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The aim of this research to understand the mechanism of customer engagement
behavior in online and offline environment. Customer engagement behavior is defined as customer s
behavioral manifestations that have a brand or firm focus, beyond purchase, resulting from
motivational drivers.
To get deeper insight into engagement behavior in online environment, we identified various
components of engagement behavior and calculated engagement value of users in mobile SNS. Past
research suggests that engagement value is a combination of different aspects of customer behavior.
Using the dataset provided by mobile social networking site, we calculate three components of
customer engagement value. Also, we identified the relationships between different components of
engagement value. For the engagement behavior in offline environment, we conducted experiment in
supermarket to understand the drivers to enhance engagement behavior.
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