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Abstract

In recent years, customers rely on social networks to choose brands
and make buying decisions and actively connect and engage with
brands on social networks. They share their information and
experiences about products and services of brands with other
customers through social networks. Therefore, the emergence of
social networks and their ability to engage customers much better
than before, has made marketing researchers and professionals to
seize this opportunity via realizing customer engagement concept
and taking advantage of social networks. Hence, the purpose of this
study is to present antecedents and consequences of customer
brand engagement in social networks through a model. In this study,
the results and findings of previous studies have analyzed by means
of Meta-Synthesis approach through seven known steps of method,
and found 24 variables as antecedents and consequences of the
customer brand engagement model in social networks. The
variables were divided into two groups; one as antecedents
containing 4 concepts and the other as consequences including 2
concepts. After that, the validity and reliability of the obtained
model was evaluated and then final model was presented. The
findings of this study provides valuable insights into the antecedents
and consequences of customer brand engagement in social
networks for academic researchers and also creates value for
organizations and brands.

Keywords: Customer Engagement, Social Networks, Customer
Brand Engagement.

1.International Marketing Ph.D. Student, Alzahra University,
vajil986@gmail.com

2.Corresponding  Author:  Associate  Professor,  Alzahra University,
amrshah@alzahra.ac.ir

3. Associate Professor, Alzahra University, n.abdolvand@alzahra.ac.ir



10 [ - otlsor gloesiad o Wiy b s e (SKidhuel Joto (210

12 31 oLl Ny Cy e aclilad
oLl 5 (slosl psle sasiils WA (i) F o)lads & 0,90

http://bmr.alzahra.ac.ir :cole wg

Sloi ST 33 W 9 b (8 s Sl oo )b
R g 19 595 3 odliil b guls 9 Oy sy 2 ASTB b

2w gllase fos i Al juel dand yie & elat ololdl 4gua s

L 9> )P Slovaal izt g Loy LS (Sl Gl o B (sl Jw o
Sy bl el a5 oy Ly 5 s iy el e
gl oMb el ol sl adS s 4,k /Lay] .ty b od ol Loyl g00, 5
STl d Gl o , Ko Ly lod iy Slod 5 g &Yy amo 3,5 0 0 05 5 Sl o,z
o] (sl LoaSd o (giiallyi g peloin] (sloaSds 5 4B Lo Gollss i) S o
il o s |y sl 2 loaariio 5 G tagly ol yimiio gy dzrpp 535
Gy gl I elaiz] slodSe s o, 5L 4 g g i SKireeol CSl s L b ]
Kol ol g Loyl iy 4l delllae ] s Lwl) ot 0 dilas ooliz_
L gt el 9 il e o 5 ezl Lot 3 iy b 5
by (i Sty Lol 5 ol el eS8 55 5, LT
&l 5 Lap i Sl o TF o by, ol 4o slapls ol L g Sl 0
S Celodo] cws a eloaiz] clodSi s 0 dip L (s dio  Kieo] Juo
Aol (e idlwd pogdo T 0 ml U Caaid 10 g pggio F o Loy iy G
el ou s ) lgs Juo g otz wd ol Cews ds Jao Ul 5 sy (o
el @l s Lag by 11 oyl piimy dellle ol I ol sLaa il
500 s S el o[ty LB 0 peloin] slodSid o uip b s piie
Ao Sl Sl by 5 lalojle sl

g b g ie  Kireo] ( olaim] clodSii (g piie Kol iotlS 5 6flg

Wil ge 6,558 Al 5l 2 S allis ol )

10.22051/bmr.2020.28953.1887 : Jluzws awlis .Y

vajil986@gmail.com I, Jl olfzils Jledlom b5k 6558 (gzmils T
amrshah@alzahra.ac.ir |2 )l oKiils ole cin gac 5 ,Loiils @ Jotus oty g ¥
n.abdolvand@alzahra.ac.ir 1,2 Jl olKiils cele @l gae 4 ,Lils .0



WAA pliso; F oplad F 090 iy g e aolikiad H\ 'z

oo —)
Lo ccnulagords b B wileas glil g AU mlico oy gl
5 S92 oole 00y sl (g slasliul 4 Lo S oS’ ol
ol S aile “5_29.5)3 sloa by 3l gloop S e b .ol gl
L)_" GALQJ Silea—d Lg)LwooLu 9 ‘H)Jm aj.dl_: ul.:).._w.n Ca_m‘d.erfa 9
5 =k e )3y (ly 8l g el joate 4o ol sl
8, Gl ot b SS9 plsea (50 (5 09 oS [z wlons 1]
(J=lee g, 5 laogi Glbls | wase oy 5 aile) (5 e wgdlao
Yoo ool S jv)g_:e R PR J B OV 5Yd9_a)9) dloa i ansli_i
YU ;0 00l ;58 (g lol8g sloaa by olos as S1.(Y N - AN VR W

S rie o3y ol 8l (ol (JLS by B (g a6 )9,-2 5 ptes
aslraon La b g ol sl (V00 o))l Sep ¢ % yaadlinls) ai il s
L cslie ol lib sl il | lacgomme aojls (5 e (5oL 3g
Elail LSl g o) glym |y oo (gldaine) ( sloizl glaas i

il 005l Gl Ay A b L2 oo

1. Promotion
2. Verhoef

3. Hur

4. Stokburger
5. Gustafsson



Y m e i GRSy 15 W1 (5 yiiino K] Jba >y

loaSds (slasisdsss sl oslil (slaras (L IL 4 0o S dleidiy
39105 5 9 ial381 Wiz 5 ol yintio Ly bl f jolate 4y elaiz|
L Sameaidy aly; el (gl LagsiedesS opml 51 o jls sl o8,
aS oloj 0 oplpls S solawl Lag)l ¥ Siseial a8l g b e
500 L b s amgi 30 59] s 4 (gl (sloanl jgbbas oS
G = 9 0 )8 o slacn 8 cloix! glaaS b wsS o s,
S o o lolime g Gee jood s b e 0 S 4 el (ol
slacl b g loasp L ol ojlag o b st ailosls |, 8 lacs 5
éL?v‘ Lbd._:): (- kg)_:d..:w 5)J)‘J._:l) Ja_>‘5) 9 Y sau_i_..’ J9_2
laaS i LS Cemez a Sl ana s L (VY 7 il oS
20, VIE Y VA Jw 0 g VIV (VN2 Sl o gz o szl
SO Ll Y au VeV Jlu o camen ol a8 05, o jLlaml g sl 00
o]l b e i ol oV VA Ml asbinl) ool zolyél

) (S

RV
5By patde (=l daplolu g wlie (958l 59, Sy ogdle
o= gt Ay 3 [) Lsali s u‘ g 2oy A g — (6 it S, i

. Han and Windsor

.Yang

. Schultz and Peltier

. Engagement

. Brodie, llic, Juric, and Hollebeek
. Sashi

. Statista

Noubh WwWwN e



WAA pliso; F oplad F 090 iy g e aolikiad H\ 1A

Jﬁ‘ ""—’Bjﬁ‘ \(5:[_:)‘)[.’ r:g_l.c d—vgo g (Y' \e s)jﬁ ASL._MJ‘) S ob;
Ll 08, S el v g y9tb g5 09> ! o eonl sla jiagi
ol sloal glaasis oL Ik g ol ik oy jo 3 Glallas
Sl oo IS o g Bl 5 (S0 (5 o SKiSeal 45 alosls
S slacs b a S ol lis g ol plosl —iaghy 0y
sl s b jlog 3 b e 0, 5 4Bl a G850 oS
Co b ol 5l )l e e dn B850 Lol o 1T 5 g i oo slaz ]
= 09)Lc (Y\¥F sr:‘ = 61) ~.\_3)9>'L;A N O o|) u.a‘ 399 AJS_M)LSAJ
G0, YO 0y 099 Lo aS ols fLias (Y2 VF) T ygle ST,
Jw I slaizt slaas b o bas p lawgi lgooe Ll g ol
loix! laasi i (Ba by 3 o el asl pals alis b
RECHIUN] VSIS AU S| L. CES0Y PSR 2] W [P U - ‘/Jbl_lo as
J= 5l elolre L 1) ol e (Sl (a2 59) Gl 5 (K552
aS Jlsy0 ool bl oV VF Fog J) oS s, o 59,3 L g (5, l0l
Slanl 4 ws,ls a8 Ve BlosasS s, o). )_:b)lL..:).o_:
l_f A\ <6_A oola_wl 05_‘5 QS’l_’)‘)L’ Sloal (5‘)_1 6¢Lo—a.’>‘ Lgl_mdi.._m
Ao szl glaas b (ol 5l ool vl e3> jo—in Jlo ol

1. Marketing Science Institute
2.1BM

3. TrackMaven

4. Elliott



14 m e i GRSy 15 W1 (5 yiiino K] Jba >y

Sl 0ale (3L 5l 0 p9oany (st (6l 85 4 T e jslate

(TN S e sl
5 szl slaasd sl o n (958059, ooliul g il o8 ) e
9 e S APl jetate dn LaaSil (ol jo alp Do 992
Lboglan ;g loas aldll s Lagl Ly e Joalsd ool it it
e 8 5 S0 sl ele sla gy 5 Lean i Lo
iz g 9y b g ite (Sisual (silaig 5 Jutd (SsSx
L o 5 ol 00, Sy ey ol LT Tl 5 Tlog ey
039> ol 3 S5 Eee Slahgiy il g Sl alse 35S
g Gl S ) (e ;S A4Sl 0y g L oSl s
S 5yl aile (6 e (Sl s g Ll i ) solows
SV Z g TV SguSI o ¥ VY () Scan 5 T e539,—)
it LS i ol L oyl e2g (oY oy)lSam 5 V55 0
el 3l dmol gl 5 Laplyptamy 5l 500 @l sy 58
DSl Jloo sl 0)ls 892y 6 it Culd; oile (g it
el Sl Gl S plsean | grite Suls, (Y1)
56395 TIN ol as oy ol ad s ) L s e
B 58 e (Sisal (25 pleiedn 1, T (VY LSk
Oyt S lemeas |y e (Vo VV) oSl piomon 0ila s 8

. EMarketer

. Antecedents

. Consequences
. Brodie

. Malciute

. Bowden

. Wirtz

. Sashi

0O NOYUL A, WN -



WAA pliso; F oplad F 090 iy g e aolikiad H\ r

0 K] g, Glgseas | BT (VANY) ol g (YY)
Gl asls o o1y L sags La s Sl ol ol plo aslas 5
Szl s i g Lagl e 9550 50 (6 iy laiagis U

ey plel 6 e
0y 0 Lo gt (ol Jlo pa b aaS Y 0 aS 4 biolen
2 tlaiml glads b o St 5l ol mls g Loy s
g IS U RN FY N 9 L% K i H 1 FIVG EOVWOWT D -3 W L S IR
u‘)l_io.ﬁ 9 Ys_LuJﬁ_b el 00 ul_vT M-’?UO)SA b &5_.09.41 u_i’ LY
39—aS (V1) LS 9 T4 g (Y- VA) o)L g T «(Y+1Y)
s5bie 4 39290 SLaAegi Cudgdse g 0je> (yl ,O ey
S9=g0 Slaiagin ()l 1 egdle atsgel SLSH) a ity Cueges
Jlite (gl,m) alos ;S dgarmme | G gla e (slg yold 0j9o oyl jo
A_CM)_»s(Y‘\? cu‘)uAQs;uJ ‘Y’\\c su|)l_§.o.®5g59_’9
5 oostdle Jloe sl) alos ;7 55 05 L pesiiae 5l (S-S g Sguxe
=S s ola L g (Yo VA ()] )lSen 5 idoe VoV F () )LSCen
5&5_..:J5_® Jl_ucd“)_ﬁ)u.\_l‘OQ)J‘ruJ))J buYﬁ_.a.?msLms.\_)).’
yebaie du ion sl gt 4 o Lol den a5 (V1 F ()] e
asllas ol cpl ol e e s Iy 0592 oyl yo e Cngos

1. Vivek

2. Hollebeek
3. Lima

4. Liu

5. Context
6. Chen



Y) m e i GRSy 15 W1 (5 yiiino K] Jba >y

U_" )\)i—h}LA—A—’ A_As)_: 0)9—>> L)_" gD Og—>90 LgL&:J.\_AB LSCLQ.&‘
éal_> J..\_Au_as))‘)sk}as))‘oém‘l_’u_m‘ OA_NLSLMA_:JLLG
ezl glaas b 0 0 b gt (Sisual bt g Lagyl, i

gl &l

ORI Al 9 5,1 (Sl Y

(S ine (Kol —-Y

co—olislyy o sile A iy chlisee gloai b, oSSl 4> S
5 G ) Slsl L8 (Ve oA Ly 5 0 Liseg LSy 0 )8)
St (Ve T3l g ) (LMl gl 5 (Vo) - T )58l 8
o=l b oml bl a8 )5 58 () g gy 9)50 45 Cusl 40 g
(O San 5 T L) el jogigi cog—tio oy il Slonol yo pytho
37 L VA Sen 68,515 1Y o Sat 5 S g ¥+ V¥
N s il 0j> o) Sty | sla L (V414 o) LSt
5.699,) ailowsl, sl 4 (g ke (Sieel g jgmme Lol (b s
9" Sty VN E T e g ol el VY L S
(Vo1 ) Sat 5 68l 5 T VA e Sad 5 "yl &Y+ 5 L San
sl o plizmen (gt (Sivel s g gy Sl 0l b s
Jo gl 0 gy () iy o3 050 55 (515 el 5 0, o

. Fredricks, Blumenfeld, and Paris
. Rich, Lepine, and Crawford

. O’Brien and Toms

. Dessart

. thakur

. Rather

. Rossmann, Ranjan, and Sugathan
. Schivinski

. Ahn

O 0O NOULLD WN P



WAA pliso; F oplad F 090 iy g e aolikiad H\ 'Y

S ) g (oSSl (VW) L Sen 5| blp e S S
Sl alawlg d S 0 S oo iy o (B Sy; Sl g Condg
LS 5 Soya wad o &) (GPLS Jale S0 L g piie (ol
Js—b o sr—to 5)28) 5 (ible ( 3ld glacJbd |, (T (V1Y)
5 Sy ol o oy Ly Lagi ) e 45 OS5 0y Ly oSl
9950,5 55 ye (5 e (Sitnal ()8, (glmaiiz o (VIY) o)L S
Loyt iy 5 L Jlad Ly ol 81 L | 5 5 Jio s | pogite oyl
als led (F18) L Sat 5 JlagS lin 10 g 0o, Gy o ol
ezl 5 )8y gible (Bld S ale, (s te Sisal 4 S
Al go GLadle 9 50 Wiy b IRl (59, 2 (550

Slod S jgboay (Sl a3l 5 oo S lyisr 5o (Sl
OWSan 3T L0 el a8 S L 8 00 ol DLl o
sLace b 00, 58S hena b, gy e o Sideal (T-1A)
Slgi s lajlos 2 9 (5 e o 45 WS (o0 iy pai lojl (sladlering
8 e T s (s Kol bl yo il )] oS Eg,
6 5o L s g 0iS o el | ol 3 elaal Sl ¢ 4o
N S 5Tl il e losl o S L g leles iy b
S el 5 Coaog SO Sl (Siseel (VA Sl Y1 Ty
Lopd ol ol abasly an a5 (Vo) e LSe35 70599 009) w3l oo
YV S go) do5 0 7y ogas 4 Jale b Vosl SO

. Hidayanti
. Harrigan

. Rather

Liu

. Lima

. Van Doorn
. Object

NouhwN R



rv m e i GRSy 15 W1 (5 yiiino K] Jba >y

L g oFaiisymn ol gg-dg0 ol jo (Siusl g9-090 45 JL> 0
oy 00 3o Sl (S (Kol glaoi i il e (i
A ey s ) 5 8 aS al sleil celacdled b g laplesls
T ogmd S VN e )l Son 5 0090 09 Ve P g 5 59— (g )
—fose iy Ly (Siseal g (e (SiSeal oy o azeci o (V410
(so9—ie dald (el slapls) Dglaie ogpin slalsic 5l oolai il
LS o pSie | spiliten LIS

Sual pgghe 3, LS a S ax il Ledl (YY) o) )LSen g S oo
a5 azr S e Sl 1) 0,505, ol Lk bl o (g
G953y (il g IS e S ) lte g oo aBel 0 Ly (e by
ool (elsiz gladSid (lod S5z az 5 S ite ¢y 3 (S 4
BBl Gl pas sl asargly Sl ol ;0 a5 Lo
ol aalllan 55 5a5 9 iy a5 Dogliiite (Sloga ay Sl (S Bl
GleaSb d asn b g ide (Kl gl Joud JB iy o3 S ) o
il o elozz]

(Sl f i kize o Staghy iy s 4 9 boa Y ole s g
e ol i a5 ool § S 2 b Lo s 5 cloMa g (5

(o Sl il 1 oo Joe

-
[ rgess oduveslaiwl oj‘, &y %
ol a8 (oo Sl o9 3l gl i gly s
6 ien ygls g e i 25 AigKal Sl o i 37
L " ’ ] _ Loy Szl Ol yKen \
s elei] Al S aseSe A Syl 850 )0 X
gl ge 5l g S go by Gekai ol S5

1. Patterson, Yu and Ruyter
2. Carlson



WAA pliso; F oplad F 090 iy g e aolikiad H\ v

o

ouodlaswl oly

&

@0,

8l lojls g5 glac b g Dl los

S Fige S i

sl

9 iy g
Ol yKen
(Y. .‘\)

SosyLblsfay dbleg sl sags
iy iyl Gl jelaie 4y gl

Ly Kot

Ogbg 3 Jge
Y+V+)

S L gasy SO A S (g e 8, (b
loa sy las o > s, o) 518 el
Syse (A lejle (255

Sl i3,
e

9009 09
Ol yKen
(YeV+)

4w g Slejlw Ly (Sl s ol
b 2 o ) 1R 5

J Sl
oS e

RUL LRI
Y-\))

oaas (lasas glals)  gaadlb S
L 6)LSen 9 S e dy dsral> sliel oo
ROW RNV

e Sied]
Silme @alyz 5

RULCLPR Y
-\

Ly bl 45 G b bl ) (6 e

e (S
6"‘”‘&""" N

5 Ssz
FVY) >

48 sl gy b aS (g e (9550 pedaw
gl b, ey e g ol o Sl
s e b §f ol ol al g
Lo oo jg oy a S o)L 28, 9 —wlo

Bg g0 (e wul Lo pe 8y b Oles

S yin (SiSal

Splk

Sedgn
(YN

4 (5 ymiin lals @L.QL;.LJ_,A_TQ—I Lol
Sl 5 8y9 00958l (23] glwlids 5 Lag)]
calafls ol & (o555l

Sy (Sl

Fv) ol

syl g &8ly 5 48 Sl 5l 1518 ola 8,
Ay (035 el A5 Sl (g yidtin 3l ()8, ol
Az g ol oo s B 5l 1 g cenl e85

e el ol slacled

S (Sl

599085
Ql)lio.m
Y+\Y)

S glaolpiing Ly, 8 JLail 5 o8 Lie s
Olojls

9559
Ol yKen
Y-\Y)

A




PO [ selosio oS 39 55 b g oo Sisiaal Jao >0

o

ouodlaswl oly

@0,

Gk ) S a b it dpd o Blen
a3 0 &) (S L)

95°9
Ol yKen
Y-\Y)

VY

PR U ESPUIN PR PN W S g -
Exz @ Gieadle

sl 4y bles
ol &b
ol o

e g S
(Y1)

WY

sy Slelazzl ol o Ll o5 Lt

Ny

O 5 5 g
Y-\Y)

V¥

e G=yb oo el Sleladl g ,Sojlal
dd S o, f gdama o il (0,5 SIS
O Sy o )] Laogs ooy ) SIS

9 Seug o

Sobxe
(Y-\$)

[N

5 Sl 5l 18 Bl (g 2 (Sl
L s oo bl ) 5 odlalss la e By
o S by ol slaslgii 5 ol

Gt (Siea]

9 S99
OlyKen
¥\

\#

OO T SN S DS PP IO I
B2 b (5o Il loj ke 0 (6 ke

S e SiZeal

Syl

5 S 5o
Ol yKen
[AE2AD)

\Y

S dn (5545 Slo) (g i B3 Cuxsg
P oSyl g ol a ) slalyixe g e
s |y olome g 99 oo (fleiz] ladst

S o

e (il
»ipl
sl
[

9 by
XA o

A

oo e Ly (g5t (78,5 o 5 (08 L]
al>0) oloixl glmas b s ol
Laceles ol by 3, JLso g (b

(s 4> )

Sy (Sl
).) ‘.\.\).u L\
Sloasis

5 rdye
Ol yKen
Y+\A)

\4

L bl | ) (5 pie ygmi b lideo pola

PR
Ol yKen
(Y+\9)

sobdns g (i Jgidie (pad 8 0 (Sl

Ol ax9) Codl (ol G gdome S5

5 Sok
Ol yKen
Y+\)

!




WAA pliso; F oplad F 090 iy g e aolikiad H\ vy

5 alws a4 L Sidecal wal Lo in YU Jgom 1045 job oyl
5" s oo S e 08,5 ) 3 (e 48T gliste sl ey
L iyl 5 3lptio ool ;095 e o 5 (Ao TSy
@l sl 0y 5 (6 e e Sl o)l A (6 e (S
|y el Gy g 039> )b umd on £ ] o Bl &S

IS e e
bl 5 cMelss azmesi (g o (Sispel i prgiy ol ol (gl
loaSed oo 1045 995 e a3 S L 3w/ leslw L (g i
9952 L (55 (i aSusl o yomie il o0 4 Ba3 00 ) (eleix]
o sl gladld )0 s r—ie b )l 90 (ol Ly

G yimien 4SSl g oo yxin (G o § Oy (e atally (6,5 IS
ot ooyl (S STt ay 3oyl ol ity ataly ()], 4 £9,-0
Obojlow a5 bas 1y glacJled 1o 8 0 g 053 )lan po S0 (39,5
L ot assuel g 09, an 3ad s S S (oo Sal G Sl g (e
9 l2g) atl (hie L Cte wlgi o 45 0 S (o0 SISt (69 p0 0
10 0 o U (g e o Siseal Sl gLl oyl (Y-8 Tles,La

D9 oo (leizl (laasin

(G Wy pothe Sy (ylgisdy (Sidonol VY
il olasl o 1y (Hesdlis, Slazrs it (Siseel a5 Jla o
9 A.LAJJH RN ‘Q‘)IJA& 9 x.f_u.Lo)Lb) Sl OO)-{;.A_L‘? 09_‘.> a4
B8lg S U ol L Y VY agS 5 6 )lmily 718 o)L San

1. Online
2. Offline
3. Vohra and Bhardwaj



Yy m e i GRSy 15 W1 (5 yiiino K] Jba >y

2o 0525 T sl 5 pggie (il )5y (sleais azdpdy 5 LS,
ST patie So |y (6t (St S tmghy (5 Jlie Glse
el 6,55, 5 olic ou S St 4S5 435,55 L5 o (gan
NN )5 5 Gamys 99 OV VA (LS g ol T 5Bl
Sl Sty 5l K (B aS ey (VY s S s ol
s )l s hble o BLb slal Jold gamair pogie So T,
ez TN L LSen 5 S5l V1A S g o) sl S
XY 5an 5 5055 ¥+ 18 oS g

) sboizl sladSs 3 (gt (o Siomal (V) LS 5 S s
=Ry y Wd)S a0 Cdled g adble (Ll Ghils 1 Sl Jels
2 Gy Szl il (Led (V1) (oox g (6 Bl o s
P dloe )8y 5 (ble (Pt s a ol eloizl slaasis
Jols |y 0 L g ymiie (Sl (VM) ()0 5 5 1 500 (20055
Lol odbe a8, a5y Bl g ol i g 3l olal
Sl ot (g e Sl oS s el o Simgy 5 a0 (glove
g 1) il o elaim Ll )| g allie o8 i alalST 4>
A dogd 1R 5 Y18 ) K

g Lodin) 50 (Sizmel ola 45 0 b co (s0m 0z pophe Sy (SiSe]
A 5 o S ngy Al gl e el S i Lie slal_
oo Cilie Loy o 4y o] slal Lolal o 1, Sisens] il
1y Sl Baisgs jl By aS I yo oo iS pg i as ges, S
5 sible (Bl - am s jf S ite gam wiz b SO e
o 25 (G 9O L—*-’Lér’ L son S5 | o o K0s wasles 1S anogs —s3,
S g S aile ;o5 slode (¥ VY o), LSo g 55 og) aibos 5
lodSed o (Sl sl Eon (B ogata aSadiae ;3 (V4)Y)



WAA pliso; F oplad F 090 iy g e aolikiad H\ rA

A dw do oo |y ((sloizl o) pilpa o SO Wb il 7 jlas  clais]
Sg0s 4Blal gh (g3, 5 bl ol
IS e bl SaS ol ol (glaglis

sl Slal.Y oyl Jgu

K\

eolaiwld yg0 Mol

&

@,

(e g sl (2l «Jales (L)

Sisens]

Sl

(V) oole

;b oS 5h MT J=e

St (Sieel

OS5 mgille
(YV+\Y)

6)L‘Lé) ‘u_..:L..>| ‘kS"l"‘“J

St (Kol

OlSen g g0l
[AERRD)

wsboat 68 o sabole (3 ls

S (Kol

9 s S o
(XNY) 50

) ol (S

Sy b 6y  Saseuel

9 oulS S Jgo

S CEI W P SITR

St (Sieel

O 5 539
Y-\Y)

A i bl g 50

St (Sl

9 Sz
)

6)L';é) ‘Ls“’L“" ‘LS"L"“J

S b (6 s StSeal

V) Sa Jso

5y s gl o s

UPES CEW

Ogbg 9 se
-V

il S o ool Colild S pate a8

(S s ol ol
oS L ol

Siteal (8, rer St S,

299~

S e (Sl

599085
(XYY S

IR

6)1-"5)

s

OSen 5 5 9
(¥

Y




PR ] oeloia oSt 39 05 b g il Sisiaal Jao 2o

K\

oolaiuwls y30 Mol

&r*

@,

LU )| cailBliie o8 lie ilalST axg

S b (Sl

O 5 Sarg
)

WY

- ..l B >

ol}o.&bk'ré.lﬁﬁ)lf ;sm/" T

7zl g oS oS
YY)

V¥

eilds STl a4 ials (Y
[4:5‘.)3 ‘JmL:J

9 Szug o
YY) labxs

V0

d)t‘é)

S s (Siesal i3,

990 09
(Y)) o, Ken

\#

b, sible ¢ 5l

o

FaSud 9 &gl
-9

VY

B0 s eloiz! Joaed pledl 5 S 28
(leiz] Ghgp 5 B 35395 9
5 S s Fiasges ¢ sibol

Aol (s ylre

5 s5ike alls
(Y- %) Jols

A

u..x> ‘6)':5)‘3 W

20 b g e  Siseal
elaiz! (slaaSo

Sy g JIo s
YA

k!

St (Kol

IS 5 Sols
[AEARY)

5, o sible x5l

St (Sl

O g sl
Y-19)

A

Lg)l.?é) sé...'>L.~

20 ip b (g e  Siseel
sz laass

IS 5 yidse
A

Yy

o=l oty il plaS e a Sl L aes o L ¥oojleds Joaz nlpl
elin ol any 1S o g ales, S (6 AT e Sglaie (sloogeds L1 olel




WAA pliso; F oplad F 090 iy g e aolikiad H\ r

Og—ky 9 Oy 9 (V1)) S Joo a5 Sy (Jlso (6l ol o L5
ORI S U TP WWes YT P WP PR P SCE DL CES B4 SR B
Sl b (o) sl oo alliine (Yo VY) (z g (H «Sgz calonges
sl cplplo slass s oy o) ulde sl gl |y pegae
SloMaol sl den ,5 50 asul g ol sa_ioslaiwl Solite L5
0dmd S olal gl slaxla S o, S a g 4SS ol an b s
Sl ol as o, 8 Glas bl anb (e ol LS 8 50 (Sisel

D0 gl oy a3 Kiseal oyl 0 a5 glane; 4 ool (K
JoPrwdaSle ;o0 ndsnal Jg s 0 yhagin Olosl o
bﬁo)ijgw‘éuM&ﬂo)‘@fl_’dw‘rimT
ubdulu;)_b)oéuu)bu&_,b g_ri‘MT ! 00
ool Jolls sable om0, S 2o s ailos , S a5l (Ve VYY) STgJsn
Sodn a3 elws ] g cial wlal olaiel ¢ Joen ¢ Jlo 03
M‘w‘mbséw‘l_:wbk)_nla;505\_“4_‘%.‘010_’)]0)‘09;
g Sledbl o ild8 STl a3, jleadasln by, d e SSLS
g Olelan! o Lacl o Lin by g,lud) o cly o g ol oy
g)—" 5 ‘E_>09)_>9.|a>)_’ LsLQu_JLxB J.el_m ASOHLTA odusTw l.&soa)f
oS e sls o (Vo V) o, LSea 5 555 ool oo Slcloi>]
55,0 8g (65, Almg a4 S 0ilos S gl o d > S

1. Portet



¥ m e i GRSy 15 W1 (5 yiiino K] Jba >y

18 alacc s of (o), ow a5 Jls 0 098 o aisls YU s
45 By 5 aseej an azgi Ly coly o ol el 5 oS0 L elas
loojlosl g ol jo slal ol 5 S o ol o Ll ] o sl
St L o Sl 3 (ol bl 0 e i 15 i
A Bl ClS 0, ST SOY bl (Kisee] cadizee olal clois]
Ngs o ozt Jlad &S L g ol 8l 10 5 S5 (g A S STl

(Y‘ ¥ s\ w‘): 9 6‘0[;[5)

Eloia! gasl -Y-Y

oS glacols |yl gl 5l (S0 3 (Ve V) Tl g 0
a5 S e iy g (s e SLB s e ]y O sl
i S0 0 | sagas dosi Ly (sogae A ked (V) asmd e il o
SILLS ) 3 LaiyT L 45 (6,500 kS 3l (i) (1) 50isS oLyl ogime
O30 g 0g bl )| cd 10 gz g oapline a (V) g 0iS putas
sl an ol sl a5 Saw Sl )| ol (6 JAS el 5 cale aijls 0
Al Gglae Ko

gty by el laaSs an Lol (¥ - 9) il LSon o ¥ sl

ST oS e gl S e o Ly g Lid oo et il L ol 31

ol oy by adlsm Ly slainl laaSs iy oo o ciy s o

s o)L'>‘ u‘)‘)ljd—’ﬁwuﬁ)—'wbj—' él-o.a}‘ (_gLQdia_m
Gl g,y am Ko L g oS o L) Lagag g pmola (yie a2
A8 8, bls )l gousie

1. Kabadayi and Price
2. Boid and Elison

3. Profile

4. Schnider



WAA pliso; F oplad F 090 iy g e aolikiad H\ r

40 45 i Egdge (ml WIS e 0,8 i ) el (glaaS 4]
a5 el ol oyl Sl oS LB Lava g 6 Ly L5 s o o5z o8
Sloml S jie jobas |y g5 ebaizl Lot L ojlu oo 081, ol )8
S ezl ladSi 3l 6l o il ol |y Lagl g oo, 5
o 8L o Ly 5 €sslmeSms Jls an Lagyl (fuwses s
00 i oS 3l (i Jd 5l a5 (50,8 L Baes LT age 1 st
(Vo0 M aghygien) 9S8 Bl s ol sl

b el lajlw o (6t satao Lt elotial ladSd )34l
98 S i 3 Ly alyz an alse gladalw og aS Jlps
4 g pdyme 9,510 5 boas olaizl (loaSt il 3850 9 0 )5 0925 00
6553 L yazl 5 Ayl agmos bt s adlsm el il ol adlio
Lol cilooss a3ls egdge il yoaldes Uy leg-dgo oll ys cogas
DL € laesgsy L) (aseds (sloaSds oo elaiz! laasss
G535 joban -l ml Eload Al lasal> S50 00,8 (285
LaaSi 5l gz o] o aS oS o wSialy eloiz! sl ksl
O F 50655 57 elg) €lsog 5 a5 el ol oSt

b o aslyz Sl o Sl Caz by (sleia] sladSid (3
Ol Sl 00,8 (B me gaiz Ghg gz s iRgi A g
BYSVI=NUNES R SrLAW g BN P SN O I 22 L I P v T SO0
elaint laaSs oyl o 48 el ooy il o o wbdly
Syl gilwosly g1l ol

1. Haythornthwaite
2. egocentric

3. Wellman

4. Berkowitz



3 m e i GRSy 15 W1 (5 yiiino K] Jba >y

B9 R Aty —F-Y

Syt (o Fitvel ojg> 53 Lo igiy ad aiS 5 5y o jsbles
Oy el sigy a STl g ol BLST elaza] claaSids 5 oy b
bl a2y papie (ml 3l S3g0e § SzreS Sl it A pluS e
Sesolats an s (ml 5 e o 9ead Jlo (Lo N (6 iy e
SloaSd 13 0y b gt ((Sivel ojg 0 a8 S &0 slatag,
il el

el 0jg > 3 a5 olaiegy o b (Vo)) GLLSen 5 639,
5 Loy e Sl o aiols aloel elazal glaaSes 1 g yiin
Ol o asiely allf elaia] gladSis o asp L (6 i KSuwl gl
el sl o Ols—ean ald) 5 aged wlwisl Lol Jue
G s Culoy a S ool lias god 3, b el ea S8, e
Qb o (Siteal I ol azs

Sy (Sl lyie S aalllae 10 (Y NY) GLSen 5 g 055
aiBly (s imte (Sismel | ol @l (o an e S g d 0
oo S et Ay Sloxio Ly (gt (o Sisrel 45 0005 sie
as L aslllae o0l o Loyl ol aales asp a6 e (g)0lg g culs,
Lol oleimian Joms 5 9o (Sgmprmd) (sloizl a5 Sy (o)
Al o 450D cnl p3 Wip b (Sl @l Jold ks

4 5,8y olsuh e ie oo gl allas 1o (Y 10) o) LS TS5
ol € elaizl (lmaSds 15 iy Ly (g i (Sl G 5l iy
GledSi 1o (5 e Cuomw jl oads STyol glacnaine g Laa e a5 aish

1. Gummerus
2.Zheng



WAA pliso; F oplad F 090 iy g e aolikiad H\ T

A (Sl (ol 5055 0 L (g9 (Sitel Ay il o elo
ol dalg ol ed |y & s (6 e (g,l0l3g 4

= o) NS5 g gtz glail oy a « elain] (ladSmts 5 (6 i
LQUT ..\_:0)5 ol Ali_umu;‘d‘_b‘ﬁ_.:}m ..\.:u)‘ l.er.:sm‘b).: LQ)-‘*“-‘ é..?b.n]
5 ol (glo—izme w0aiiSe )5 s o Sl oMbl slalgiore 4 S a0 S lgic
2§y Sl il o g3le sl il Jol i a5 slalgioe
aieay 1)1y e g4 L il g 009 S 5 el atol glaasis
..\....B;)Ja.: 5 ‘SCLca}‘ CoaSs X b 5o L;MT Lgl"bg')‘)u:‘tf'-f-

4o gri""“’i Joeo lese o glaallas o (V1Y) LS g o ylwss
99y pogho (il (o) d €l g Loy iy s tlaizl (loasis
A G (0,55 a1y dlalas as Joled o] jo 4 ol a1 Jas
GleaSs oy b g ite o Sisusl @l lsteans |y oy 4 (s ol
RCCCI G IVES

il i e e comg 0y 3 aalllas o (Vo VA) o)L § 1y s
39109 il 38l 0 5 L (6 i —SiBerel a5 i ils ledl € g i
(VYA (S 5 )51 izt 09 oo it | 0 4 (5 l0lg 9 i
Cols) g asiy an slael Jooasl I e fan g glaalllas (o
Adls 6yt Kidual | ol gl ) (5 e

B s et gl alllae o (V4VR) )l Sen g 51, cslys o
a4 «@L’;.S 9 Lcou‘)w (8 s S 0j9> ‘SCLAA.>| sladS i )0 (6 yine
990, el T e as assls sl ) Jae g a3l paphe oyl (e

1. Dolan



*o m e i GRSy 15 W1 (5 yiiino K] Jba >y

laaSio j3 a5y L (s (Sisual gl (lyean 1) o p as s ol
A8 Sl o eloi]

GladSs oSy L g pin Siseel oje> 0 aS Slallas 3 golass YU o
g5 ol Sy B A5 1o b s 00,51 ea oo ozl elaiz]
L (s yimie (Sizenel ol g Lo, 9j90 50 (55025 gloz pae 5 ol
aslllae g (o) dm Sl Cnlpl ) 992y (elotiz laSt 3 0y
s aalllao (] 53 095 e sl ol 0je> (al 3 sl 9 g
Dgd 0dld il g9y i S ¢ SISl ol 00l

o3 (ol g, -V

izl pyle po Lo iagiy plol asS ol oty e il sl 0
ety s L sitngiy o) gl sl ol Ll il il3él b 5 oyt
- o ] 1 30,5 48 Mo ys i atils b8 Loyl ol
03,5 0 03953l (sole 5 (—Eagh (slaadl g waly S Lo o 55
sboagiagi | slasdbgloslo (o) ailss 45 olooged 4 5lS cnl il
S5 iyl aliea sLiog, S s g dims atl,| ol goibgn 3 0 ploxl
S5 iy a9 )l Sl (6 B o) Lo iagsy
OY35 o soben)

ela e, 3 (S aiiee (Voo 1) T3 Sk o Tl T 05 ¢ oy iy
8 538 Lo pagi wlidcawl § oS 5 oy p jylaie dy aS
el aalllae |8 ol faalllas 18 o i 8 yme Sl L

1. Paterson

2. Thorne

3. Canam

4. lillings

5. Meta-Study



WAA pliso; F oplad F 090 iy g e aolikiad H\ v’

sy 2 s9laie an ols slojeo j0 eal plomil iy sla S | Gee
L (V1) o 5 M ol i Slalllae (bl 5 oS5
At Jobd adlllas 1,8 S jgbas a S oS ol aalllae )8 ()
5l Sl e a8 cal Lol cod

(aels) Slalllas (slyizme (o8 Jelo) T Lo 15

(adg) Slallas puilids by, Jolos) T 2oyl 8 ™

(gl Slalllae (slaay L o) Oy s 1,3 ®

(adgl Dlalllae (glgime (S Julo) oS 5l,5 ™

Slalllae ol g mealde (59) = 9 (4S5 ©)9—odm aslllas |8 4l
ool 4y, L5 e S (sl gy o Jghite (g A5S ogets Ly 458
3l S g3 Al L 0,8 alol (Lmools 5 il ay ) Yol
9 T—oy S yl8 plosl jldaa (Ve o) (500 9 g ) 99— s
Loyl adgl (slaosls as g Lo jiogin donid g, oyl 40 Canl brodgny Sjo
ody jl Saelar (6 g 00 B0 g dyliie oul AL IS o LS
(Ve ¥ PAlSd) 39 g0 @l (w3590

9 Aoy pnd dnlie o latedn S S1E g, 3l (gt ol o
Cin by, 5 g ool 5o sl o bosli ol Giie sLa oo nS 5
ol sl S 51,8 (gl (6l (V2 2 #) T gng b g Swggloin (glal> 1o

. Bench

. Day

. Meta-Analysis

. Meta-Method

. Meta-Theory

. Meta-Synthesis

. Grounded theory

. Finfgeld

. Sandelowski and Barroso

O 0O NOULLD WN P



*v m e i GRSy 15 W1 (5 yiiino K] Jba >y

PS5BSy oS n Gy ol 4 S T 0B o
ey o=l e el ong S UL el il Lo sy
¥ 95— S oA N AV e o7 gl g (Smigglatn) ol le
il ¥ alio Slallne oL 5 g ¥ Slad] o tel L 5,

U8 5 S glmaily 5l g o g ay3o5 0 ol alllas gl
laazil, 1) Y Cois

93, Jlgu maldid 1 Sl 4l 5o

Wb s 25 T 4 Giegl SYlge Ghagh ol 5

fless” elozl (slaaSed o wip b (g itte (Sel slaglhin @
failpas cloix! slaaSss o aip b (gt Sl @l @

Sopllis Olusl g0 1093 al> 5o

5 Oz 40 ou piiie Slallae wpl iy (gooiwe 4 > o 0l o
gllaalayd g L aslllas ol 0050 e Bl calizes slaosls oL
35hLS (= Co pae pde 059 e 00l LOL Y o (gl Yl
Foobg & 35l Fa il Mo ST pls el T el 3 0l
ez A YNV Ve Gljosly (b g to sy o7 ussSd
A oolail iy oS gleesly 5l g ol aSls

. Taylor and Francis
. Sage

. Science Direct

. Emerald

. Springer

. Wiley

. Scopus

. ProQuest

OO UL WN -


https://www.proquest.com/
https://www.proquest.com/

WAA pliso; F oplad F 090 iy g e aolikiad H\ A

g (goulS slojly ¥ Joua
Goals' soily
=5 b

Consumer/Customer Engagement NS B e ] (6 e (Sieel

Consumer/Customer Brand Engagement %2 b oaS B pan 6 yitn (Sieel

Online Customer Behavior S yin L3y L3,
Digital Marketing Jeezs bk
Social Media Marketing elermt glaasis b il

9 9= plsilools (glaol ok ;o g2 (358 (gulS Clals jlosla il L
SIS Loy Ly syt L) sl s o jiaad o lalllne ol
VoY Ay (gomena 0 a6 pslaez 005 S ami o LB S
aS Al 3350 Y calin 3 90 VWF oloss oyl 5 a8 o il aalline

sy e ol 4 S

w&o Ol ul.xu‘ 9 > (Pguw 4.19)0
AL 10 sod 2l meiad lalllae LT oS o s ine Singhy a5 ol 1o
720 9955 o )8 sl Sp9— ) paz ea b gl Sl L.
39 goad B> wi i JSletren ragio Yl L a S glallas al> e
Al®) JSs Glbae o3 S atalyss 1,8 ) 050 Sl anl b
Olg—ie aiile a0y 0 a S8, 5 s pladl Oyl an Sl
Sgdise Lo pjzrb 4

pa—e Jdo d aalllas VW ialalllas lgie (Lo aabad a8



2 m e i GRSy 15 W1 (5 yiiino K] Jba >y

aslllas Y+ g ool a Gld8 LS agin OVl w U lidlgie LLS )
WD day al> 0 8)ly Sl o)z Sl

Ly s 4 slallas 5 oas o)y hallas o0cSr aljo oyl 10
bgr s (g fodge dn g L @y 50 g wi Bl gy DYl
i aalllae $9 wlalllne oo S aalllas Uy ioss 428 LS s
LSS LS g gedge 9 SYIg L oS LLS | pae s
A Ay Al e 0l iy gy sl adllas VYY) g el

oo JS5 (il an wiand (o p Slalllas (glgizee ad>ye il 5
SLS il g Wl L blslas slalllas g oo aslllas
lepxin g Jow adlfan a S Slalllae S & g0 i ol alldS
IS5 e Glalllas Gizpn g atdg 4ty S agis LS 990
a8lS S (a8 il A g wsog (8 lallas slaasdl
ot aallln Y (lallas (glyme oy Ly g o BI oy
s aallln DA 5 Wi 4SS iagis oWl Ly Las,
LA s al e 3y Sl o)

538 Slallae S 5 5 ookl L oo aicd jtdvgiy ol o5 ol
Slaaiie 15 L 3lbe oS el 5 Jae o ob sl s s
I8 i Spg S sloaiegi gy L Sl Less oS 51,8
g oo A BNS LS S 38 a3 5l L g, s 9 93y o
PRIOWNA o g e lig Ve o) ()50 g gy Voo F (o ay))
V) g a8S )18 (o Sp9e (RgTm by 15 5l Slalllas ad> 5 ()l
FY goa s A oldS LS oS sla iy, 5l oolaiul Jdo ay aallae

g oo dm dl> 1o )l il (o) (sl aalllae



WAA pliso; F oplad F 090 iy g e aolikiad H\ r

{ Yo¥ road il oYl olass }

( R
-
'L WWoiglere s ayoads o) Y slaws
\ 4 o
[ VA 008 Sl 5l el ) Slalllas sloss }
( R
> £ 008 Jds 4y oad o) SVl slaws
L )
v

[ VY dgione a3 5] oty lalllae olass }

~
k( Y dgime Judo 4y oals o) OYEs slows

\ 4

[ OA imghy Ghgy a3l ead gy Oladllas slaws }

'L VYV igimeh oy Judo 4 ool o) @Ylie slaws

\ 4

[ Y ol clllas S slass }

ol oladllae st g o1 JSCo

Ol guls gl ol ip)ke al> p
a5 0 b gt Sisval @l g Loty aen 1y al> o 0l 5o
aZ8S s 0 (g0 S Wi oo gl Fl S8 6l c e ol lallls
5 oS 5l S0 o pgghe a azgi Ly oS 18 oy B8 50 s 005800
Lo e slouS g 00 e iis baaS o SLBLS | Rou S L b aslie
95 Lo e o Firmlan S e )18 Al pogie 4 0 e 4
Sl 0 a0 L (ste (Siiel mlis g Loy piemy ploe a5
Loadsio dny ol o )0 dogy ml Nigds oo (i il sl
el (@l 5 Loy oiam) ol la s g ool o ol an ;500 L



) m e i GRSy 15 W1 (5 yiiino K] Jba >y

Fad>yo ol s oo oo (eloizl (Lo b pasp L yide
aS Cl ol ooy a lai gy 0 6 A Sas Jol polS el S5 51,8
Syl 6l 5k (g la8us

lgmiome Sl g, ScaS dmy 48 S O jgmo Jdowd ol oL (0l o
Sl oo 5l e Vo ¥ g4 ammo)0 ¢ glti S aallas YV (o,
iy Slalllae 5 elaizl (glaaSds 0 0y Ly (g i (Sie]
ol Sl Sl slaaS ety Al ey a8 sl s

oS LAl o i g Jloxd g a1 5 ey al> o
009y o=l il s Loa sl 3l (guna g4z LSS i bl oS 518 Goe
9 Uil 3g2>g0 lacdl iYL 0 2l 5 Lagsl (ruslas (gjlucdlad cys
2V o dland) coulond adpdy Laas )l g Sldes sla Jos ool
Slalllas g Lo jiogim 5l oo zl puul gl o plad ol 5l iagio
g oo dd S 15 005 g iedss wilba el wsan (B 85 0 a8 i
aliio poghe Sy 1 Lap] daaS (ol 51 Sy poghe (785 a5 43 b e
Jelase LSS ooy Sl gasasg b anly o aisd o goaiw
Joe iyl g 00, S izl ) ol Jas Jol slo i Lo sio

c sl 00 00ls lid plaS e ST s 1 g dbogs e sl gl

g Lyl i 2l L) S5 (ot 45 ola e Suld 5
OS5 S L iz 5 potie 0 0 Lagl ooy g 00
Iy (Gl ool a3 8 Loy o ol dls ), S5 g0 5l i a ST ola e
(S’l_éf 6L®)M ol 00 Os)u.—u-S L L..QUT =) ij P9 Sl alls
2 ain i iie Sl b s Lagl ey adlyys 5 Giogiy o
dasb oo ploix] glaasis



WAA pliso; F oplad F 090 iy g e aolikiad H\ rr

oS 3158 gy (2led Gvaws g Lus F Jguor

LRUE~
oy Oleds B 1 Jolon
IS IS
AV V0 Involvement S50
yAVN q Trust Slosel
AN A Customer personality e slo Sy
’ traits & e
YAl Perceived benefits oads STyl slacaiis
1210 commitment VY
1810 4 Satisfaction b,
- . consumers’ intensity | 3l e esliiul &S
) of social media use elozz! glaass
JAYAY Y Participation S e
JATAR Y Customer WOM S i
JATA Y regulatory fit e q,
2 STl elad —3)
ATR Y Perceived costs TSRS j\
- v Social influence and cloxz Gl g ladigy o
bonding 1
70 v online brand Sy oz 455 9
’ experience
s bog plks
JATA Y self-brand congruence ErrA S
TN \ Impression Sl g e
) management
. . SleMbsl 4 5Ls
yAA \ Need for information Al
P %
yAT ) Need to self-enhance WO & 5
Number of oo b
AYR! \ . oSl o Bass
RV friends/followers SIS 20
e

JATA

Perceived social risk

ol ez S,

W)




il

e oo GlBASs 53 1 b (6 phiten Srao] Joo o>y

byt
oy wlxds o 1 Joleo
. . o (mdSSH S
S8 S8
. Uncertainty Obaabl pos 5 Sl
JATA! \ K
avoidance
N \ customer social b i sloizl Jolss
) interaction with brand Sy
SNS consumtflrs’ b dolr gy ks
. communi .
AR ) . e ; loaSls o &y Slorio
identification with SM | <=7~ ihf'
brand pages elez]
wy3 . -
JRGTEN o yicte sl Jolaa
I
m \ consumgr’s & e ]
expectations
T \ consume{'s’ online S yine Lo
experience
7AA \ search of information Sledbl gy
yATA \ customer interactivity (S puden Jola
Al \ brand love Ny ghe
3 s SIS
JATA \ Concern for privacy TR ,""J;u
oy
A \ Customer-brand b g tiedal, coas
’ relationship quality Sy
o .
AT ) Telepresence STy
Need to reduce 5 Sy ilS 4 5L
JATA \ information search ! gy
and perceived risk
S B Sl
AN ) Consumption goals Sy
Lo
A \ Resources ¢
(ISCE N
LA \ Social Value T
AN | Co-Creation Value R o)




WAA pliso; F oplad F 090 iy g e aolikiad H\ Fr

byt
EW K Oledd o 1 Joleo
S8 S8
JARRS ay Eyozmo
LAVIE Brand characteristic Ay s S
7Y Ny Cugr Gillay
Brand identification 7 }m <
(S yuint
1NV Y Brand Community By g dnsl> Cogn gl
Identification
AL \ Brand reputation Ny Oy
AL \ Brand S 95 | pales
size/diversification
AL ) Brand information 3 ool anl b
usage and processes Sledl|
AN ) Experience with b (s e a2
product/brand Jgamal s
¥ \ Hedonic vs. utilitarian | J&e o -5 Jyaxe
product SO )l5 Jgama
A \ New vs. updated s 0 Wi Jgame —%
product o0l 59, 41 Jgame 5
7ED \ Product quality Jyame CouiS 3
YA \ Sya0 1 o S0s <l i -
Product reviews g0 % e S 3
Jyaze
VAL \ Brand’s symbolic Sy Cpoled o Slas
function
VALY \ _\5)..; LSLQLS)ST}';
Brand initiatives
A ) R
brand image
VAL \ &5 <Dlolas
Brand interactivity
A ) Brand quality Ny kS
LT \ e

Industry




FO [ o soloa! slnasind 19 0 b s o (Sithael Joto (210

byt
oy wlxds o 1 Joleo
S8 S8
Yy Egoxo
JARD
AT\ A Monetary incentives Sb sbsie
LYYV Information quality Sledbl coas
Environment (i.e. wsolaidl Cansg) ame
' comp.etltl.on, (o g oozl (ol
AV Y economic climate,
Political ,Social,
technological)
AT \ Competitive factors M8, Joloe
AN \ Industry Caio _i
7800 \ online er'W|ro.nment o by glacS o 3,
stimuli _3
N \ Security in social sl o ol =
media selaz! 3
%0 \ Perceived usefulness g ooliiu] SJgges
' & ease of use oads STyl (Aiedgu
Platform sloua g lo S35
AN \ characteristics & il
norms
Online Social Media b b ye log i
7510 \ Platform Related el slap il
Antecedents Ly el
doy3 . -
JRGTEN ISUETRN < i Pt
I
AR Yy Egorme
1.YYIA \e Entertaining 0diS o5 pu
AT 4 Informational b, Ml .%
A . Media type e g ) ails gl 3,
' (video, image, ...) (. _3
/AMA ¥ Intractive content sels (glgime -
AN Promotion 95 .i
AN Y Social sl




WAA pliso; F oplad F 090 iy g e aolikiad H\ r7

byt
wexd | SIS S Jolsa
0S| s e
7 YIA \ Relational lalad,
TN \ Emotional sentiment [FEP o e
of content
7YIA \ Commerciality of lgioa (92 (6l
content
YA \ Attitude toward lgioms 4 Cnss 5 55
content
1 YIA \ Purpose lgiome oo
1. YIA \ Personalization 65@@ e
ol
1 YIA \ Method of acquisition | gz eolitul sla s,
JYIA \ Posting Time lgime Jloyl o
LN ve Egame
LYY Y commitment A
VEIVO slezel
J a Trust
VENVD o ols,
) q Satisfaction
/. NY 0 Word of Mouth oy Slbls )
R v cu§t9mgr S i &S liin
participation 9,
YAYAS Y self-brand connection Spbop Jail/bls) -j)
A2t \ customer delight & e 3 j‘
AV as \ customer experience (S piin &g 5 o
AV as \ Cognitive eels 1
1AIPF ) Attitudinal 3Y 9
YAV a4 ) Emotions cablye 9 Sluluo|
AV ai \ Time ol
/Al et \ identity CogR
7 \E \ Attitugle'self- 395 A S 5,55
prediction
AV ax \ Consumer power (S i D308
AV ai \ Social capital sl ala e




FV [ o oteial slnasind 53 0 s o (Sithael Joto (210

byt
KW Oledd B S Jole
IS IS
1NEE \ Customer retention & siinn CuilgSS g Jade
. Customer lifetime S yos Jgbo b3
/NIFE \
Value
AV 4 \ social presence gzl o jga
consumers’ Sy 3l (6 yina STl
AVas \ perception of brand Sy
reputation '
customer b g yion (Siteal 3,
A4t \ engagement behavior 3y Sleis
with brand’s page '
AP \ customer attitudes SN gl lis,
’ and behaviours & e
AV ai \ Empowerment & loasadlss
1\ \ Attitude towards 9 )l & S 555
' ratings & reviews lo gosas,
Attitude towards Slgiome 4 Cos (5,55
[AVa \ user-generated S Lasgs a0y
content
RV . _
] S5 Slads o yuiie (eSSl Jolao
IS
135S ol 40wl
1NISE \ Re-sharing intention I
ST OY
AV ad \ consumer welfare S yina 03,
/AR 4 Eyome
YEIAD Ay sl
y Y\ brand loyalty RS
7 NA A (Rg) Purchase (39x6) &y 5 duad
intention 9,
JYI G Brand value Sy o) 3
1XI0 Y Brand awareness %y 5l 2T 3,
YAV Y brand love Nip b Ghe 3
AN Y Sales YC >
AN \ brand experience Ay 4,2 3
AN \ Financial Sl Coxg
ANH \ Reputational O s
JAND ) Regulatory Onls




WAA pliso; F oplad F 090 iy g e aolikiad H\ FA

byt
EW K Oledd B 1 Jolon
I I
1AV ) Competitive 8, s
1Y \ Employee e 8
TAND \ Product Y guasma
JANO ) Brand associations %y sl ye
VAN \ Brand personality Ny Camazeds
7AND \ Perceived brand Sy 5 oas Shyol cuaS
quality
7 ANB \ Attitude towards & o 5,5
product N gaxe
. Public’s impression of |  (seges Sulis/ouils
/AN \
product Jgama o)l )0
Idea generation for g gl sl o]
LANO \ improved products lods 5 oY game
and services
Flexible and calaxio g 4 LSS sl
TAND \ integrated firm Lol
[Ghad)
structure
Improved brand 905y 4tloguyy poad
7N \ image and S i b Ly Cugs
relationship with
customers
1N ) Brand involvement Ny 5 pS
7 ANS \ New product da SYgame o Sles
performance
LAINO \ Brand usage intent &y 3l oolil wad
1AV ) Willingness to pay ey 4 Jles
. Hedonic vs. utilitarian | » 059 Jyame Sl
1 AINO \ . .
product choice 825 Jgame Jilio
VAN \ Market-level changes b o 0 o
/AR NG Egomo




ra m e i GRSy 15 W1 (5 yiiino K] Jba >y

CohS JpS it al> po

o oixodlii gl kS Lk (gl ) Slobs, S iR ol 3

S92 A4S padin ime SYLe p0 oo )] L alee g sl sl onla ] )
555 0 e oo oy &

el o b g eSSl ey Jle JeeSS Gl ey Y
O Lo woais b Jos elaizl glaass pasy b g i
e U5 acb ool 55 Jnms Gl s (b o5
o=l ol mls anles el 1y ool cows 4 Jus b 09> Casdlge
el 0l il e oy, oaims Hlis (Jae s pac g

oola Wl LIS sl 5l las oo o g AF0S oL o jgdaieay Y
Sy |y sl ninse 3, 39 45 Ly LIS asli 5, 5
o3&l oaa3ds) 93 (il (e 3195 (e i St WS o
a asllae ol 10 (VWA (Lt b0 5 LS smeem) 955 s
ool LIS a3 ool o oo il omis 5 L
SS—iegh 5 S 2 DS el S sk (oo
Lo g oads olou] puplae g loaS pleal og 2 3l ML g0 (oL l5b
s ] 00,5 ol ae )0 aS gudiws o aladl () Siagy
3,8 oyl lawgs oads all)| pualae U o) Sigs dawgs oas il puslas
i 00l dlom! pualae slasy s a g L colyd 1o .canl oads anslio
Saie el oal dwle LIS el wigliie oas olog| guplao 4
Sl Sy L5 i e ] gy ne 55 LIS 45 LIS a3l
A2 o Gl Adl ;5 SL0H ST dae s domiw ol lade ax 2 0l
Ol egiy ol p0 0yl 9gzg (Baes a5 (e (g 38l55 &S
L oo g sl 0 plonl ol il aSYE ogas o o5
FAil laas o STl e pog—as 5 3395 4z 0 gl



WAA pliso; F oplad F 090 iy g e aolikiad H\ b

K 4\.._ml.‘>r.c \U""‘ u,u‘ - u,a‘ )‘)J‘r:)_’ )‘ oOLL_M:‘ L: ‘u‘Mj}J .L:.my
ol 9t SV 48 ool s ay A 58l b ] (gl A
00uS o 9 ,lASaS g ol s YU 3-3lg5 samo s ¢ /A 5 laae

el S L

aazsly &1, :pii Al> yo
Cad 1 4 Aol i dy ASYF gy azays S 3 e ol s
Wiy dad e Jalse (gt L Jad o Jalse popio ¥ o Loy iy
Vel Ceomnd 3 g loione L bad e Jalye g aiej L L e Jslse
PNl ganadib 0 b by Jalse 5 gt b das e Jule popie
Bl oo ) pagi (ol j3 S S (Lol Baa b illas ol
5 @ 5 Laghim - oST L elotrl (Lot 0 00y L (s e
Sl lgs Jome wael Cws 4 alio g oS s a2 Ly iz oo
ol 5 Laglotem 0SB L elaial ladS sy 0y L sy

ol saalive BB Y ojlas Joges 40 a5 sl Cews

1. SPSS



D) [ solea! slnasind 13 i1 s o (Sithael Joto (21 0

Sk b el Sl e Lhas
i # e
= ofle. w
= dazel W
s Ta s @ .
=z w
sat S dacai.
e g ®
= J\.—'_'—'E:fé, L
wplgis -5.3-—1-‘3‘" el tol otz Jo o0 W
el

— ol b el
s _'f'z_-{_--r' .
G dpm s e

FEpy TRy P ey ke e
E A e dazmc. w
(ol oy 1 W el = a8 w

THERE T

RN
FIE S I ]
L
1 O
O

0 3 ey ysten 3 ST b el GlodSadd 10 566 (6 phsn Sisipol o ) o903

S5 g Con —F

izl sl ;5 (g i (Sl 035> o aalllas TV adlis () o
S g adlie () 58S 18 Al Sge 5 80 (o) g dnlllaes e
&l Joe ety Sllllas o g jand g S 13 g, 5l oslinl L
lopaSms j 0y Ly (g i (o Sizmol @l 5 Loty | Ml s
2wy b gy (o Sizmel Jas lyis cm e (00,5 4| ela
5 Li o odle @lii s Lagh i 2 0SB L elotz! (slaaSt o
5 lalllne sla S g Lacinoss (oo, sl Joce g3 Ll oL

o=l 30 eS8 gy e 8ly o il 0090 By by 55 ) iy Sl oo



WAA pliso; F oplad F 090 iy g e aolikiad H\ or

sobod S5 g pledl Ly aS el oo gl sg g any |y LSl ol tgsy
| s @ @alar (Joe e (nl 50 £9590 sl g Gty Sl icie
GloaSid ;o 0 L (gt (SiSal sl e VW adlhae ol 5o
Jolss s ymiio Ly Lo e Jolie (im0 a8 sl s 4y sloz]
ouaiws lgme Ly o e Jalse 5 aiy L lad e Jalye i b das e
A pladlole e Lo das, e Jslge a5 los paie o
Sl lalxite & wiolid, & g F olaiel ¥ oS i ¥ (5,50
ooliiwl &S g glaog DlLbLi )l A ¢ szl sla Sy VY wad
son b b e e axlt ) slm e olootiz] (sladSid 5l (5 e
e g dsip Cmge B Y gu Sy sl S ) lalo e
Gl slagsin ) sl ol le ae; L o e Jdlse a0 gla e
Lo by Jslge 4Lty (sl pitio Cnled o g oMbl o iS4
o29) Bl 1ol Y o Sl Y wod S oSy ) 5l a0k e lgimo
el (glyis ¥ 5 (g ot

izl gladSd 1o asy L (g i (Sl 5l ol mlis iz oo
Jolse 9 s yia Ly s o Jalge s 99 50 a5 ot (Lalid 9,00 Y
Lo Lo, Jslge a3l 5 (sl pitio oty (gapiws i Ly Las s
SLbli)lf g ol o, VgV ol oiel ) laslo )l e oo

aslllae ol a8 aadi oy 55,V 5 (Buze) du Bl Y W s
BN 6)*—'-“" (ri.?uxj 0y 4 69_09.0 L_)L»Jn)‘ d_db 9 44[3&_.»9.9 ey
A sl e o S Lo gt L ol yiegin slea il awslic o
5 (Vo10) (LSt 5 505 (V) V) OlLSew 5 (5599 09 Slo 55—



ov m e i GRSy 15 W1 (5 yiiino K] Jba >y

o olStagh ol 4 ate ol el B3l (V417) )Sen 5 5L
29y L s itie (Sl b g Ly temy Glogi—y ol 0iils
L b e i piiin L o e Jslie sladiws o) slsizl glaasSd
S99 L aled 15 (Guiapraand Igtme L Lo g ey s dad yo 0
Sl 8 5 platgld dl ey L Laiagi ol o9 5L
osalie 1B ol 5l ol @l iz 5 (Sotol oy NSl (sla i
as 092 laganaws P (Y VF) LS 4 5 0 Jlin gl cl

G5 ) po aS aslan ks o Ll v Dled s [ game 4y L o alge
5 olonts gl (e (Kol 1y JOS A Balse (lsear Jolse ool
Jy—ame (Samzmn wile (S sl yeiie (V10) o LSen 5 5505 Ly
4S a8 a8 55 ) (e (At g A g (5 e e o b

)l gl p2l> gl b ezl
OSen 5 yidyo slaiagin L Giogiy ml o (Siteel ) ool gl
o8l oo a8y 3 A 1l S (V-18) e 5 45T, 4 (Y- )A)
Sg 0y L IS8 o e a1 Ol e il oy aoslinr S
(52me) S o Sh iy s (5oL Lol Al gl e iples sl
1 5 So b )l o s e Slatel g il gy oL
5 o2l btz gl s 1o 0y Ly griie (Sisual | Jol> mbs L
5 0s s 10 9 g olatel ol 45 axi s oLedl (F+1A) o, LS
&Sy 3 9o o Sy (53 S Gl g Sl g X
Ol 029 5 Sl 4Bl 5 (] 5 8 (g o s g slael wzyls,
ol @bt ;5 ol 3l Gl 0098 o0 90 4 () 0lg @ i Julge
L s gy ol @l L (Vo IA) )5 g oal (sl gy
W a6 3g g sleel gl (ulos) Jsloe Sl plaS pa Agiy (ol 5



WAA pliso; F oplad F 090 iy g e aolikiad H\ or

S b gyt Siual 5l aS aloan a8 5, L o glailSlos sl st

Dy se e
L Gigimy ol o)t Svomnd 50 st L s e Jalse OLo o
(VNP Ta il (Y1 0) ¥ g g il (Y1 ) o LS sl g
Db e 5 (V1) (o 9 (6 8Ly 5 (V1Y) ()L Se g Lo
Jlge a8 oy aomts (ol 095 Gl oy 0 o SR (0
old) gl wlootsl 8 liie 15,550 Joldb a5 (s L Lad ;o

Sl—og Ol bl | g cuasd Lo Thgwa i STl slacc sz
RS 5E el ((ladSds 10 0 b (6t (SiSuel o i Bl oo
S 18 g, 3l easl cws ay i yitio 5 igiy (il gl o
WS o 3l |yl ol 5 gy )

e 93 GAegi—y il Sl Ced 0 L bas e Jalse
Lo 4 wiod (olwlid (g 5do gy Smgn il 9 0 sla oS
5 Sl (V10) o )lSen 5 &)Lws 5 (V217 2ld) ) sloaiagimy
Sl ipgim 0y L had e Jlse s 0 Jlo ol ool )55
s aiile (65555 (gl i T 31 (6l A5 ol o0 oLzl (g0l
Spd s (VIS G9Sa 5 ola VNP )LSop 5 ) 0 S
g aslod e dp 3 |, (VAN LST VN E () )LSen g s j9 99) 0y
s olis pol> gl b L (ol

039> 3y Gldjigiy a5l el bl o iegiy
OLSen § S s bawgi 0 Ly (g i (Sieal ol 5 Loty

1. @ligaard

2. Andrine and Solem
3. Tafesse

4. Helme and Magnoni
5. Gong



Y m e i GRSy 15 W1 (5 yiiino K] Jba >y

W L (i o SiBual die) o 1y (gaman il Liegis ool slaaisl
S5 =l egmaran aes all)l ele asel> 4 claian] glaasl o
2 ST oladlae Japd Slzgo ailElos ualas jo L piite (gosaiws b
el o.))jT rg.m‘)B |) 039> LJ"‘

O S slatagi 38l L (megi o ol olai iy gz jle
Gegi ol soleiming Joe (ngd ) (i sla i vz e
Sl g a8 el (gloaSTyy (a5 sl iagimy slaadl Ly iy
4 GLSCl_AAP" loas i DSy L & p—iin gri"z“] 6‘)—.’ é.oL>- gs’?’)b'
Gz Ly (a0 Laadly ol ety 00 )l S Coges
gools Lay)ll) celaix! gloaasi i poin s s in Lri.«.?:...o] O9—ol
Ol eoleimiinn Jomo a0 S e 4l | Ol ds G S P BN R
atbor Faalr et lbdde & S iagh

a3 sla ibgi paots Gl ot ool ah aaS YU o assl 5l
2 ol Glaa s 0 05 L g e Situal slasiliwl gl Joe
Q—| g ‘5_.»)}01 (Sloaz) 0y slac s (el glaaiws g Laoys>
q.\.a).u °)'ef~’

Od9m Se 5 LS odle gt (il laasdl o9, e il Bk
Az eSS S p ol o ol3 1 bas,y g ol D adly
A Beal y5Late dy 095 oly S5 Aol 4 L5 oS ooliial wiilgi oo ol e



WAA pliso; F oplad F 090 iy g e aolikiad H\ b7

am Mg ol ool Jae - Bly o b cs i de (0, S
S e (Ssual 1 Jhe Jalse 6t S0 LS o SS L g
itly a3l T Al gl e 5 sloi] LaaSt 5 asy Ly
Jlss amas 0,5 ol S ole S nS an iogim (ol (sleazily

Loyl an g aiiws clail glaalos o Uil slassl il ojluwesly

Lagyl 900,58 095 b e L chooails alal,) 4igSe a5 ol anlgs oLis

il sladb p S13 St g by aape gl 8 (o s
Sl g 08,5 soliwl s b ol 5l L el el o] o1y La S geensS
laaSd e anlad solawl Lap oy ol 5l og )b i b bLS )|
ko gl dley (e Sl oldlie sl se Cusgaome (eloix]
00 Gl i Ly LSl jedate ay Lo S g (gl Sl il S an
Aigloliz] g el LaaSd ol an Lol genS 59,5 sl ol b o
el Jae s ooz lr S a il Lagl s s La S 5 o
Gogim ol 5o oot )l Jae g Laasdl cplpl 09 winls> ol (ol (6
Sge aialss 5 )b ol ul ]y o]

Aol Lo S g (5 e (Sieal gelaao 00 5L s liws y9-late 4
L b e Jslge i L das e Jdlge o it L as e Jalse (59,
Joedmamg Ly (b oS 55 pailg e L Jas e Jelge g s
iy by g ymtie (Sivel ) Jool bl atlgi oo GiRg5y il ookt
(Segi— =l Gt e dm a2 Lo 0 S (et sl 0y S
Al jelate ay aelr (g5l pl S an 95 wles oLE La SgeS
Ol ST a5 elaiz] (sladSd j3 995 0 p L (b e (9,5
Al Cews ( gloiz! gloaSiil 0 09> (6 laT ke ys 003k



ov m e i GRSy 15 W1 (5 yiiino K] Jba >y

e 0lgi e 9T (5 0ud ] Jae S (oS e el o
Sl 992 Gk Lol L5 oS SeS alisie sla S oS
7SS g | elaiz glaaS it jo ap L (gt ()0,5 aiseal
wg—rge Sl ogil 15 (B 3£ (99 j g (28 lpllasgigs]

WS glwosly 5 Ak
L (s i (il Joco ;o S b 1 asllla ool 5 aSloxlyl gl o
Jdoa g wloaia 85, Lo o el ol gl oaSi & pasp
T Lo gy 98, o dloi oy e (ol ;o S b (5 Ji5 5k
Shasles aalllas sael cws 4y Joas o ol L5l g Ko 8 sl (g9,
Oy dslllas ol o ool cws a b g Lol iy S0 Bk
00 sy LT 51 S 359 5 Cpaml gyl 5 aloaSoanys (S
s plgl glelasl b, ol jo ‘;‘f\ Olslllas 55,5 o slpiin a5 Col
llas g ol o (S Joe calllae (ol 48 ool Cwd s Jow i o
s o 5 el 5 alin ) 5L S5 5 ol b5

25 )3 Sl slaiegy slive Wiy



WAA pliso; F oplad F 090 iy g e aolikiad H\ oA

&l o i

lma il slmoa S L 5 i LLE S 51,5 (VF9) oo gl
VAP0 LV g5y S piogyy cale dolilad. Lo axug

—ld ] (IYR) L5 e o3 g el ¢ —alicl (S ¢ ol o
iz dolilad S 1,80, Sh9, Ly (oDl pie a5 00 plosl sl gy
Y- LW oy o kol

Ahn, J. & Back, K. (2018). Antecedents and consequences of customer
brand engagement in integrated resorts. International Journal of
Hospitality Management. 75, 144-152.

Azkia, M. & Tavakoli, M. (2005). Meta-Analysis of Job Satisfaction Studies
in Educational Organizations. Journal of Social Science, 27(27), 1-26.

Barger, V. Peltier. J. & Schultz. D. (2016). Social media and consumer
engagement: A review and research agenda. Journal of Research in
Interactive Marketing, 10 (4), 268-287.

Bowden, J. (2009). The Process of Customer Engagement: A Conceptual
Framework. Journal of Marketing Theory and Practice. 17 (1), 63-74.

Brodie, R. J. Hollebeek, L. D. Juric, B. & llic, A. (2011). Customer
Engagement: Conceptual Domain, Fundamental Propositions and
Implications for Research. Journal of Service Research, 14 (3), 252-
271.

Brodie, R. J. llic, A. Juric, B. & Hollebeek, L. (2013). Customer Engagement
in a Virtual Brand Community: An Exploratory Analysis. Journal of
Business Research. 66 (1), 105-114.

Carlson, J., Gudergan, S., Gelhard, C. and Rahman, M. (2019). Customer
engagement with brands in social media platforms: Configurations,
equifinality and sharing, European Journal of Marketing,53 (9), 1733-
1758.

Chen, J. Weng, R. & Huang, C. (2018). A multilevel analysis of customer
engagement, its antecedents, and the effects on service
innovation, Total Quality Management & Business  Excellence, 29
(3-4), 410-428.

Cheung, C. M. Lee, M. K. & Jin, X.-L. (2011). Customer Engagement in an
Online Social Platform: A Conceptual Model and Scale Development.
Thirty second International Conference on Information Systems,
Shanghai.


https://www.researchgate.net/journal/2040-7122_Journal_of_Research_in_Interactive_Marketing
https://www.researchgate.net/journal/2040-7122_Journal_of_Research_in_Interactive_Marketing
https://www.tandfonline.com/author/Bowden%2C+Jana+Lay-Hwa
http://www.sciencedirect.com/science/journal/01482963/66/1
https://www.emerald.com/insight/search?q=Jamie%20Carlson
https://www.emerald.com/insight/search?q=Siegfried%20P.%20Gudergan
https://www.emerald.com/insight/search?q=Carsten%20Gelhard
https://www.emerald.com/insight/search?q=Mohammad%20Mahfuzur%20Rahman
https://www.emerald.com/insight/publication/issn/0309-0566

X m e i GRSy 15 W1 (5 yiiino K] Jba >y

Chan, T. Zheng, X. Cheung, C. Lee, M. & Lee, Z. (2014). Antecedents and
consequences of customer engagement in online brand
communities. Journal of Marketing Analytics. 2 (2), 81-97.

Claffey, E. Brady, M. (2014). A model of consumer engagement in a
virtual customer environment. Journal of Customer Behaviour. 13(4),
325-346.

Cvijikj, 1.P. and Michahelles, F. (2014). Online Engagement Factors on
Facebook Brand Page. Social Network Analysis and Mining. 3 (4), 843-
861.

Dessart, L. (2017). Social media engagement: a model of antecedents
and relational outcomes, Journal of Marketing Management, 33 (5-
6), 375-399.

Dessart, L. Veloutsou, C. and Morgan-Thomas, A. (2015). Consumer
Engagement in Online Brand Communities: A Social Media
Perspective. Journal of Product & Brand Management, 24 (1), 28-42.

Dessart, L., Veloutsou, C. and Morgan-Thomas, A. (2016). “Capturing
Consumer Engagement:Duality, Dimensionality and Measurement”,
Journal of Marketing Management, 3 (5), pp. 399-426.

Dewnarain, S. Ramkissoon, H. & Mavondo, F. (2019). Social Customer
Relationship Management:  An Integrated Conceptual
Framework, Journal of Hospitality Marketing & Management, 28
(2),172-188.

Dijkmans, C. Kerkhof, P. & Beukeboom, C. (2015). A stage to engage:
Social media use and corporate reputation. Journal of Tourism
Management. 47, 58-67.

Dolan, R. Conduit, J. Fahy, J. & Goodman, S. (2016). Social media
engagement behaviour: a uses and gratifications perspective. Journal
of Strategic Marketing. 24(3-4), 261-277.

Egger, M. Smith, GD. & Phillips AN. (1997). Meta-analysis: principles and
procedures. British medical journal. 315 (7121), 1530- 1537.

Farook, F. & Abeysekara N. (2016). Influence of Social Media Marketing
on Customer Engagement.

International Journal of Business and Management Invention. 5 (12),
115-125.

Finfgeld, D, L. (2003). Meta synthesis: The state of the art—so far. Journal

of Qualitative Health Research. 13(7), 893-904.



WAA pliso; F oplad F 090 iy g e aolikiad H\ -

France, C. Merrilees, B. & Miller, D. (2016). An integrated model of
customer-brand engagement:Drivers and consequences. Journal of
Brand Management.

Gong, T. (2018). Customer brand engagement behavior in online brand
communities. Journal of Services Marketing. 32 (3), 286-299.

Greve, G. (2014). The moderating effect of customer engagement on the
brand image — brand loyalty relationship. Journal of Social and
Behavioral Sciences. 148,203 — 210.

Gummerus, J. Liljander, V. Weman, E. and Pihistrom, M. (2012).
Customer Engagement in a Facebook Brand Community. Journal of
Management Research Review, 35 (9), 857-877.

Harrigan, P. Evers, U. Miles, M. & Daly T. (2017). Customer engagement
with tourism social media brands. Journal of Tourism Management.
59, 597-609.

Harrigan, P. Evers, U. Miles, M. & Daly T. (2017). Customer engagement
and the relationship between involvement, engagement, self-brand
connection and brand usage intent. Journal of Business Research. 88,
388-396.

Helme-Guizon, A. & Magnoni, F. (2019). Consumer Brand Engagement
and Its Social Side on Brand-Hosted Social Media: How do they
contribute to brand loyalty? Journal of Marketing Management, 35
(7-8), 716-741.

Hidayanti, I. Herman, L. & Farida, N. (2018). Engaging Customers through
Social Media to Improve Industrial Product Development: The Role of
Customer Co-Creation Value. Journal of Relationship Marketing. 17
(1), 17-28.

Hollebeek, L. (2017). Developing business customer engagement
through social media engagement-platforms: An integrative S-D
logic/RBV-informed model. Journal of Industrial Marketing
Management. 81, 89-98.

Hollebeek, L. & Brodie, R. (2016). Non-Monetary Social and Network
Value: Understanding the Effects of Non-Paying Customers in New
Media. Journal of Strategic Marketing. 24, 169-174.

Hollebeek, L. Conduit J. & Brodie R. (2016). Strategic drivers, anticipated
and unanticipated outcomes of customer engagement. Journal of
Marketing Management. 32(5-6), 393-398.


https://www.emerald.com/insight/search?q=Taeshik%20Gong
https://www.sciencedirect.com/science/journal/00198501/81/supp/C

71 m e oo SlaaSauds 33 iy b g yiien SKiimel Joko o>y

Hollebeek, L. Glynn, M. & Brodie, R. (2014). Consumer Brand
Engagement in Social Media: Conceptualization, Scale Development
and Validation. Journal of Marketing Management, 27 (7-8), 785—
807.

Hutter, K., Hautz, J., Dennhardt, S. and Fiiller, J. (2013). The impact of user
interactions in social media on brand awareness and purchase
intention: the case of MINI on Facebook. Journal of Product & Brand
Management. 22 (5/6), 342-351.

Kabadayi, S. & Price, K. (2014). Consumer — brand engagement on
Facebook: liking and commenting behaviors. Journal of Research in
Interactive Marketing. 8 (3), 203-223.

Kumar, V. & Rajan, Bharath & Gupta, Shaphali & Pozza, llaria. (2019).
Customer engagement in service. Journal of the Academy of
Marketing Science. 47 (1), 138-160.

Lim, J. Hwang Y. Kim, S. & Biocca, F. (2015). How social media
engagement leads to sports channel loyalty: Mediating roles of social
presence and channel commitment. Journal of Computers in
Human Behavior. 46, 158-167.

Lima, V., Irigaray, H. and Lourenco, C. (2019). Consumer engagement on
social media: insights from a virtual brand community. Qualitative
Market Research. 22 (1), 14-32.

Liu, X. Shin, H. Burns, A. (2019). Examining the impact of luxury brand's
social media marketing on customer engagement: Using big data
analytics and natural language processing. Journal of Business
Research. 97, 268-280.

Malciute, J. & Chrysochou, P. (2013). Customer Brand Engagement on
Online Social Media Platforms: A Conceptual Model and Empirical
Analysis. 42nd European Marketing Academy  Conference .

Malhotra, A. Malhotra, C.K. and See, A. (2013). How to Create Brand
Engagement on Facebook. MIT Sloan Management Review. 54(2),
18-20.

Malthouse, E. C. Haenlein, M. Skiera, B. Wege, E. & Zhang, M. (2013).
Managing Customer Relationships in the Social Media Era:
Introducing the Social CRM House. Journal of Interactive Marketing.
27(4), 270-280.


https://www.emerald.com/insight/search?q=Katja%20Hutter
https://www.emerald.com/insight/search?q=Julia%20Hautz
https://www.emerald.com/insight/search?q=Severin%20Dennhardt
https://www.emerald.com/insight/search?q=Johann%20F%C3%BCller
https://www.emerald.com/insight/search?q=Sertan%20Kabadayi
https://www.emerald.com/insight/search?q=Katherine%20Price
https://www.emerald.com/insight/publication/issn/2040-7122
https://www.emerald.com/insight/publication/issn/2040-7122
https://www.emerald.com/insight/search?q=Vitor%20Moura%20Lima
https://www.emerald.com/insight/search?q=H%C3%A9lio%20Arthur%20Reis%20Irigaray
https://www.emerald.com/insight/search?q=Carlos%20Lourenco
https://www.emerald.com/insight/publication/issn/1352-2752
https://www.emerald.com/insight/publication/issn/1352-2752

WAA pliso; F oplad F 090 iy g e aolikiad H\ Al

Malthouse, E. C. Calder, B. Kim, S. & Vandenbosch, M. (2015). Evidence
that user-generated content that produces engagement increases
purchase behaviours. Journal of Marketing Management. 32 (5-6),
427-444.,

Marbach, J. Lages, C. & Nunan, D. (2016). Who are you and what do you
value? Investigating the role of personality traits and customer
perceived value in online customer engagement, Journal of
Marketing Management. 32 (5-6), 502-525.

Mirbagheri, S. Najmi, M. (2019). Consumers' engagement with social
media activation campaigns: Construct conceptualization and scale
development. Journal of Psychology and Marketing. 36, 376—394.

Moliner, M., Monferrer-Tirado, D. and Estrada-Guillén, M. (2018).
Consequences of customer engagement and customer self-brand
connection, Journal of Services Marketing, 32 (4), 387-399.

Mollen, A. & Wilson, H. (2010). Engagement, Telepresence and
Interactivity in Online Consumer Experience: Reconciling Scholastic
and Managerial Perspectives. Journal of Business Research.63 (9-10),
919-925.

O'Brien, H. L. (2010) .The Influence of Hedonic and Utilitarian
Motivations on User Engagement:The Case of Online Shopping
Experiences. Interacting with Computers. 22 (5), 344-352.

Pansari, A. Kumar, V. (2017). Customer engagement: the construct,
antecedents, and consequences. Journal of the Academy of
Marketing Science. 45, 294-311.

Patterson, P. Yu, T. and Ruyter, K.d. (2006). Understanding customer
engagement in services.

Proceedings of the Australian and New Zealand Marketing Academy
2006 Conference:Advancing Theory, Maintaining Relevance,
Brisbane.

Poorrezaei, M. (2016). Customer engagement: conceptualisation,
measurement and validation, PhD thesis, University of Salford.

Porter, C. E. Donthu, N. MacEIRoy, W. & Wydra, D. (2011). How to Foster
and Sustain Engagement in Virtual Communities. California
Management Review, 53 (4), 80-110.


https://www.emerald.com/insight/search?q=Miguel%20%C3%81ngel%20Moliner
https://www.emerald.com/insight/search?q=Diego%20Monferrer-Tirado
https://www.emerald.com/insight/search?q=Marta%20Estrada-Guill%C3%A9n
https://www.emerald.com/insight/publication/issn/0887-6045

v m e oo SlaaSauds 33 iy b g yiien SKiimel Joko o>y

Rather, R. Hollebeek, L. & Islam, J. (2019). Tourism-based customer
engagement: the construct,antecedents, and consequences. The
Service Industries Journal. 39 (7-8), 519-540.

Sajadi, H. (2017). Meta-Synthesis of Weak Points and Facilitators of Iran’s
National Development Plans. Journal of Studies the state, 3(10), 65-
108. (In Persian)

Sandelowski, M and J, Barroso. (2003). Toward a meta synthesis of
qualitative findings on motherhood in HIV-positive women. Research
in Nursing & Health, 26(2), 153-170.

Sandelowski, M and J, Barroso. “Handbook for synthesizing qualitative
research”, New York, NY: Springer, 2007.

Sashi, C., Brynildsen, G. and Bilgihan, A. (2019). Social media, customer
engagement and advocacy:An empirical investigation using Twitter
data for quick service restaurants. International Journal of
Contemporary Hospitality Management. 31 (3), 1247-1272.

Sashi, C. M. (2012). Customer Engagement, Buyer-Seller Relationships
and Social Media. Management Decision. 50(2), 253-272.

Shawky, S., Kubacki, K., Dietrich, T. and Weaven, S. (2019). Using social
media to create engagement: a social marketing review. Journal of
Social Marketing. 9 (2), 204-224.

Sohrabi, B. Aazami, A. & Yazdani H. (2011). The Pathology of The Research
of Islamic Manangement Based on Meta Synthesis. Journal of Publice
Administration Perspective, 2(6), 9-24. (In Persian)

Solem, B. & Pedersen, P. (2015). The effects of regulatory fit on customer
brand engagement: an experimental study of service brand activities
in social media. Journal of Marketing Management.32 (5-6), 445-468.

Tafesse, W. (2016). An Experiential Model of Consumer Engagement in
Social Media. Journal of Product & Brand Management. 25(5), 424-
434,

Thakur R. (2018). Customer engagement and online reviews, Journal of
Retailing and Consumer Services. 41, 48-59.

Tsai, W. & Men, L. (2013). Motivations and Antecedents of Consumer
Engagement With Brand Pages on Social Networking Sites. Journal of
Interactive Advertising. 13 (2), 76-87.


https://www.emerald.com/insight/search?q=C.M.%20Sashi
https://www.emerald.com/insight/search?q=Gina%20Brynildsen
https://www.emerald.com/insight/search?q=Anil%20Bilgihan
https://www.emerald.com/insight/search?q=Sara%20Shawky
https://www.emerald.com/insight/search?q=Krzysztof%20Kubacki
https://www.emerald.com/insight/search?q=Timo%20Dietrich
https://www.emerald.com/insight/search?q=Scott%20Weaven
https://www.emerald.com/insight/publication/issn/2042-6763
https://www.emerald.com/insight/publication/issn/2042-6763

WAA pliso; F oplad F 090 iy g e aolikiad H\ Al

Van Doorn, J. Lemon, K. Mittal V. Nass, S. Pick, D. Pirner, P. & Verhoef, P.
(2010). Customer Engagement Behavior: Theoretical Foundations
and Research Directions. Journal of Service Research. 13(3),253-266.

Verhagen, T. Swen, E. Feldberg F. Merikivi J. (2015). Benefitting from
virtual customer environments: An empirical study of customer
engagement. Journal of Computers in Human  Behavior. 48, 340-
357.

Verhoef, p. Reinartz, W. Krafft, M. (2010). Customer Engagement as a
New Perspective in Customer Management. Journal of Service
Research. Vol 13, Issue 3, 247-252.

Vivek, S. D. Beatty, S. E. & Morgan, R. M. (2012). Customer Engagement:
Exploring Customer Relationships Beyond Purchase. Journal of
Marketing Theory and Practice, Vol. 20, Issue 2, 122-146.

Vivek, S. D. Beatty, S. E. Dalela, V. & Morgan, R. M. (2014). A Generalized
Multidimensional Scale for Measuring Customer Engagement.
Journal of Marketing Theory & Practice. Vol. 22, Issue 4,401-420.

Vries, N. & Carlson, J. (2014). Examining the drivers and brand
performance implications of customer engagement with brands in
the social media environment. Journal of Brand  Management. 21,
495-515.

Wirtz, J. Ramaseshan, B. Ambtam, A. D. Bloemer, J. Horvath, C. Klundert,
J. v. et al. (2013),Managing brands and customer engagement in
online brand communities. Journal of Servicer  Management. Vol.
24, Issue 3, pp. 223-244.

Yang, S. Lin, S. Carlson, J. & Ross Jr, W. (2016). Brand engagement on
social media: will firms’social media efforts influence search engine
advertising effectiveness?. Journal of Marketing Management. 32 (5-
6), 526-557.

Zheng, X., Cheung, C., Lee, M. and Liang, L. (2015). Building brand loyalty
through user engagement in online brand communities in social
networking sites. Information Technology & People. Vol. 28 No. 1, pp.
90-106.


https://www.sciencedirect.com/science/article/pii/S0747563215000898?via%3Dihub#!
https://www.sciencedirect.com/science/article/pii/S0747563215000898?via%3Dihub#!
https://www.sciencedirect.com/science/article/pii/S0747563215000898?via%3Dihub#!
https://www.sciencedirect.com/science/article/pii/S0747563215000898?via%3Dihub#!
https://www.emerald.com/insight/search?q=Xiabing%20Zheng
https://www.emerald.com/insight/search?q=Christy%20M.%20K.%20Cheung
https://www.emerald.com/insight/search?q=Matthew%20K.O.%20Lee
https://www.emerald.com/insight/search?q=Liang%20Liang

