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o2 FA3] Z7FeIA . 5 g ¥ o] Hoj A
5 AZ R FolaR dFH YA|E B Bup
d ol H&she AlEE 89 WS dE o=
By A2 A o] 48 T3 495 w2 Ao Y
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A 372 52 4 AH(Smeele, 2010). A
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U F3t7] (share) HES FY38t #AF2le] #A
AE ERIF GA FHE & Ak H2 FolAY
‘Folg’ FY e AT AANEY AV A&t Hau
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oMIE 5 sARe] ETEAE 4F F8eka o
(Shih, 2009).

661



>
rek

13

2.2 olgnt £%
Theory)

0|2(Uses and Gratifications

uHAﬂ%l%ﬂ]OWOH #1940 ojd AT
aitjol 7t At Al oW FEFE HA F
°‘L7}°ﬂ g 7K AT, SRA R
Gurevitch, and Haas(1973)& o] &3 &
o5 Bt £Vt vt & B FoAs
Ztell #AE 740k e T ©f
FEAE O o] FEAYN EAR 7}73? a4
Qo] Ao 54
FAHOoR g He
1981). 23 /M=
*}a”:‘o] g mtol s O] O}tq 2
o] ke A Fololn, mtlo] o] &
T#Q% AL FAUZME olastdn gt 0131?5&
HH L 2nAEY mHo] o] & YT oldlstr]
xe 25 mHo] o] & F71E WA AHE 2
87t Shag ARSI S Hlo] ARd) e AR
& "ol S ol &ste A% 71EY W

Aze 4H 77}

Katz,

5.0
=
=N}
=
&t 5
A

o

=
=

o] o

= A

ntjol9] o] & F7]l
stitt. ol & E°1, Foster et al.(2010)
UEYT |29 o] & F7]2 &3 Hu &
(perceived information value) 9} Z 53] A3
A A4 (social connection)< A|AISIAT. Sheldon

=3

o
&

l

0

m>~

(2008)& A1 2td fr3]do] 24 VES AN HE
& ot st d 83 98 ke As
WASH T Tufekei(2008)2 Z2d 29 A+
s3] WA W7, aF & ) Fols 2Y §
28 VEAZA o] FoAE Be BEEE Ao}
F 8 (self-presentation)& I3 2ol gk, Jahn
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d
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and Kunz(2012)&
o MYPATES o?;S:lL

£
4
)
2l
f
—~
DO
S
—
w
=

_,]}(4 57]

%53 of EAgE EO%T

' 99 1747 ¥4

3} (tie of duty), <
FgolA A AHE L
i Z}%S’V]l?: =

Ly
a
o

2011) %”'5:7—‘4 Ao H = ?‘]‘)r 20Lﬂ 9t /‘}Qﬂ
(e.g., civic engagement), 2%%H(e.g., student

social engagement),
employee engagement)s 9%
ot Fofol| A TRl A Stk o | niAIE e A

2 Y 2okl AR AR = =2 2 d

engagement), 4218 (e.g.,
z24 P (e.g.,

5

thol] E|x] &Fom | customer engagement(e.g.,

Patterson, Yu, and Ruyter, 2006), customer

ZESAT m45 H2% 20164 4



Ho|AS Hal= FFUE|0M 12 QAo[X|HES] A

brand engagement(e.g., Hollebeek, 2011),
online brand engagement(e.g., Mollen and
Wilson, 2010)¢} 22 7del #d A7} 22
of 574359 tH(Brodie et al., 2011). o], =2/
2B} AACIAHED S 4] FA2 T oz
AT o &g s, L2l ARUE 84
oxe] BEA A= 53] 539 Jgoltt (Cheung,
Lee, and Jin, 2011: Jahn and Kunz, 2012:
van Doorn et al., 2010).

Brodie et al.(2011)= ¥4 APAF=9
X AEE ugoz ur QA cAHER &
Hl 2~ Ao 54 did(e.g., BAlE, AlE,

o] A5 AL A7 EusIxFEA] uM A
oJste] AAE 149 4214 A (a psychological
state that occurs by virtue of interactive, co-
creative customer experiences with a focal
agent/object in a focal service relationship)”
Zta 49 ;}Odr)r g, 37 QAOIAHE Ade
AFAtel et ¢U A+ (e.g., van Doorn et al.,

2010)°] oPd, 734 (emotional), 91414 (cognitive),
&4 (behavioral) £.49] thekdt 2oz 44
iy 7d e s ofgfs)7] = s1%ithe.g., Hollebeek,
2011, Mollen and Wilson, 2010). d& €9
Hollebeek (2011)& Bl =ole] 5282175 of| A
2272 F7] frdEo] Yehe 179 HalEd o
gHAAA, A, YA G FEE ] B

gt QA o] XM E (brand engagement) & #| %3}

,' EEEZ‘] 21 9] A
FA 9 dide] T
2} 22k th(Brodie et
al., 2011). van Doorn et al.(2010)& 227 Q1A

W]

o

]

ox

ot

Y

= )
)

N

o

2,

5 I "

o]AHES] &% (customer engagement behavior)
o 53] B2 #AS HolH, AF & dol Al
/EAES] Y@ A BE FA, O 24 £S
TR, g 27|19 Zo], 2 LA F7)d oal
Bl /71 $419] el 2ds e dder g9
2 o ek,

o A3 1A Aol

&gk uA43t 714 (C to B),
(C to C)9] AFUA IR0l e AR oA
ofal] B = e Web 2.0A1H19] =<} 3
24 vteleht Aze MAY Foz 53 2
3] Ax 9lth(Kaplan and Haenlein, 2010) i
A QUACIAIHE 7hd o] thah niAE & 2
of B uM AxRo] A E7)d) _4—5—}@] Lk
ol ¥ Az 7I]l/BHEgte] FoAge uie
2 94o] frke o] ¥EAoz 2xH 1 ),
a3, a7 AANUNE? & éehe AL o
o]9J7} 912717 Sprott, Czellar, and Spangenberg
(2009)& 2H|A7} 7199] By S50 5% 0
Z Fosthe MAleIAES] At WAt efe
HAEE Ao} o]ug] R A3 BT 3
At} Brodie et al.(2011)& 27 Fod=r}t 571
g5 24} Hlle TE 7Tt dA7F FE 9
W, gRAeE 29, A9, AoluadE 4d, 7

L

1) ‘Engagement & ‘ﬂo—i il
AHgElO] $7lef, B

Fo'7} Elﬁ‘r SRR, 23k mAE AFelA 25 AREE
ATME 2 £F5E Fap] Yste] QAACIAME R 7172 dth FAE, ‘engagement & tIT] A5

9 ‘participation’ ®3F ‘ol 2 HYE o

24 A s =9 53“0] Hoh= 2904 ‘participation @} 2.3 2to|7} o™ | ‘participation & ‘engagement & A Lelog

AN = EJE} Brodie et al., 2011).

2) ICAYEE 1 JELE ool YPAE SIE /MOR 2 8ol 39 U4 92 497 YR ok Gummerus et al.,
2012), S, B AFANE DR vbAY JAAPANAT ol D M Ao Aol A B Ao M

% g,
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2 YEPEtH(Brodie et al.,
A7F Vst AL 2o
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-
yul

Z 24+ (prosumer) 2|
2o ¥/ = @ (Brakus, Schmitt, and
Zarantonello, 2009).

2.4 2= of&(Brand Attachment)

@ Aol e S
& 3 A&AQ GAH foE o
8 Sk Aol AEE el A5

93 HAA WeIE ¥ ATAG
o

ZF(attachment) o] &
=y

S
A

ol X H
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MacInnis, and Park, 2005). 73}
A1 (2005)2 BAE o 2L AHal7} HA= oo
A &ollA ZAdste 54 Bz o 7]
o 9 Abge] golgt Adatr|E a3l ol
4 BAEE ARE ¢ gle W 2eled ek
< w77 ¥t Thomson et al.(2005)& EH=
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Ho|AS = FHFUEOAM 12 QA0O|XHES| o

o] B9} 4Ha} 7he] 71 ARl BAE det
o AlgET. 974, BHE of
=of g E o] 714 71t B
Aol ¥ & HEHoR AXWA FAH=
ot 7Polgt & 4 9ith(Thomson et al., 2005).
BeNATE 2Hze 1 BAlleg
1ZF, dydA], 54 59 A
< 73%o] sth(Park et
al., 2010). <& B¢}, 2= AFUE &5 F
& fa o g2 AtE ZofsE sha g Bl
zo} vt s Bz o B2 A& oY
T YA E Hol7|% gt} HA=o thg oj2igt F
s Eal aFlAbE Aok e o 2 frAleta g

M e,

1o,
- o
)
D)
b
o
)
ol
£

>

_

AN %

2.5 = Ad(Brand Experience)

A8 AbdA ofu= Q1Y AHAQ] wE,
of, A&%5 Tt 54 tidd dsl F53 #1240
U 7S 7T (elR 4, 2003). 3, HA=
Aol AF s AT FEF AFA A&
HZ2E e 58, B ofoldHE g4 niAY 7
wTUACA, AE Al v G 2 vhg wAH
Ao A/ A R wEEHHA HAE = AR
o FHA o YA g A= (Brakus et
al., 2009). A¥AlE BAE ZFYS EUE O B
o gk Adoly B=E s =Y, ole
g5 B Al JH FE A 9= A
At (Keller and Lehmann, 2003). T3k, AwH|#}
o] Bille o] FH245E 1 Bl g A
A 8l FAA A Ed ke A0R UEET

(Cowley, 1994).
Brakus et al.(2009)& HH= o] 71744

BESAT m45A FM2E 20164 42

ek

v 97t AFE o) Bd=d ga g2
AGE e Ao, g A BAEg A
549 45242 B AAA oF3 2L 5ud
4ol §HE AL THT JBA APL 4]
A7) eol B3 Aols HAS 7] AelA 2
A=2 P40z APete Aol 144 Age
247} BaEd] g 571402 Bol Ay BolA
QA ARE 3 HE B A4 WS Holk A
o P 2L o) 2A Gdd f3e] mAs
A9 A 2 W, Hase og 2449 Aol

71950l frEadds tdsteta AL AFS
ol 7Ptelol A HelE < de 713 E solde
< Bis A4 53 ZE #AL o BEdE
o gt HE5E B3l o] Folzl Hile Ade
Hzke] BalEe] gk B, Fujole, 22l A
o] F23F 932 XA H'M(Hoch and Deighton,
1989), 544l Bl APL Hll=d gt A
24 of2E AT EAAT = AeR deA
tH(Kang, Tang, and Fiore, 2014). Park and
John(2010)& theFet e Bale A3o] Fof
Ao Bl /S Al T YFEeE A
Pl == 7telql Aol FEM, o]

r

(3 DY AR Y

folr

N

al
7} 37V Hl& Zo|th(Brakus et al., 2009).
BHE AL AT gk A4 55 53
oAd F% 3 A HES B o] Fd

g 54 o %
gt BA=e o 478 AgE DAz
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Schmitt, 1999). (2002)
Fa 5ol 4

01

=
ol
-
R

O

-

N, o
>, USL
o 2 (e
e,
o off

=

fr ox

T

ok o}°i~£ﬂ °lb 7154 7]
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2.6 Ko} o|o|X| Yx|M(Self-Image Congruence)

2o} ojulA] (self-image) & kel A4 F& o
Ao zmeol A7) Ad tat Aztoly =7S te
71, AA A Ao}(actual self), ©]434 #tol(ideal

self), A4 Alol(social self), 18] ©]434 Alg]
2 7to}(ideal social self) 522 +FHTH(Sirgy,
1982). AAA Aol= @A) ARlel] sl a2t

e A% uee o34 Aol Ale]
Fahe Aokel BEE skt A Aok B
A5l AAe Ao] ofFA AXH L T

szme] Az, ol4A ARA Aoke Bl
Azel 3712 WEke Aol BEE euan. o

¥t Gejo] Ao} oA Y Fdel] we}t A}4l
of AF ol AAd Fog JFE nAA Aok
(Jamal and Coode, 2001).
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Apol XA (self-congruence) Zfo} o]m| %
A XA (self-image congruence)< A ZtE Ao}
ozt 2|4 HAE on|3te] U] FEE 7}
g2k, Aot omA] LA o] Z(Self Congruity
Theory; Sirgy, 1982)cl] wW2WH,  An|zke] zlo}
olmAIZE HAE ofujxe] dAEE 1 HAE
ek Asrh S7keb, doprh Balsd oigh Fuf

/]1: n}& :Lx%/ﬂ ?-z E—E E_ :7@7&4 t‘ll—.Q.o] %HL

Hrka gt} Malér et al.(2011)& Aok S (self-
verification) & 7|9te.2 AA A Ao} ou|x] 9} H
AW om A7} ME AT W Bl "Hﬂﬂ =7t
gthe s ASUTE Fo AT ©f
ZH0H2002) & X}O} °]X]“ ol &
g o =A%, 7]
Bo| frdta

o

Y

o

Hm— Aate] A
24 Aole] o

e H

=

D3

2

Ly
cooxl e o

o
A

o
©

_O|L
N
T
=)
>
S

L

i)

lo & H1

Y
ittt

r

ol
=
i

TH(Malhotra, 1981: Park et al.,

Sirgy, 1982: Thomson et al., 2005).
A3 (2012) = AH|Re] A4 A E o] A=A zjo}

2010:

o~
o

oln|z| 9} HAE o] AR TLE LuAtE AFe
BAE ofFE =7, 140}7} HIE 2T £

Z7bhe g
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Ho|AS HAE=

. 7id & 7S

3.1 7¢d MY

5% 1Yol ol 85 Faf FFATILA st &7
T 2 1Yoty ofg g7t He drudd @
of glemz, wHo] of& F71% vyl o|& FF

o

Avatrlo] &g Jaﬂﬂ-’?‘ﬂ Ht(Hawkins
and Mothersbaugh, 2010). o] & £7]&= 2% A
A P52 AlAetal AAsta fA ke o)t
Ellison, Steinfield, and Lampe(2007)& &4
ntjo] o] & F77} AEeE A4 nto] o] &
o] BolAAL o] §HIET} FopA|H, o] & A&
7Fe % wobd Aolgt aiint. mitlo] o] &85
3l AWste Katz et al.(1973)9] o] &3 &
= ol& ®g, HHo] wiA o] &Ate ot &7
o oste] o] & F7I7F st ojHet & i
£ 93l "ol o] &gttt AH et

a9, 2= 9 31]"]7\]% o] EN AHAE

< oug &35 FFE F e HA, TV E
= grest 7EL° &4 rtoj o} mR7A| 2 40H]
A #H FolAE T 8 FEE S F U
Bae A FojAde 71H 3 Bl tigh 4
i 48 o, AH|2 i, A
tFet Ael=7t & Aol ol K

@ 4 912 Ao|th(Jahn
Hake 9 solAd] ANE
ANE o, Gt 715 S
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=
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—
)
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< =2 5 e Aold ofd| dd]
GG A 2AS, =
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-
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O,
rlr
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N
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2
-
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)
R
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v
N

4 E
s
©
o,

oA }0} oz ¥ FHOE o] 2
o]t} (Jahn and Kunz, 2012). 53], 27|
}(self-enhancement) U Afo} o|n|#] #e] S+
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Ho|AS Hal= FFUE|0M 12 QAo[X|HES] A

AAIAHE &, BA= 2 A4 Bl= 4 AlF £ AH2d i Ao 8§92 HeAL
@, 23 Aok dAGel et ofdl E 22A = Fu ] YT WE F71E ovietH, riAge
el 8 34 =5 Av e ga 2o 2 AAA dd FE A Aol oA A 7ol
RA, E AT AAE BAE A Fox9 of  AAlehs T o[HlES Folste] 2ol FE, AF
& T7le JE 7 < 5% BAA de9E A ote F

8 %7, B3 AE A% 5
AR AE F A2 Sula o|Se) S5 A Slst]

Ho|x]o l& vhekst A=l B AFYE gt H& d4E(Gummerus
25 E"“ A ‘W* 719, BAE S0 B et al., 2012: Jahn and Kunz, 2012: 2%,
ARE Auz ot Frloly, 3 23 #alo] 2012 WEFA, 2012)% FHEA R FHuaiglon
A En|2 AM=2 AHFoRH J|EARS  o|5S vt I Fo]x| o]& A A At
AV A Al AR UA B A} she 5710 o 0|83t o2 E3) ZF T7]9 43N 3719
o EolT 3 AL v 9 wo|X 2 wEs 23 Ego] AFEYon 7t B nE 74 A
& ne 459 2002 dYeT R st E AR(1E=18 237 @ 43=25eth 7
Aoln] Ao} A Er)= A oA BFELS  H=uS qrhE L EE sk A0
B3l ARle] Aol AAE B9 AFEA S 5L (E D UEh olq
st dhs 712 Aodn VIS 2% AACIAME tg HdA Heole A7Ant o
(ED lo|x] 0|8 =7| &X &=
°l& 571 23 ¥
AE/ A 20 ggt A 7] 93]
BT B T A B o]HE %] 98
A7 EdE 9§82 olgsly] K4
7RSS & 4 glojA
3 27 A4 g A2 e
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) MES 2YSE 5 BAE AR A

o that 2ale] BYS AFHoR BHHE YT
-y e

gttt o] A5G o] o &5 FFEE S
$13te] Hoffman and Fodor(2010)2 Eo}k8 (like)
29, 2219 AXZ(post) @ A= (comment) 3
& &<, Gummerus et al.(2012)

Fola 29, Jig A5 55 neld v stk #of
25-9] QlAlo|E(Page Insight)9] A% 2 &)zt
oA so]A] A ek FFA T4, ArE 4T

N

o "R W%

T ouv

[¢)
AEE ob A9 Aol 2l A

=
el 2548E 4T ez

et al.(2004)9] 9+E Fasle] ‘I HA=E AL
gt} ' Hal=of A 7bo] ity ' Hal=of of 2
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Ho|AS HAE=

= 0
B $9E Lo HEIAE B ol

°1T’Jr.

A

5.1 SEA &4 =X

B a7 S9A AA 2228 F oAAE 1217
(54.5%), 7= 1017 (45.5%) 130t $#A]
A% XS HY 200 o] T3%E MY B2

o

pa

2 Yo, 30t 20.3%, lofﬂ 5%, 40
4o 1.8%7} 1 52 wakth, Ao By E By
o] 54 1% 71 =& Aow Yehton 3
AHlo] 28.4%. 718} A9do] 11.7%. A%R=20] 3.6%.
TWAL/FRTY 2.3% wo2 Yyt Y FEe
fﬂgﬁ A&t Fo| 43.7%= 714 wekow et
A(41.4%), 1Z(2 o3, 9.9%), Iy =
(2.7%), ek Agk 2(2.3%)°] 1 HE ot}

¢

5.2 §C-’Igl- o] AlZ|AM1} EfEtN B

oo =71

7 23o AT dA 4 =Tl uig e
A (validity) @ A2 A (reliability) A5 AAlS

O.

{0

stk BEAoldt 24 st ok HdE F €9
ZHPEAE SHote 2oz AAY oAt #d

o] 01‘3} o] A2 A (reliability) o] & <L 3k
HHERo g 29 S w Yehde S

BESAT m45A FM2E 20164 42

AFLE0A 12 QIA0|RIHE S| A5t

9] 5 (exploratory factor analysis: EFA) %

ol
o oolyg} gold Qol® A (confirmatory factor
analysis: CFA)< A8 L, HitiA2(average
variance extracted: AVE)#, 44412 %= (composite
reliability: C.R.), Z28]l1 &3 (a) e A3
o FAAY 3’3. LH%% T 2
2748 (Varimax rotation)el <3 4
T A4S B9 g4 89 BAS AAEA
Elgenvalue%}ﬂr 248 =82 A Az Ay
% 89.416%9 WAt Adshe T/ 8QE° &
5104‘3} 7zt 27 =29 g0l AAFH(factor loading
value)& 25 0.75 318t a Ak A (cross-
loading value)& 0.4°0]3}¢1 Ao Yelyt 29l
A A =& 89l Fotga) v
AEEo] HFEdol dse A
and Straub, 2005). @42 QQIEA A& vt
°2 AMOS 18.0% o] & ‘& gelA eEA e 4
Algt 23, B8 A= x*=716.014(dr=247),
CFI=.929, TLI=.913, IFI=.929, RMSEA=
.093, NFI=.896, GFI1=.805%} 2t} %3 (&
2yl Bejd npeh Zol, RE AR 73t H &
2l -tl'—‘é}‘“*o] 0.7 23lste ok a2 Bl

W HYY 24S ek PAANGL FUBA
9} i EA3Z (average variance extracted:
AVE)#k= A3t (G 3)¢ YEhd uhe 2ol

B
é

Zk /el AVE gkl o Jidste] BaadA e A

ok Bk 2 oz Uiy sdeEAdol Sle A

© 2 Yeytth(Fornell and Larcker, 1981). %

o 7 de] EAE RS dok(a) @t Af B
& A3eke Ao U, 34 359 AFA

o FATG(E 3) F=x).
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= HIEES 4% | EF3 344 EFLA C.R. p
273 0.948 0.887 0.046 20.710 (.001
232 1.000 0.954
e 71 0.758 0.767 0.049 15.339 (.001
73714 493 0.880 0.845 0.055 15.874 (.001
ZBAA 492 1.000 0.933
A4 &9l 0.780 0.782 0.055 14.296 (.001
3] +73 1.000 0.952
3 F72 0.987 0.942 0.034 28.736 (.001
3 F71 0.953 0.924 0.036 26.781 (.001
7193 253 0.978 0.936 0.032 30.924 (.001
7193 252 1.000 0.981
7193 251 0.886 0.866 0.039 22.992 (.001
A 94 3 0.777 0.833 0.037 20.962 (.001
A @4 2 1.000 0.978
A 341 1.010 0.98 0.023 44.200 (.001
Aol %3 1.074 0.978 0.035 30.437 (.001
Aol FH2 1.078 0.988 0.034 31.632 (.001
Aol 31 1.000 0.917
AA AW ES 0.950 0.93 0.042 22.699 (.001
AA A HE 1.000 0.937
AAIAIE]L 0.608 0.72 0.045 13.654 (.001
HAE o3 1.074 0.938 0.036 29.826 (.001
HAE o232 1.000 0.956
H= ofzh] 0.989 0.948 0.032 31.352 (.001
B = ofz4 0.944 0.869 0.042 22.421 (.001

(£ 3) 7 izt dukel & duizk, gddlzle

1 2 3 4 5 6 7 8 ¢3(a) | C.R.
1. A8 F 761 .899 .904
2. 444 &4 .058 | .733 .888 .891
3. 73 F7 407 | -.068 | .882 957 .958
4. 7193 2% 408" | 116 | .302"* | .863 947 .950
5. ¥A A 519%* | .040 | .328™ | .492** | .870 .950 .952
6. Aol ¥ A449** | 011 | .298™ | .384** | 577" | .925 973 974
7. AIAME A83% | .222% | 238" | 509** | .5T4* | 467 | 752 .893 .900
8. Bl= o3 B78% | 120 | (190%™ | .321%* | 484" | .478** | 549** | .862 .960 961

AN FE2 AVERS 27]
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Ho|A%

=11

5.3 7|l& E4 24
gAk3] (summated scale) & o] &3 14 7dd
7l TAZE (E H% 2t BAE A Fo|AE
o] &st= AN 7 7] FllME HE FF(m=
5.23) ¢t BlR1ZRe] #A 4 (m=5.24)°] 7V =&
Bt g 7 e AoE veyton, AA4 #Y
FT(m=4.80), 7198 2% (m=4.25), Ao} &4
(m=4.12), 3] F+(m=3.99)7} 1 HE |3t
(E 4 79 049l 7|12 A~

g R | Egan | w4

2 5.23 1.314 1.728

8 FT 3.88 1.583 2.506

A g4 5.24 1.537 2.362

Aol Fd 4.12 1.787 3.193

7193 &% 4.25 1.666 2.776

BAA &9 4.80 1.521 2.313

QA eI AHE 4.57 1.381 1.907

HH= ofF 5.42 1.323 1.749

6.4 714 AZ

= d7E AE s

(E by = ZHo|| Cifst

< Aol fgte] 7=

AFLE0A 12 QIA0|RIHE S| A5t

W4 28 (structural equation modeling)
A& AAEIt PR RES AEA 3L
N3 g AU S oAE aest] AT B
= BAgte Aol Ao SAA 24 % =
AMOS 18.0°] AM&EIT. A4, 7 AEE 9
& 7 2o AFEE x*=768.856(df=

253), CFI(=.921), NNFI(=.907), IFI(=.922),
RMSEA(=.096), NFI(=.888), GFI(=.795)¢]
Ao = 1/‘rE‘rUr GFIE AYstne Blud +4& %}

TR *6‘3(<1a 1> WLM 7}*.—:_!@@ A7}, #3
7 F71¢ QAIAHES ] AAE P ed
A HibE A3 BE 27} fo3 302
BT A EAE F X 7S] BAE A glo]A]
& &7 TN AACIAME 3 7P WA
A S AL Bl A4 4(5b=0.318)%
7193kl 2% (b= 0 233)Q1 Ao Jehgon, 3
H Z2T(5H=0.183), Ao} & (H=0.158), A4
| F7(p=0.157)7F 1 & oldeh. 28,
Z7 HAT o ZL o} WAE I
urawu} b=0.586). A=A A
yell el =of slet.
A4 H%HE @3 Aol AP 2HF A

=,
9,
D)
re
|m
O _D'

714 M A= M flf} Eﬁ]“f ®#Z9% | C.R. D ayjr
Hla AH 2T > o] AE 0.204 | 0.183 | 0.079 | 2.601 | 0.009 | ¢
Hib 3 27 > AN HE -0.069 | -0.074 | 0.056 |-1.247 | 0.212 | 7%
Hlc A 84 > Ao HE 0.373 | 0.318 | 0.088 | 4.217 | €0.001 | A9
H1d Aol TE > QlAlo|AHE 0.129 | 0.158 | 0.054 | 2399 | 0.016 | A=
Hle 7193} 2% > AAoAHE 0.206 | 0.233 | 0.055 | 3.76 | <0.001 | A9
HIf AAA dE > QAo ANE 0.162 | 0.157 | 0.056 | 2.873 | 0.004 | A=
H 2 AA]AHE > HAE o3 0.516 | 0.586 | 0.054 | 9.584 | (0.001 | ¥
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3 7HE33 7H4E ASe] Hske] veaw
H 284 (multi-group analysis)S AA8FS .
o2 93 HHA HAc 7:154,] W2 W7o
5.0 7IFoR st $HAEE F A52E T4
stEth 1 A3, F 22299 A = A4
e Afo] gk Hoh @ 919 S Hdds
Hate 939o] WY 1o R EREUTY. 7HE2
AN AAG AZ(AAAHE > BT ofZ})gho] F
[t ME Zoeta 7Pge Aok 2ds) 234

it
c

i

¢

i
=2

P

e WAl vAlg A7 B4 F ke uma}aa
o a2 Az wAek v 2 1342.731(df=
506). Aok mele] y2e 1347. 577(a’f )

o5
ol 1 ol p(0.05 oA 193k Ao=w
YEPITH AP =4.846, df=1). E3 (X 6>oﬂ %
2|9 ulel o] QA AHE} BA T of Zo] 1%

JA] 3]

pud

(df=506),
oz yst 3 Aol
st ¥

bHe iL}E}L‘r

H T
=e

0.10

59

T 0.05

e Aas
> o
UAA &

olE J|FoE SHAE
2 Utk 2 A3 zpol A4 4,54
et 904 4,548 xysl= 1284
dgon $RANT. tE1E vney
HlAlek 2do] x*gke 1595.837
Ak mdo] 22 1598.762(df=507)
FEANE F

FrolA frolg Aoz ek
tH(Ax#=2.925, df=1: p=0.087). £ Ao} &
24 o] e 8o Aol =

o o =
vLL. OT—]}]—q EI—T '7l:

74 Ad A= i?‘—j EFex. | C.R. D A | pvalue
Group 1
(Low brand 676 077 7.394 (.001
H3 experience) oA A HE >
_ 4.846 0.027
) Group 2 B ofz
(High brand 406 .081 3.873 (.001
experience)
*P (0.05; **P(0.01; ***P(0.001
(Z 7> Mol dx|Me =F=1 HS
7a Ad B= ®z3 | ¥4 | C.R. D A2 | p-value
Group 1
(Low self-image 530 .097 4.807 (.001
H4 congruency) OlAC|AHE >
2.925 0.087
) Group 2 HA=E fF
(High self-image 400 .058 4.709 €.001
congruency)
*P (0.05: **P{0.01: ***P(0.001
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The Role of Customer Engagement in Facebook Brand
Communities

Hyun-Cheol Shin* - Sookeun Byun**

Abstract

In response to a sharp increase in social network service users, social media have received
great attention of marketers as a new communication channel for brand management. Building
brand fan-pages on Facebook is a good example. Brand communities on social media enable
more interactive communications among the participants compared to other community platforms.
Meanwhile, there were few empirical studies that showed unique business values of brand
communities on social media.

To this end, the current study examined if engaging customers in a brand community on
social media is useful for increasing the relationship quality between the customers and the
brand. Unlike brand attitude or satisfaction, creating brand attachment requires repetitive
good experiences with the brand. Thus, it was hypothesized that customers” volunteered and
continual interactions in a brand fan-page, namely engagement, can also increase their emotional
attachment toward the brand.

To test our proposed research model, an Internet survey was conducted targeting the users of
brand fan-pages on Facebook. Out of 268 responses, 222 valid samples were used for our final
analysis after eliminating unresponsive and unreliable responses. This study was interested in
the behavioral aspect of customer engagement thus the construct was measured by the level of
making posts or comments, sharing brand contents with friends, and participating in brand
promotion activities on the target brand fan-page. As the engagement level was measured by
its behavioral aspect, common method variance was able to be minimized when testing its

relationship with emotional brand attachment.

* Master Student, Graduate School of Business, Kwangwoon University, First Author
** Associate Professor, School of Business, Kwangwoon University, Corresponding Author
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The result of Structural Equation Modeling analysis showed that brand fan-page engagement
behaviors had a significant and positive relationship with the level of band attachment(b=
.586). According to the result of our multi-group analysis, such relationship was negatively
moderated by the level of direct brand experiences (p=.027). It implicates that the role of
engagement is more meaningful when consumers don't have enough brand experience off-line
yet. In contrast, the moderating role of self-image congruence was not supported at the five
percent level.

This study also examined the types of user motivation which facilitate consumer engagement
on brand fan-pages. Consumers were hypothesized to use brand fan-pages for information value,
hedonic value, monetary benefits such as coupons, self-image presentation, communicate with
the brand, and social connection with other fans. The result of our analysis showed that all the
types of motivation, except for hedonic value, had significant effect on the engagement behavior.
The most important motivation that resulted in customer engagement on fan-pages was the one
for two-way communications. In short, consumers seemed to engage more actively in brand
fan-pages as they had stronger motivation to share opinions about the brand with other fans
and to communicate with the company. The result of this study provides useful implications for
practitioners who want to manage brand communities on social media as a useful tool for
increasing their brand asset. Creating hedonic contents on brand fan-pages might be able to
attract consumers to visit the page in the short-term while our analysis showed that such
approach is not effective for making consumers more engaged on the brand community aiming
for brand attachment creation. The current study has its unique value in that it is one of the

first empirical studies that showed the marketing value of brand communities on social media.

Key words: engagement, brand attachment, brand fan-page, social media, brand experience
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