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Customer engagement in social media has been studied as a major factor influencing corporate performance.
Previous studies have identified antecedents and consequences that influence customer engagement, but
they reported inconsistent results on the effect size, and theoretical concepts and variables are mixed. In
addition, there is a limitation in that various factors controlling the effect were examined in a fragmentary
context, and could not provide an integrated explanation of customer engagement. Therefore, this study
intends to review the previous studies on customer engagement in social media by meta-analyzing empirical
studies, and to suggest a theoretical framework representing the antecedents and consequences of customer
engagement. In addition, this study tried to find an exploratory explanation for the heterogeneity of effect
sizes by using cultural differences as a moderating variable. This can provide theoretical and practical
implications for consumer engagement behavior by generalized and integrated results on customer
engagement in social media.
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o ge 2 20184 10828l Hlal T =717}
] $- 7SS BT tH(Forbes, 2019). 12491
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I S-S Tt AAvto] 2 A A48 = Zgo] 2 Aotk E3 uA o e oig
gto] o] Aol Wi TAA ol AWk} Thedt o] BAola HEAS TRY S AFstn, 2EE A
WS Agetaa goh viehEA S 4 #Alel  FUACld Ao mA el Auat gF ofalet 4
et TR 5HAY A740E 3 FHAZ A wdo] Aoz ARA AAH S AT F 9
gsla Sgste] dntal © A2E == B W & Aon

HoltH(Geyskens et al, 2009; Schmidt, 2014)

et B8 & A79 54 AR, 24nY

oo A wAl A A HE 3 £ 2 HE F3 I|. 0|2 WA

o] E4 ZAE ANAsta, A, BARIA|AHES]

A3t Aale gk S§A ol AFAQ 4
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o] F XAWFE o] EA 1At gt} w3k 2 1097 aARJIACIAME: niAE &3
IARIACIAHE QRle] &3 A& AWE + gl A Fa3 HAlS dolgtt v Fa AdA
B AAAQ ot Anjate] B3l w22t & nAdAcAHE e SEEE dsigin, !

[e)
ol 2H|A} Y& AW AP oE AFH YA T, Marketing Science Institute® 2010~2012¥
wAACIARE SetN BHA Aol ned@ 710 FR AT $HE92 nAAolARES A
Ate wf¢ Ao}, el A3 oA o] A A et thH(Marketing Science Institute, 2010).
o2 ZaHo Yehte 2E ASHo2 ofgst IAJA A HE ] thgt o] 24 w72 nAAA S
A
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1 #EAs] e e w34 Arde dig ezt 2l 712g 24 UEY A o] 3 AH| 2 AR <]
g3t B 71 EdE 71 e, ol 249 o

ol Bl & dAFM = AAn Yol nA  FEo] YEND 240 = IS VERAT
Alo|AHES] A oz A agld g 224 (Lin, Miao, Wei, and Moon, 2019). &, &4 U]
B8R HNe Bl V1€ A7 A4S He A% FALEY A3AEE FE uA Fo side] g4
EAE MFE &I A7) e o] 84, AFA Ha, F5oEd F5PYS T A 98 o
A sjdstH, #3H4 wWetd e Aol 5 74 d< AWt (Brodie et al, 2013; Gummerus
gozi g vpAY HEkS 9T AAS AF et al, 2012; Steinhoff et al, 2019). ©]F theF
& 5 9& Aolth. o] 7|E APl AME Wg g ols) #AAG Wty AN 1A Folo] A
o] 83 A7)q digk AAlRA S FAsta, AR de ZHche e @ tig H st At
£ TN o) AT A BAAE dllAst  HUTh FEARA NEA Fo= no] o FAR

1) International Journal of Research in Marketing(2021), Journal of Service Research(JSR)(2021, 2011, 2010), Journal
of Business Research(2020), Journal of Service Management(2018), Journal of the Academy of Marketing Science
(2017), Journal of Product & Brand Management(2014), Journal of Consumer Psychology(2009)
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A BAEse] FaAgd 23E B3 dtke A W, e 7Y MAYSeE 7T F Ut
ola, ApEA o] FEAQ] AHRY| QIR A APA A, olg gt uARIACIAHE gt ol & A2t
P4 dg Agdrte Holr}, SO (E DA &

IARIA AN E = g3 F4J0] thatd A o] 1 T IAQA|AHES] Aojet A nAREE
gokgt A=z EXE Y (Algesheimer et al, AT A, FAE, A, dal BHaE 71
2005; Baldus et al, 2015; Hollebeek et al, 9] 2o A =2 =l ole] el Pansari

2014: Paruthi and Kaur, 2017). t¢] sk#} and Kumar(2017)+ nZoA o] AHES] A Q
52 DA CIAHES] At #- 9] oS oIz} Aztaqle] gt ZeUYPAE A=,
Agsiy, dozteste 1 Ady ¥5dE E ol Bz tgt 7o #HA FHoo Fr]9}
7R dEE . B8 FE R FES AIE dYetes TRAAE Ayt 7b g5
gk BAQA 2 A 2olx} uA L Pt A et A2 ol (R 2)¢ 2t
g4 ejeta AHsttt. o3 bkt garse
Jolg Waglsld, AR, nAe] YA A4y A4 2.2 79X =efllel3
H, E4, A, Wz AN oY 2o P&
Yelll = 54 Z2A| 2, AR, ZoqE B3 dA a/dn|tjofol|a] Azt = TEgh A FA oA
(Table 1) DZQIAO|X|HE He|
Constructs Author Definitions
Bz gigk 24 FAA=7 YHE 718 WAUEE FAE
Bowden (200 _
Psychological owden(2009) £ Yl 484 Z2A A,
states , BA=ol A5aesln FEIIRE AEste Ao R Qb
Bordie et al.(2011) wyahe A2A A (p.9)
.. T, AAAGEE FEoR FEdo] gal ZRA A0 FY sl
Van Doorn et al. TH &5, 4, 223 2 5] Fo] 99102 Q) FulE
Process (2010) dol Balzof tigt uAe] dF T (p.253)
Verhoef et al.(2010) | AE doirle Bz tiet 354 2 (p. 247)
Pansari and Kumar | 249 244, 7 7195 S HA=d] dgt 7 & &t
(2017) = WAYE(p.295).
M BEle Fsaox 54 59 AA4, 444, d54
Hollebeek 252 540 e 149 7] Yo, BAE B, W o)
(201D A vk el S
Multidimensional . HAA wg AN FAAY dEE e AA, 24, A
Brodie et al.(2013) Ao Tae oAA A
Harmeling et al. AP FE etetn fAlshe 7164, Addoz E31H o
(2017) PFo &%
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(Table 2) DZ4oIA|0|X|HE =X 3=

Constructs Definitions Common Aliases Representative Papers
Trustworthiness, .
e 2245t credibility Morgan and Hunt, 1994;
Trust N 2 5 ' Aurier and N'Goala, 2010;
e gk g4l benevolence, .
h Hennig-Thurau and Klee, 1997
onesty
A Affective,
n 7 e #AE Behavioral, Moorman,Zal/tman. gnd
t . 6 12101 o= L Deshpandé, 1993;
Commitment A8 $le obligation, o ,
e A &Ael &7 normative Brodie et al, 2013;
c oo . Pansari and Kumar, 2017
e commitment
d L.
positive
fl Satisfaction A e o) cognitive An%éi?&ﬂim?ggiaﬂd
t M, AEA and affective R '
) Oliver, 1980
S evaluations
N M BEd) B3 917 enthusigsm, freedom of .
Positive AR oA BAYE . | expression, and create Bagozzi et al, 1999;
. SN 8 = °]”1: sps .
emotion o o] AL positive outcome Pansari and Kumar, 2017
D]"ﬁ‘-4 oEH .
expectations
Firm 71 ARz #Eg v Sales, profit, Ashley and quten 2015: )
¢ | performance ole] Fo| A% sales performance Won]:g) and tl\/[e;rl{ee;(,ﬂZg)Ol&
essart et al,
o T Aol Al Aol maeilova et al 2017
S WOM BT AF, Ml o Referrals and Sl\r/[n;r%a(():\l:la Ea aeé andy
e #He A AR E customer referrals Nune ZgOlé
a A= A unan,
u ; 5
€ | Behavioral Bl =of oigt ne Behavioral loyalty . Oliver, 13999: .
n loyalty FAA Yo g% and loyalty Dick and Basu, 1394;
c e Son et al, 2012
e T
s Purchase A&AQ A 2 Fu to 1eav2k(i1;€§§sde) and Alalwan, 2018:
intention | #FFL FASEE A . . o Prentice et al, 2019
relationship continuity
AE e} Zo] BYS B AT EFEAY Jid L AAuitiole] AN HE thet HePA
2 o, nAE AFYUAelAY oo = & IAJAIAUEES F7A7E ez 547
83 gL nA = Aoz Yelgth(Pansari and  AFYAClA W S ot AT 23}E Eusk
Kumar, 2016). &H|Ake] A& o] 25491 7] H(e.g., Swani, Milline, and Miller 2017; Lee

of PF& YESIF Fota Fo Felzd g <
7IARR SAEM ol nARY Fa3 AR &
S9H(Hoffman and Fodor, 2010; Tafesse,
2014: Muntinga et al.,2011).
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2017). &, ARACIAHE = uHo] A, A4l
W S ybte 2 FH A0 AAE gAlgk
Uetue | olz BAlE 7K S e dE®
o} B71el &S v A Ht(Algesheimer et al,
2005; Aggarwal et al, 2015: Trusov et al,
2009). wghr] £ Ao A= Pansari and Kumar
(2017) 9] ZH LA 2AsIA DARJIACIAHE
o Jg& v APQds A, Al v
A o FiEetn, AHeRler 7|98, 5
A=, TAEY, FjER TR

2214889

2.2.1.1 418

ANF e AvARS &z w a3 H3A
Ql BAIE WA fAsted Badh a9leg A
TE At Morgan and Hunt, 1994). wlehA] TA
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npA Rl tiek AF= A EH | et AF o] F3F
g3 34 o= F7agton (Aurier and N Goala,
2010; Hennig-Thurau and Klee, 1997), &4
njtjo] Weto| A A& Fid 5 AEE St
A7) 2902 A7 ek (Hollebeek, 2011).

, AlEl = #A7} 53"35].!‘ Trx]ﬂﬂ A& g 2
g APl AHEE

"li_

dcd s %—w 392 mAE

32 5™ (Moorman et al, 1993), %
%oﬂ Ao g Fojsta BA=U 7Y 55
5 Aol o2& VedtH(Brodie et al,
2013). iﬂd—% AEER T R DR
ol AAzAC R HFE 9o (Aurier and N'Goala,
2010: Hennig-Thurau and Klee, 1997), 23t
% T s T AR w3 SHA 4
Ao FEFE PA = AoE et Pansari and
Kumar, 2017). =3 d41& #AE &3 v 2
ATt 2 A s AHA dFe vAE
aRlo 7 AAQACIAHES Fe u7] Bro} 3
< ke SAAR #ATE AFE AT
N'Goala, 2010).

Aurier and

—

2.2.1.3 9=
wEe o) 2 el ZYe 0@ 2] Aw

fus gl

o] B 7}2(Anderson, Fornell, and Lehmann,
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1994), 71d-=4A] BdoA 17o] AL AlF
ot AlEe] tigk 7o} Ade e vlug 2
=2 gGoldth(Oliver, 1980). T2 17 3% ub
S BlE Ao Fo3 o SR S Hon
(Anderson, Fornell, and Mazvancheryl, 2004:
Gupta and Zeithaml, 2006), TH&et 142 =2
o2 Zool FAQN 24 S JeEPITH Gummerus
et al, 2012), B3 & nA2 HA=of st
A8 A%< Yehdin, 53] Ldn|te] w2t
A ZPEARl 74 2Ed Baled tig SAE 5
2H|2L Ppol FHA S A= AR e
W tH(Shen et al, 2011).

2.2.1.4 334 74

S8 L A EFe Q1A 9 XA H7lo
A s vkg-o] A & (Bagozzi et al, 1999),
a/du|tjo] digdA BA9 A 2 FAE T ¥
73 g4, AYd AT 22 2 JHE YE
Atk (Pansari and Kumar, 2017). 7§¢12 2 &
g FgAQA A Hrle A 79 g e
2 37 FoJE o]k g9lo AFHon H
Ao Yot oj 2 ghE Aed St So g9l
< A Y g AAste 8o AT
A} (Bagozzi et al, 1999).

2.2.2 4322

2221 F8%

FREE WHEARl Fujo o Yehe 504 <l
B ot AREAQl of 2o 2 oHTtH(Oliver, 1999).
FAEE Ha=ge] Fozey) x4 #d 7
= Ak = 43 Rl FHst= 59 9
Fog vehda, ol A oA rwe R ¢
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=4, P54 #FJE YehdthH(Dick and Basu,
1994: Son et al, 2012). &, Az3l= A =4
e dAAQ s 3t e AAA v e
A&EAQ Fuj AR I Bl = et T 451?1 EH
£ 7+3tA17]1= Aotk (Hollebeek, 2011

al., 2016).

=

o

2.2.2.2 71447

Z198FE W=, oY, A RET 22 AA
Aol AR A#E 1A Fojo} wjE A, A
ekl S A BAZE v EaE ek (Brodie
et al, 2013; Dessart et al, 2015). ¢]= 179
ol Blmet A gol mfjE A A el A4
o nFvs A4S A™a 1
AJAACIAHEE 7|94 2ol ti st daaAe 23
g 2%ske M2 A X2 AL AtH Ashley and
Tuten 2015: Wong and Merrilees, 2015).
gt DARIAIAHEE £H] 2] Q1A A, 7‘73?7“ .
A= oY g AA FAE 7|98 AE Hole
fQle]tH(Hollebeek, 2011).

_121

ol FHAl o

N

r?L-l
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TFHE AFE, A2, BAHE B 3|AL #et 2
A e 2BAF 7Ee qEA ol A& HE W
g Z2A| A2 F ¥t (Ismagilova et al, 2017).
2Awto] S AARE AryAelda 1A
ol HAaee QA w¥o g 74 &5 7Mest
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Pr

PA— T 9
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Nunan, 2016).
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ot LA S AAlGhe o202, IAnHAY AT
oA AMEE] = o2 QIR itk (Dawar et al,
1996 Samiee and Jung, 1994; Sendergaard,
1994). w3t ue] A onl= aHAF ALEH
3} JEEA | nx& g (Mangold and Smith,
2012; McGuinness et al, 1991), &H|z} Zof <]
F71¢F 34 A (Choi et al, 2011), AFYA A
2B} (Barnett and Sung, 2005; Kim, Coyle,
and Gould, 2009), ¥ 7k 2Ael duts} €
AR P Aste 2902 ATEHItH Lam,
Lee, and Mizerski, 2009). ¥ 7oA = 4
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A ZAZN F2HEY £ A4S AHES A,
FAEAE AR EE 23] 7] F2 S A
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Tellis, 2008).

2.2.3.1 B A2 (Power Distance)

AgAD T A9 Ee AEAE A9 &
ool tg Q1Y FEAER AYA} 5 &
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319 AAAANE AR A ga, ATAol L +&
ARl AL A #AAE Hzstn 2 gk (Hofstede,
2011). 71& APATol 2w 17 o 5
dgAL Fzdd wet A9 A3 el WA,
dHA} & Tshelre i3 A7 T2
AR Al 1d B Agety] wie] BAE Al AY
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=o]™ (Samaha, Beck, and Palmatier, 2014),
A8E718 % #AE 75, AEE = 5717
=7 Yepdth(Huberman, Loch, and Ongiiler,
2004). T3 1AL AzAAE 53 WA 9%
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(Hofstede, Hofstede and
Minkov, 2010). ¥AZ wetoA E244 3]9] 4]
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o2 BN 9] o 27 E, dF5 Bl
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TFHE} 7Y
© 2 YePgth(Hofstede, Hofstede, and Minkov,
2010; Kale and Barnes, 1992: Steensma et
al, 2000). ol& oA Fo| EadF= Fejild 7]
HE A RgE A g 5 o]9s F73)
g de5a Yetdte 32 AlAeTH(Steensma
et al, 2000). o8 g L AXFC] FTjel|A A
o] #7 &5lo] o =7 vehd (Pick and Eisend,
2014), #oo] A APy e ¢ P&
A Folo] WA g GAFY w3ET T
w3 B 5 AR 7IqE 3

Qe AL G A E A

aA A et A5 APsHA T (Moher et al,
2009). TAE =2o A% A F(Population,
Intervention, Comparirosn, Outcome, PICO)¢I
Azt 20099 HE 20219704 E3E 24T
oo} IARIA A HE ] A3t =& AMste] A
sttt 220l AAAS £ AL g 72
27t R B gk dlofE Mlo] ~(JSTOR,
Emerald, PsycINFO, Taylor and Francis,
Elsevier, Science Direct, SCOPUS, Scielo,
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OIAME, HAE QAIARE, 224l ?l | o] %
E9| FAlo7} x3E # £ 1240
oAt

il 249l

Aol A%

m{)l'rzé_

4

Cultural Moderator
+ Individualism—collectivism

* Uncertainty avoidance
* Masculinity-femininity

Q3 eQls A%adel w3 7]
ojw &7}?
AFEA 20 2AHF(E5HA Afo])o] mHE 3
27]9] Aol o gt
+ Power distance
Antecedents

Consequences

*+ Trust
+ Commitment

Customer Engagement

* Firm performance
* Behavioral Loyalty

+ Satisfaction
+ Positive Emotion

* Word-of-Mouth
* Purchase Intention

(Figure 1) 7=l
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2 d7e e T g WeE 395 ote] FHAE =2olA A F=310Th Pearson
8 2 WMol gk Ano] 23 AAE 2 My o AWAF() e T M de 35 83 A7)
= S s AL, o] 7lFd] & dubzo g Alg 7bed 23R o7 wEHEA d
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o

=

l
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et al, 2016; Kim and Peterson, 2017). &%}
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)\L. ?X, %1 E, '?_UH
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.0013: p(.05)% "H=(B=.0106: p<.001)%

294 WAL ey, omu} 334 34 (B=-
.0055; p< 00D o= 744 #AE Yeplla, Al
ol fel w7} »}EMX] gkt E=3 719

’“4([3 .0086: p<.001)¢ T4 =(B=.0123:

p(.001), Fve=(B=.0091: p<. 001)9}-'5 >
)4 BAE UEEAR, FATE 9@ BA
eRiA) sk

A4, AT £33 AP wE(B=-.0046:;
p<.00D)d F+44 #A7E 44 24 (B=.0026:
p (.00 33 #AZ} Yelton A9}

(Table 3) &1t 37| &4

Pact . ! Random effect model
actor ample 2 2
F k : I
Category actor size T 95% CI Z p(ES) Q
Value
Trust | 60 | 41,230 | .4626 | 4102, .5120 | 15.14 | .0001 | 2323:16 | 97 55
Commitment | 54 | 33.309 | 5116 | 4554, 5638 | 15.07 | .0001 | 213257 | 97 5%
Antecedents 79359
Satisfaction | 28 | 10,159 | 4301 | .3394, 5129 | 8.45 | .0001 | '72.°7 | 96.6%
Positive 1 yq 1 93 091 | 5047 | .4343. 5690 | 12.04 | 0001 | 272233 | 98 49
emotion
Firm 18 | 126.458| 3920 | 3050, 4726 | 8.19 | .0001 | 17890 | 9g 69
performance
WOM 94 | 12.854 | 5369 | 4201, 6362 | 7.73 | 0001 | 179297 | 9g 79
Consequences Bohavioral 2036.54
ehavioral -1 0 | 39,907 | 4881 | .4216. 5494 | 12.45 | .0001 | “722:°% | 98.1%
loyalty
Purchase | 59 | o) 195 | 4180 | .3508. .4809 | 11.06 | .0001 | 1416:85 | 97 39
intention
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(Table 4) =&Hz1} 2A
Antecedents
st | Intercepg | 411077 | 38T | q011 | gstone | L <0801 | 77147 1567 | 1.189°
s TRETCEP 1 (0217) | (.0283) | (.0537) | (.0526) | PFHStACHOn | INEEICERt 1 g3mgy | (0315) | (.0343) | (.0855)
-.0007 0106
P (.0005) D (.0007)
-.0001 - 0046
b (.0003) 1D (.0004)
- 0070* 0063"**
MC (0012) Me (.0006)
0016 - 0159*
UA (.0009) UA (.0019)
AIC 4171.62 | 4773.77 | 473753 | 4769.85 AIC 633.62 | 609.77 | 44013 | 463.65
QM 2.201* | 006 | 36127 | 357 QM 915.08*** | 238.81%** | 97.25°* | 73.10"**
Commitment | Interceot | 4815 | -B065"** | 4615 | 6874'** | Positive 8878%** | 4318 | 3663 | .6880%**
TCEPL | (0236) | (.0274) | (.0348) | (.0450) | Emotion (.0236) | (.0232) | (.0505) | (.0340)
0013 - 0055
PD (.0005) D (.0005)
0004 0026"**
b (.0003) 1D (.0003)
0013 0047
MC ( 0006) Me (.0008)
- 0032 - 0009
UA (.0010) UA (.0007)
AIC 3261.04 | 3266.06 | 3262.43 | 3255.97 AIC 9533.14 | 9550.01 | 9610.18 | 9640.00
QM 6.18 | 140 | 5.006° | 11.17"* QM 108.76"* | 91.85"** | 31,50 | 1.412
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Consequences
Firm Itercent | 2L |- 18317°% [2.2681°°7 | 5099** | Behavioral | [~ 1615 | .9278"* | 408T"*" | 7287
performance | Pt | (0418) | (.0364) | (.2349) | (.0441) | Loyalty CICEPL | (0230) | (.0270) | (.0231) | (.0451)
0086 0123
D (.0012) PD (.0005)
0036 - 0069"**
1D (.0005) 1D (.0003)
- 0335%** - 0010%**
MC (0036) Me (.0004)
- 0070"** 0227
UA (.0007) UA (.0009)
AIC 5050 | 5798 | 17.69 | 3.10 AIC 4961.23 | 5021.04 | 5487.85 | 4908 47
QM 53.35%** | 46.37°* | 88.11% | 102.7** | QM 532.12"* [472.36"** | 6.12"* |584.57*"
WO Intercent | 892777 | 26427 | 4725°" 116383 | Purchase || [-0980°""| 8386 | 4019 | 1.0564°"
PY T (0319) | (0391) | (.0380) | (.0625) | Intention PY1(0254) | (0256) | (.0332) | (.0544)
-0013 00917
PD (.0007) PD (.0005)
0069 - 0069
1D (.0005) 1D (.0003)
0059 - 0015*
- 0175 - 0159***
UA (0013 | UA (.0012)
AIC 8263.12 | 8067.35 | 8188.43 | 8081.14 |  AIC 871.80 | 710.41 | 1164.82 | 983.59
QM 330 |199.327* | 78.97*** | 185.88"*| QM 999.47*** |461.117** | 6.73** | 187.92"**
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