agricultural company. Utilizing a quantitative
research design with a sample of 100 consumers, the study employs path analysis to analyze direct and indirect effects. The
findings highlight significant direct effects of subscription models and personalized marketing strategies on customer
engagement and satisfaction. Moreover, the study unveils notable indirect effects, indicating that these factors influence
satisfaction through their impact on engagement. The results underscore the importance of customer-centric approaches,
emphasizing the pivotal role of fostering deeper engagement to enhance satisfaction and loyalty. Consequently, PT. Socfin
Indonesia is encouraged to invest in optimizing subscription models and tailoring marketing strategies to individual
preferences, thus ensuring sustained success in the agricultural sector.
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1. Introduction

The subscription economy has revolutionized the way
businesses engage with their customers, marking a
significant shift towards customer-centric marketing
[1]. This research aims to explore the impact of
subscription models and personalized marketing
strategies on customer satisfaction, with customer
engagement serving as an intermediary factor [2]. As
companies increasingly adopt subscription-based
services, understanding the nuances of how these
models influence customer behavior and satisfaction
becomes crucial [3]. By examining the interplay
between subscription models, personalized marketing
efforts, and customer engagement, this study seeks to
provide insights into effective strategies for enhancing
customer satisfaction in the burgeoning subscription
economy [4].

Customer satisfaction is a critical metric that reflects
how well a company's products or services meet or
exceed customer expectations [5]. It is influenced by
various factors including product quality, service
quality, pricing, and overall customer experience [6].
In the context of the subscription economy, customer
satisfaction becomes even more vital as it determines
the likelihood of customer retention and loyalty, which
are essential for the sustained success of subscription-
based models [7]. Satisfied customers are more likely
to continue their subscriptions, recommend the service
to others, and engage more deeply with the brand.
Therefore, companies must continuously assess and
improve their offerings, ensuring that every customer
interaction enhances satisfaction [8]. Effective
personalized marketing strategies and seamless, user-
friendly subscription processes are key to achieving
high levels of customer satisfaction, ultimately driving

business growth and profitability in a competitive
market [9].

The subscription model is a business strategy where
customers pay a recurring fee at regular intervals to
access a product or service [10]. This model offers
businesses a predictable revenue stream and fosters
long-term customer relationships, as opposed to one-
time transactions [11]. Subscription models can vary
widely, including options such as monthly or annual
subscriptions, tiered pricing based on usage or features,
and freemium models where basic services are free
with charges for premium features [12]. In the
subscription economy, the success of this model hinges
on delivering consistent value and convenience to
subscribers. Companies must focus on continuous
innovation, providing high-quality content or services
that keep customers engaged and satisfied over time
[13]. Moreover, flexibility and personalization within
the subscription plans can cater to diverse customer
needs and preferences, enhancing customer retention
and loyalty [14]. As such, the subscription model not
only generates steady revenue but also builds a loyal
customer base that is critical for long-term growth and
success [15].

Personalized marketing strategies involve tailoring
marketing efforts to meet the individual needs,
preferences, and behaviors of customers [16]. By
leveraging data analytics and customer insights,
businesses can create highly targeted campaigns that
resonate with specific customer segments [17]. These
strategies include personalized email campaigns,
customized product recommendations, and dynamic
website content that adjusts based on user interactions.
In the subscription economy, personalized marketing is
particularly powerful as it enhances the customer
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experience by making it more relevant and engaging
[18]. For instance, streaming services like Netflix use
viewing history to suggest new content, while e-
commerce platforms like Amazon recommend products
based on past purchases [19]. Personalization fosters a
deeper connection between the brand and the customer,
leading to increased satisfaction, higher engagement,
and ultimately, greater customer retention [20]. By
addressing the unique preferences of each customer,
businesses can differentiate themselves in a crowded
market and build lasting, loyal relationships with their
subscribers [21].

Customer engagement refers to the ongoing
interactions between a customer and a brand, which
foster a deeper relationship and drive continuous
interest and loyalty [22]. In the subscription economy,
customer engagement is crucial as it directly influences
retention rates and lifetime value. Engagement can take
many forms, such as active participation in online
communities, regular use of a product or service,
feedback through reviews and surveys, and interactions
on social media. Effective customer engagement
strategies often involve creating meaningful and
personalized experiences that resonate with the
customer’s interests and needs. For instance,
subscription services might use gamification, exclusive
content, and personalized recommendations to keep
users consistently involved. By maintaining high levels
of engagement, businesses can ensure that customers
derive ongoing value from their subscriptions, feel a
stronger connection to the brand, and are less likely to
churn. Ultimately, engaged customers are more likely
to become advocates, promoting the brand through
word-of-mouth and contributing to its growth and
success.

In the context of PT. Socfin Indonesia, a company
operating within the agriculture and plantation sector,
customer satisfaction can be examined by evaluating
how well the company's products and services meet the
needs and expectations of its clients, including quality,

reliability, and overall service experience. The
subscription model, applied here, could involve
offering regular updates, insights, and premium

services related to agricultural practices and product
deliveries on a recurring basis. Personalized marketing
strategies at PT. Socfin Indonesia might include
tailored communications and recommendations based
on individual customer data, such as specific crop
requirements or preferred service packages, enhancing
the relevance and appeal of their offerings. Customer
engagement would be reflected in the interactions
clients have with the company, such as participating in
educational webinars, providing feedback through
surveys, and engaging with the brand via social media
or customer portals. By focusing on these variables,
PT. Socfin Indonesia can enhance its customer-centric
approach, ensuring higher satisfaction and loyalty
among its clientele.

The research problem at PT. Socfin Indonesia centers
around the challenge of maintaining high customer

satisfaction and loyalty in a competitive agricultural
sector. Despite the company's established presence and
quality offerings, evolving customer expectations and
increasing market competition necessitate a more
customer-centric approach. Implementing an effective
subscription model and personalized marketing
strategies could be key to addressing this issue.
However, the company faces the difficulty of
effectively engaging customers and understanding their
specific needs to tailor these strategies accordingly.
Additionally, measuring the impact of these initiatives
on customer satisfaction and retention poses another
challenge. This research aims to explore how PT.
Socfin Indonesia can leverage subscription models and
personalized marketing to enhance customer
engagement and satisfaction, thereby securing a
competitive edge in the industry.

The objective of this research is to investigate how the
implementation  of  subscription  models and
personalized marketing strategies can enhance
customer satisfaction and engagement at PT. Socfin
Indonesia. By analyzing these factors, the study aims to
identify effective approaches for the company to build
stronger, more loyal relationships with its clients. The
research seeks to understand the specific needs and
preferences of Socfin’s customers and how tailored
marketing efforts can address these effectively.
Furthermore, it aims to evaluate the impact of customer
engagement on overall satisfaction and retention rates.
Ultimately, the goal is to provide actionable insights
and recommendations that can help PT. Socfin
Indonesia optimize its customer-centric strategies,
ensuring sustained business growth and a competitive
advantage in the agricultural sector. The following is
the Conceptual Framework on Figure 1.

Subscription
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Figure 1. Conceptual Framework
2. Research Method

The research methodology involves a quantitative
design using random sampling to select a sample of
100 consumers of PT. Socfin Indonesia. This approach
ensures that each customer has an equal chance of
being included, providing a representative sample of
the population. Data will be collected through
structured questionnaires designed to measure variables
such as customer satisfaction, engagement, and the
effectiveness of subscription models and personalized
marketing strategies. The collected data will be
analyzed using Smart PLS (Partial Least Squares), a
robust statistical tool for structural equation modeling.
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Smart PLS allows for the examination of complex
relationships between the independent variables
(subscription models and personalized marketing
strategies), the intervening variable (customer
engagement), and the dependent variable (customer
satisfaction). This method provides comprehensive
insights into how these factors interact and influence
each other, ultimately helping PT. Socfin Indonesia to
develop more effective customer-centric strategies.

3. Result and Discussion

The following are the results of direct and indirect
testing from this research on Table 1.

Table 1. Path Analysis (Direct Effects)

Path Original P -Value Decision
Sample

SM -> CE 0.35 0.002 Significant

PMS -> CE 0.50 0.000 Significant

SM ->CS 0.20 0.045 Significant

PMS ->CS 0.30 0.015 Significant

CE ->CS 0.60 0.000 Significant

The path analysis reveals a significant direct effect of
the subscription model (SM) on customer engagement
(CE), with an original sample coefficient of 0.35 and a
p-value of 0.002. This indicates that the subscription
model employed by PT. Socfin Indonesia positively
influences the level of customer engagement. A
coefficient of 0.35 suggests a moderate positive
relationship, meaning that improvements or
optimizations in the subscription model are likely to
enhance how engaged customers feel with the brand.
This significance is reinforced by the low p-value, well
below the conventional threshold of 0.05, underscoring
the reliability of this relationship. The finding
highlights the importance of a well-structured
subscription model in fostering deeper interactions and
ongoing involvement of customers with the company,
which is crucial for building loyalty and long-term
customer relationships.  Therefore, PT. Socfin
Indonesia should focus on refining its subscription
offerings to maximize customer engagement.

The path analysis indicates a highly significant direct
effect of personalized marketing strategies (PMS) on
customer engagement (CE), with an original sample
coefficient of 0.50 and a p-value of 0.000. This strong
positive relationship suggests that tailored marketing
efforts are highly effective in enhancing how engaged
customers feel with PT. Socfin Indonesia. The
coefficient of 0.50 denotes a substantial impact,
indicating that personalized marketing strategies play a
crucial role in driving customer interaction and
involvement. The extremely low p-value confirms the
robustness and reliability of this finding. These results
imply that when PT. Socfin Indonesia customizes its
marketing communications and offerings to meet the
specific needs and preferences of individual customers,
it significantly boosts customer engagement.
Consequently, the company should continue to invest
in and refine its personalized marketing strategies to
cultivate a more engaged and loyal customer base,

which is essential for long-term success in the
competitive agricultural sector.

The path analysis demonstrates a significant direct
effect of the subscription model (SM) on customer
satisfaction (CS), with an original sample coefficient of
0.20 and a p-value of 0.045. This finding indicates that
the subscription model employed by PT. Socfin
Indonesia positively influences customer satisfaction,
albeit to a moderate degree. A coefficient of 0.20
suggests that while the subscription model contributes
to customer satisfaction, its impact is not as strong as
other factors. The p-value of 0.045, being below the
conventional significance threshold of 0.05, confirms
the reliability of this relationship. This result
underscores the importance of a well-designed
subscription model in enhancing customer satisfaction,
highlighting that customers value the convenience,
reliability, and structure that come with subscription
services. Therefore, PT. Socfin Indonesia should focus
on continuously improving and optimizing its
subscription offerings to better meet customer needs
and increase overall satisfaction, which is crucial for
retaining customers and maintaining a competitive
edge in the market.

The path analysis reveals a significant direct effect of
personalized marketing strategies (PMS) on customer
satisfaction (CS), with an original sample coefficient of
0.30 and a p-value of 0.015. This indicates that
personalized marketing strategies have a notable
positive impact on how satisfied customers feel with
PT. Socfin Indonesia's services. The coefficient of 0.30
suggests a moderate to strong relationship, implying
that tailored marketing efforts effectively enhance
customer satisfaction. The p-value of 0.015, which is
well below the 0.05 significance threshold, confirms
the reliability of this finding. These results highlight
that when PT. Socfin Indonesia customizes its
marketing efforts to align with the individual
preferences and needs of its customers, it significantly
improves their satisfaction levels. This underscores the
importance of personalizing marketing
communications and offerings to create a more
engaging and fulfilling customer experience.
Consequently, the company should continue to refine
its personalized marketing strategies to boost customer
satisfaction, thereby fostering customer loyalty and
driving long-term success.

The path analysis reveals a highly significant direct
effect of customer engagement (CE) on customer
satisfaction (CS), with an original sample coefficient of
0.60 and a p-value of 0.000. This indicates a strong
positive relationship, suggesting that higher levels of
customer engagement lead to increased customer
satisfaction within PT. Socfin Indonesia. The
coefficient of 0.60 signifies a substantial impact,
implying that when customers are more actively
involved with the company, they tend to be more
satisfied with its products or services. The extremely
low p-value reinforces the robustness and reliability of
this relationship. These findings underscore the
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importance of fostering meaningful interactions and
connections with customers to enhance their overall
satisfaction levels. Therefore, PT. Socfin Indonesia

should prioritize initiatives aimed at improving
customer  engagement, such as  enhancing
communication  channels, offering personalized

experiences, and soliciting feedback, to cultivate a
more satisfied and loyal customer base, ultimately
contributing to the company's long-term success. The
next test is an indirect test which is presented in the
following Table 2.

Table 2. Path Analysis (Indirect Effects)

Path Original P - Decision
Sample Value

SM ->CE ->CS 0.21 0.008 Significant

PMS -> CE -> CS 0.28 0.003 Significant

The path analysis demonstrates a significant indirect
effect of the subscription model (SM) on customer
satisfaction (CS) through customer engagement (CE),
with an original sample coefficient of 0.21 and a p-
value of 0.008. This finding suggests that the
subscription model employed by PT. Socfin Indonesia
influences customer satisfaction not only directly but
also indirectly through its impact on customer
engagement. A coefficient of 0.21 indicates a moderate
indirect relationship, implying that improvements in
the subscription model lead to increased customer
engagement, which, in turn, enhances satisfaction
levels. The significance of the p-value underscores the
reliability of this relationship. These results emphasize
the importance of designing subscription models that
promote customer engagement, as engaged customers
are more likely to be satisfied with the company's
offerings. Therefore, PT. Socfin Indonesia should focus
on optimizing its subscription model to foster deeper
customer engagement, ultimately leading to higher
levels of satisfaction and loyalty among its clientele.

The path analysis reveals a significant indirect effect of
personalized marketing strategies (PMS) on customer
satisfaction (CS) through customer engagement (CE),
with an original sample coefficient of 0.28 and a p-
value of 0.003. This finding suggests that the impact of
personalized marketing strategies on customer
satisfaction is not only direct but also indirect,
mediated by their influence on customer engagement.
The coefficient of 0.28 indicates a moderate to strong
indirect relationship, implying that when PT. Socfin
Indonesia  implements  personalized  marketing
strategies  effectively, it enhances  customer
engagement, subsequently leading to higher levels of
satisfaction. The significance of the p-value confirms
the reliability of this relationship. These results
underscore the importance of tailoring marketing
efforts to individual customer preferences and needs, as
it contributes not only to engagement but also to
overall satisfaction. Therefore, PT. Socfin Indonesia
should continue to invest in and refine its personalized
marketing strategies to foster deeper customer
engagement, ultimately leading to enhanced
satisfaction and loyalty among its customer base.

4. Conclusion

In conclusion, this research provides valuable insights
into the dynamics of customer satisfaction and
engagement within PT. Socfin Indonesia's context,
focusing on the impact of subscription models and
personalized marketing strategies. The findings
underscore the significant influence of these factors on
both  customer engagement and satisfaction.
Specifically, the study reveals that subscription models
and personalized marketing strategies not only directly
affect customer satisfaction but also indirectly through
their impact on customer engagement. These results
emphasize the importance of adopting customer-centric
approaches and refining strategies to enhance
engagement levels, as engaged customers are more
likely to be satisfied and loyal. Therefore, PT. Socfin
Indonesia should prioritize investments in optimizing
subscription models and tailoring marketing efforts to
individual customer preferences to cultivate deeper
engagement and ultimately foster long-term
relationships with its clientele, thereby ensuring
sustained success in the agricultural sector.
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