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            초록
          
        

        
          Customer engagement is regarded as a performance indicator of social media marketing, and previous studies have reported that the characteristics of content to increase customer engagement. However, the topic of content has not been sufficiently studied. This study analyzes the relationship between the topic of social media content and customer engagement and suggests an analysis procedure that can apply a machine learning model, a key tool for recent digital transformation. For empirical analysis, 154,705 social media data of 51 global brands were collected, and content topics were classified using a topic modeling method. And the relationship between content topic and customer engagement was analyzed using zero-inflated negative binomial regression analysis and machine learning model. As a result of the analysis, contents of 51 brands were classified into 18 contents topics, and there was a difference in the impact on customer engagement according to the topic. In addition, using a machine learning model, it was possible to predict the customer engagement performance of the content with an accuracy of about 90%. This study contributed to the marketing literature by analyzing the relationship between social media content topics and customer engagement through machine learning methodology.
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