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The Evolution of Conceptual Work on Customer Engagement
Abstract
This introduction briefly reviews some of the highlights in the evolution of conceptual
work on customer engagement. It discusses the origins of customer engagement, managerial
questions, early academic research, how conceptualizations of customer engagement deepened,
the influence of empirical work, how customer engagement is related to other constructs, and some
emerging topics in customer engagement. The goal is to provide a foundation for readers to
appreciate how the conceptual papers in this book extend our theoretical understanding of
customer engagement.
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I am delighted to write an introduction to these six conceptual papers on customer
engagement. Customer engagement is a relatively new topic in marketing, but conceptual work
has advanced very rapidly over the past 15 years. In this article, I will briefly review some of the
highlights in the evolution of conceptual work on customer engagement. I offer my perspective on
the origins of customer engagement, managerial questions, early conceptual work, how
conceptualizations of customer engagement deepened, the influence of empirical work, how
customer engagement is related to other constructs, and some emerging topics in customer
engagement My goal is to provide a foundation for readers to appreciate how the current papers
extend our theoretical understanding of this exciting topic.
Origins of Customer Engagement Research
The term “customer engagement” emerged when businesses were changing very rapidly to
utilize the new capabilities of the Internet. Marketers were struggling to manage an expanded and
complex marketing mix that included new media, including social media, and new technologies.
Interestingly, the new emphasis on customer engagement (CE) primarily came from marketing
practitioners, not marketing academics – although some academics were sensitive to this shift
(Stewart and Pavlou 2002; Sawhney, Verona, and Prandelli 2005; Baumöl et al. 2016). In
retrospect, many marketing academics associated CE with the distinctive capabilities of the
Internet as a platform for enhanced reach, interactivity, and speed – although some associated it
(more broadly) with co-creation activities in a network or ecosystem (Prahald and Ramaswamy
2004).
By 2006, firms – including consultancies – were using the term to describe the myriad of
connections among brands and customers. From its infancy, managers emphasized that −although
the focal object or “target” was the customer-brand connection− customer connections and
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participation took place within a context characterized by rich media and social elements. In 2007,
CE took on a new urgency when a global survey documented that: “companies in every region, in
every sector, and across a wide range of market capitalizations, share a conviction that cultivating
a high level of CE is now a key strategic challenge” (Economist Intelligence Unit, 2007, Part 2,
p.2). About this time, articles on topics related to CE began appearing (sporadically, at first) in
almost every academic marketing journal.
I first became interested in CE at about this time. While I was serving as Executive
Director, the Marketing Science Institute (MSI) conducted in-depth interviews with our corporate
members to identify research priorities for 2010-2012. The MSI’s criteria for selecting its priorities
included: (1) importance to marketers and the potential to affect business decisions, (2) need for
more research-based knowledge, (3) potential for powerful theoretical work that would be broadly
generalizable, and (4) ability to benefit from the MSI’s capabilities in fostering collaboration
between practitioners and academics. Strikingly, executives working in both business-to-business
(B2B) and business-to-consumer (B2C) markets identified CE as a high priority.
The MSI identified CE as a key priority under the broader topic of understanding customer
behavior. MSI’s 2010-12 Research Priorities observed: “Real-time, granular information about
customers’ search, social, consumption, and purchase behavior provides opportunities for firms to
customize or co-create products, communications, and prices for individual customers at specific
points in time” (MSI 2010). The report reflected an emerging academic definition of CE (Van
Doorn et al. 2010), stating: “We consider CE to be customers’ behavioral manifestation toward a
brand or firm beyond purchase, which results from motivational drivers including: word-of mouth
(WoM) activity, recommendations, customer-to-customer interactions, blogging, writing reviews,
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and so forth.” It also noted that many firms saw CE as a route for creating, building, and enhancing
customer-firm relationships and (ultimately) improving business performance.
Managerial Questions
The MSI identified many research questions connected to CE and (more generally) evolving
customer behavior. It is useful to summarize them here because they provide insights into why
member firms supported conceptual and empirical work on this topic – as well as insights into the
evolution of academic research.


How should firms utilize information about customers’ preferences and engagement behavior
(including data from “addressable” social and mobile media) to enhance strategic planning,
market segmentation, and targeting?



Under what conditions can firms use engagement programs to build customer loyalty?



What are effective ways to integrate the factors that influence customer preference and
purchase, including need states, motivations, cognitive and emotional responses, conscious and
non-conscious processes, self-regulatory behavior, and social identities (in B2C markets), and
buying processes (in B2B markets)?



How do product, channel, relational, and market characteristics moderate the effects of
customer-to-customer interactions on customer purchase behavior? How do these change over
time?



How to build predictive models that leverage “real time” behavioral and contextual data to
successfully develop and execute marketing strategies.



How can firms assess the economic value of CE programs?
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As these questions illustrate, marketers’ interest in this topic was part of a broader interest in
the customer experience and customer journey. Moreover, firms were looking for ways to allocate
resources and influence customers along the entire path to purchase.
Academic Research Thrives
A key event in the evolution of CE research was a Thought Leadership Conference that
took place in Montabaur, Germany in September 2009. Manfred Krafft (University of Munster),
Werner Reinartz (University of Cologne), and Peter VerHoef (University of Groningen) hosted
the conference, which was entitled “Managing the Interface between Firms and Customers” (the
MSI also supported it). The conference was the third of a series of biannual events that brought
together marketing academics and practitioners to explore customer management issues.
The conference produced a Special Issue of the Journal of Service Research (JSR) in 2010.
In their introduction, Verhoef, Reinartz and Krafft (2010) highlighted the rapid increase in
published work dedicated to customer management. They also explicitly noted that CE research
focused on non-transactional behaviors – that is, behaviors beyond purchase – whereas research
on customer lifetime value and customer equity research had focused primarily on purchase
behaviors (p. 248). Later, other authors had a similar perspective (Vivek, Beatty and Morgan
2012). The papers in this issue of JSR provided a solid foundation for work over the past decade,
so it is useful to review their key ideas.


CE behaviors are non-purchase behaviors such as WOM activity, recommendations, helping
other customers, blogging, writing reviews, and legal action (Van Doorn et al. 2010). This
paper developed a conceptual framework of their antecedents and consequences,
systematically considering customer, firm, and context-based variables.
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Customer-to-customer (C2C) interactions occur via social networking sites, blogs, wikis,
recommendation sites, online and offline communities. Observational learning can be as
important as WOM, and group influences can be as important as individual influences.
Moreover, there are social system issues (e.g., roles, governance of communities) and context
issues arising from product, channel, relational and market characteristics (Libai et al. 2010).



Customers rely on information from independent and (often) very different channels (e.g., B2C
versus C2C interactions), which engenders an increased demand for a seamless experience
throughout the customer journey (Van Bruggen at al. 2010).



CE is also a form of co-creation that can transform B2C activities, such as customer
participation in the new product development process and its outcomes (Hoyer et al. 2010).



There are new ways for firms to leverage new media to successfully manage CE interactions,
via search and shopping bots, mobile technologies, recommendation systems, online
communities, peer-to-peer networks, and online auctions (Hennig-Thurau et al. 2010). They
require the measurement of customer and firm activities and outcomes to assess effectiveness.



Predictive models and analytics that link customers’ engagement to their purchase behavior
typically distinguish among different stages: customer acquisition, customer development, and
customer retention. However, there are barriers to their practical implementation, including
how to apply sophisticated analytics to big data, questions of data ownership, usability or
results, integration within company processes, and questions about where data tools should
reside within the organization or its network (Bijmolt et al. 2010).



Better frameworks are needed to evaluate customer influence and referral value and
(ultimately) link them to revenues, customer equity and business performance (Kumar et al.
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2010). These frameworks will require new metrics at the individual and collective level,
encompassing behavioral and attitudinal measures.
Verhoef, Reinartz and Krafft (2010, p. 249) illustrated how these papers tackled different
components of a conceptual model linking CE behaviors to (ultimately) firm value.
Deeper Conceptualizations
Often, there is a time lag between when an important, new research area emerges and when
published articles address it. For example, although the “dotcom revolution” took place in the
1990’s, there were few leading journal articles about marketing in computer-mediated
environments during that period. A notable exception is Hoffman and Novak’s (1996) landmark
article – other leading journal articles followed a decade later (Bart et al. 2005; Villanueva, Yoo
and Hanssens 2008). Surprisingly, conceptual work on CE proceeded much more rapidly
(Hollebeek et al. 2016).
A year after the special issue, JSR published Brodie, Hollebeek, Jurić, and Ilić’s (2011)
paper entitled: "Customer engagement: Conceptual domain, fundamental propositions, and
implications for research." Four commentaries accompanied the article (Bolton 2011; Libai 2011;
Malthouse and Calder 2011; Van Doorn 2011). This article viewed CE as “a psychological state,
which occurs by virtue of interactive customer experiences with a focal agent/object within
specific service relationships” (p. 252). It emphasized that CE was a multidimensional concept
that entailed a dynamic process, occurring under a specific set of conditions and within a
nomological network of service relationships. This article was (and is) heavily cited and its
conceptualization was very influential. However, individual papers have typically investigated
some, but not all, aspects of this conceptualization. For example, a paper might study CE’s
multidimensional nature, but ignore its dynamic nature over time (or vice versa).
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Brodie et al.’s (2011) article appeared shortly after an important and widely cited article
on service research priorities (Ostrom et al. 2010). One of the ten priorities was “enhancing the
service experience through co-creation.” I contributed the overview of this priority (p. 24), which
enumerated five key issues about co-creating service experiences that required research,
reproduced below.
1. Managing the customer experience across complex and diverse offerings, touchpoints and
customers,
2. Defining the customer role and develop methods for motivating customer contributions to
enhance service success and loyalty,
3. Driving customer/service collaboration through technology,
4. Creating, managing and measuring the impact and returns of customer communities and
5. Determining the intellectual property rights to and the pricing of co-created services.
It is noteworthy that all these issues (directly or indirectly) relate to CE – with the customer
playing a proactive role in different ways. In addition, another service research priority,
“leveraging technology to advance service,” emphasized collaboration and other CE themes.
Ostrom et al.’s (2010) article was very influential and gave an added impetus to research on CE.
In 2015, a new research team generated 12 service research priorities that carried forward many of
these themes (Ostrom et al. 2015).

Influence of Empirical Work on Conceptual Work
Empirical work on CE grew contemporaneously with conceptual work. Brodie et al.’s
(2011) conceptualization of CE can be applied equally well in physical, digital or social
environments. However, it is not a coincidence that many CE behaviors –such as search behavior,
observational learning (i.e., imitation) and WOM– are much more readily observable online than
9

offline. The Journal of Interactive Marketing (JIM) played a key role in stimulating conceptual
and empirical work on CE (e.g., Calder, Malthouse, and Schaedel 2009). Given a new title in 1997,
JIM’s editors increased the breadth and depth of the journal’s coverage of issues in electronic,
interactive, and direct marketing environments (Malthouse and Hofacker 2010). JIM extended the
forum for work on these topics beyond what other marketing journals could offer.
Many papers focused on specific online activities −such as social networking (e.g.,
Facebook, Twitter), product reviews (e.g., Yelp, FourSquare), video-sharing (e.g., YouTube,
Hulu), brand or user communities, responses to new media, online search and buying− rather than
(more broadly) on CE. An ongoing challenge for CE research is that there are a myriad of CE
metrics and analytics (Bijmolt et al. 2010; Peters et al. 2013). Since the conceptualization of CE
emphasizes that it occurs under a specific set of conditions and within a nomological network of
service relationships, different CE metrics are relevant in different contexts. For example, a scale
has been introduced that is useful for social media (Hollebeek, Glynn and Brodie 2014); it
emphasizes consumers’ self-brand connection and brand usage intent (Naidoo and Hollebeek
2016).
Empirical findings about CE were very important in spurring further conceptual work on
CE topics, including interactive services (Berry et al. 2010; Bolton and Saxena-Iyer 2009) and
customers’ responses to mobile marketing (Shankar and Balasubramanian 2009; Shankar et al.
2010). Conceptual work, in turn, stimulated further empirical work (e.g., Wünderlich,
Wangenheim, and Bitner 2013). Through this iterative process of knowledge generation, CE
became part of a broader conversation about the role of marketing and customer behavior. All
marketing journal articles published between 1995 and 2014 increasingly focused on value
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propositions and value cocreation (rather than persuasion) and on customers’ mental, experiential,
and social well-being (Cho, Fu, and Wu 2017; Hollebeek et al. 2016).

Customer Engagement and Related Constructs
When a new construct is introduced to the literature, it is always important to consider it
as part of a nomological net with other important constructs. In this way, researchers can explore
theoretical connections, as well as their similarities and differences. The conceptualization of CE
is connected to the conceptualization of other important marketing constructs, namely, the
customer experience and brand engagement. Both constructs reminded marketers (if they had
forgotten) that firms were interested in customers’ activities when the brand or firm was the target.
First, as the conceptualization of CE was evolving, the terms “customer experience” (CX)
and the customer journey became important topics in marketing. These constructs grew out of
early writings about the “experience economy (Pine and Gilmore 1998) and the “service
experience” (e.g., Hui and Bateson 1991). Both seem to have originated in marketing practice and
migrated to the academia. The CX is usually considered to include the customers’ cognitive,
emotional, social, sensory and value responses to the organization’s offerings over time, including
pre- and post-consumption (Kranzbühler, Kleijnen, Morgan, and Teerling 2017; Lemon and
Verhoef 2016; Voorhees et al. 2017).
Since it incorporated customers’ multi-dimensional responses over time, CX and the
purchase journey explicitly recognized the role of CE as a dynamic process connected (ultimately)
to customer purchases. In retailing, the term brought together customers’ responses in a multi- or
omni-channel retailing environment (Verhoef et al. 2009) which could be characterized as a
servicescape. Bitner’s (1992) research on the servicescape emphasized that customers’ responses
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were holistic and incorporated their cognitive, emotional and physiological responses to their
physical surroundings (which included people, signs, symbols, etc.) Researchers have argued that
these many “small details” of customer experiences have powerful effects on customer and
business outcomes (Bolton et al. 2014). Today, researchers are exploring customer experiences at
the intersection of physical, digital and social realms (Bolton et al. 2018).
Brand engagement is the second construct that has emerged to complement conceptual
work on CE (Sprott, Czellar, and Spangenberg 2009). Brand engagement emphasizes the personal
connection between the brand and the customer in a way that CE does not. For example, an
important stream of research within CE has focused on C2C interactions where the brand or firm
may be the target yet (at the same time) peripheral rather than central. In contrast, brand
engagement focuses on the customer’s emotional attachment to the brand and its relation to his/her
social identity, as well as his/her cognitions and preference for the brand.

Emerging Topics in Customer Engagement
As the preceding discussion has demonstrated, conceptual work on CE has broadened and
deepened over the past 15 years. The articles in this section extend this research stream in
interesting ways. The first three articles take a deep dive into a single dimension of CE and model
it in a context-rich way.


Schweiger et al. focus on the physical environment. Specifically, they consider five
atmospheric elements that influence CE: visual, auditory, olfactory, tactile and taste elements.
They explore how sensory responses can take different routes to influence WOM and purchase
behavior.



Hammedi and Leclerq focus on the digital environment. Specifically, they describe how games
are a mechanism for creating CE and making co-creation enjoyable and compelling – as well
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as helping achieving customers and firms achieve their goals. They define gamification and
identify the opportunities and challenges of using games to engage customers.


Weiger, Hammerschmidt and Scholdra focus on the social environment. Specifically, they
investigate how marketer-generated content, disseminated through social media, influence CE
behaviors. They distinguish among informative, entertaining and promotional content and
explore how they influence productive CE behavior (e.g., tweets and retweets) and
consumptive CE behavior (e.g., following a brand on Twitter or “liking” a brand on Facebook).

A major challenge of CE arises from its multidimensional, context-rich nature (Hollebeek,
Srivastava, and Chen 2019). Very little is known about how to create “seamless” experiences in
which activities are congruent with the customer context. The last two articles explore how
marketers can create experiences that are aesthetically pleasing, thematically coherent and
effective in building customer-organization connections.


Dessart and Pitardi explore how a multiplicity of interactions and activities can be
connected through storytelling to create CE. They provide a conceptual framework for
understanding how a narrative structure connects experiential elements to build
favorable associations, relevance and uniqueness that can ultimately influence purchase
decisions and behavior.



Hollebeek et al. examine how consumers with differing personality traits engage with
brands. The chapter establishes a conceptual link between consumers’ Big Five
personality traits and their engagement with brands, thereby exploring personalitybased CE. Based on a review, the authors conceptualize personality-based engagement
styles and develop a set of propositions around this new concept.

13



Chandler integrates literature on practices, engagement and service systems to provide
a holistic perspective on technological actors. While each of these topics has a rich and
interdisciplinary theoretical foundation, their links remain subject to scant investigation
to date. The author proposes that the integration of these literature streams can help
scholars and theorists clarify contemporary phenomena that have emerged because of
new roles played by technological actors in society.

I hope you will enjoy exploring the frontier of CE research in these six chapters that center
on CE Conceptualization and Conceptual Relationships. As I write, artificial intelligence, the
Internet of Things, robots, smart products, collaborative platforms, and other advances in
technology are transforming customer behavior (Benoit et al. 2017; Bolton 2019). Marketers and
service researchers will be challenged to develop the capabilities and resources to leverage
technology in ways that co-create favorable outcomes for organizations, individuals and society.
There is much more conceptual work on customer engagement to be done!

14

References
Bart, Yakov, Venkatesh Shankar, Fareena Sultan, and Glen L. Urban (2005), "Are the Drivers and
Role of Online Trust the Same for All Web Sites and Consumers? A Large-Scale
Exploratory Empirical Study," Journal of Marketing 69 (4), 133-152.
Baumӧl, Ulrike, Linda Hollebeek and Reinhard Jung (2016), “Dynamics of Customer Interaction
on Social Media Platforms,” Electronic Markets, 26 (3), 199-202.
Benoit, Sabine, Thomas L. Baker, Ruth N. Bolton, Thorsten Gruber, and Jay Kandampully (2017),
"A Triadic Framework for Collaborative Consumption (CC): Motives, Activities and
Resources & Capabilities of Actors," Journal of Business Research 79, 219-227.
Berry, Leonard L., Ruth N. Bolton, Cheryl H. Bridges, Jeffrey Meyer, A. Parasuraman, and
Kathleen Seiders (2010), "Opportunities for Innovation in the Delivery of Interactive Retail
Services," Journal of Interactive Marketing 24 (2), 155-167.
Bijmolt, Tammo H. A., Peter S. H. Leeflang, Frank Block, Maik Eisenbeiss, Bruce G. S. Hardie,
Aurélie

Lemmens

and

Peter

Saffert

(2010),

“Analytics

for

Customer

Engagement," Journal of Service Research 13 (3), 341-356.
Bitner, Mary Jo (1992), "Servicescapes: The Impact of Physical Surroundings on Customers and
Employees," Journal of Marketing, 56 (April), 57-71.
Bolton, Ruth N. (2011), "Comment: Customer Engagement: Opportunities and Challenges for
Organizations," Journal of Service Research, 14 (3), 272-274.
Bolton, Ruth N. (2019), “Service Timing: Designing and Executing Service in a Dynamic
Environment,” Handbook of Service Science, 2, Paul P. Maglio, Cheryl A. Kieliszewski,
James C. Spohrer, Kelly Lyons, Yuriko Sawatani, and Lia Patricio (Eds.), Springer
International Publishing AG, Cham., Forthcoming.

15

Bolton, Ruth N., Anders Gustafsson, Janet McColl-Kennedy, Nancy J. Sirianni, and David K. Tse
(2014), "Small Details that Make Big Differences: A Radical Approach to Consumption
Experience as a Firm's Differentiating Strategy," Journal of Service Management, 25 (2),
253-274.
Bolton, Ruth N., Janet McColl-Kennedy, Lily Cheung, Andrew S. Gallan, Chiara Orsingher, Lars
Witell, Mohamed Zaki (2018), “Customer Experience Challenges: Bringing Together
Digital, Physical and Social Realms,” Journal of Business Research, Forthcoming.
Bolton, Ruth, and Shruti Saxena-Iyer (2009), "Interactive Services: A Framework, Synthesis and
Research Directions," Journal of Interactive Marketing, 23 (1), 91-104.
Brodie, Roderick J., Linda D. Hollebeek, Biljana Jurić, and Ana Ilić (2011), “Customer
Engagement: Conceptual Domain, Fundamental Propositions, and Implications for
Research," Journal of Service Research 14 (3), 252-271.
Calder, Bobby J., Edward C. Malthouse, and Ute Schaedel (2009), "An Experimental Study of the
Relationship between Online Engagement and Advertising Effectiveness," Journal of
Interactive Marketing, 23 (4), 321-331.
Cho, Yung-Jan, Pei-Wen Fu, and Chi-Cheng Wu (2017), "Popular Research Topics in Marketing
Journals, 1995–2014," Journal of Interactive Marketing, 40, 52-72.
Dessart, Laurence and Valentina Pitardi (2019), “Story-Based Engagement in Networked
Environments: A Conceptual Framework,” In: Handbook of Research on Customer
Engagement, Linda Hollebeek and David Sprott (Eds.), Edward Elgar Publishers, page
numbers to be inserted upon publication.
Economist Intelligence Unit (2007), “Beyond Loyalty: Meeting the Challenge of Customer
Engagement,” Parts 1 and 2, London: The Economist.

16

Hammedi, Wafa and Thomas Leclerq (2019), “Co-creation and Customer Engagement: The Role
of Gamification,” In: Handbook of Research on Customer Engagement, Linda Hollebeek
and David Sprott (Eds.), Edward Elgar Publishers, page numbers to be inserted upon
publication.
Hennig-Thurau, Thorsten, Edward C. Malthouse, Christian Friege, Sonja Gensler, Lara Lobschat,
Arvind Rangaswamy, and Bernd Skiera (2010), "The Impact of New Media on Customer
Relationships," Journal of Service Research, 13 (3), 311-330.
Hoffman, Donna L., and Thomas P. Novak (1996), "Marketing in Hypermedia ComputerMediated Environments: Conceptual Foundations," Journal of Marketing, 60, 50-68.
Hollebeek, Linda D., Mark S. Glynn, and Roderick J. Brodie (2014), "Consumer Brand
Engagement

in

Social

Media:

Conceptualization,

Scale

Development

and

Validation," Journal of Interactive Marketing, 28 (2), 149-165.
Hollebeek, Linda D., Jamid Islam and Keith Macky (2018), “Personality-Based Consumer
Engagement Styles: Conceptualization, Research Propositions & Implications,” In:
Handbook of Research on Customer Engagement, Linda Hollebeek and David Sprott
(Eds.), Edward Elgar Publishers, page numbers to be inserted upon publication.
Hollebeek, Linda D., Rajendra K. Srivastava, and Tom Chen (2016), “S-D Logic-Informed
Customer Engagement: Integrative Framework, Revised Fundamental Propositions, and
Application to CRM,” Journal of the Academy of Marketing Science, Forthcoming, DOI:
10.1007/s11747-016-0494-5.
Hoyer, Wayne D., Rajesh Chandy, Matilda Dorotic, Manfred Krafft, and Siddharth S. Singh
(2010), "Consumer Cocreation in New Product Development," Journal of Service
Research, 13 (3), 283-296.

17

Hui, Michael K., and John EG Bateson (1991), "Perceived Control and the Effects of Crowding
and Consumer Choice on the Service Experience," Journal of Consumer Research, 18 (2),
174-184.
Kranzbühler, A. M., Kleijnen, M. H., Morgan, R. E., and Teerling, M. (2017), “The Multilevel
Nature of Customer Experience Research: An Integrative Review and Research Agenda,”
International Journal of Management Reviews, 20 (2), 433-456.
Kumar, V., Lerzan Aksoy, Bas Donkers, Rajkumar Venkatesan, Thorsten Wiesel, and Sebastian
Tillmanns (2010), "Undervalued or Overvalued Customers: Capturing Total Customer
Engagement Value," Journal of Service Research 13 (3), 297-310.
Lemon, Katherine N., and Peter C. Verhoef (2016), “Understanding Customer Experience
throughout the Customer Journey,” Journal of Marketing, 80 (6), 69-96.
Libai, Barak (2011), "Comment: The Perils of Focusing on Highly Engaged Customers," Journal
of Service Research 14, (3), 275-276.
Libai, Barak, Ruth Bolton, Marnix S. Bügel, Ko De Ruyter, Oliver Götz, Hans Risselada, and
Andrew T. Stephen (2010), "Customer-to-Customer Interactions: Broadening the Scope of
Word of Mouth Research," Journal of Service Research 13 (3), 267-282.
Malthouse, Edward C., and Bobby J. Calder (2011), "Comment: Engagement and Experiences:
Comment on Brodie, Hollenbeek, Juric, and Ilic," Journal of Service Research 14, (3),
277-279.
Malthouse, Edward, and Charles Hofacker (2010), "Looking Back and Looking Forward with
Interactive Marketing," Journal of Interactive Marketing, 24 (3), 181-184.
Marketing Science Institute (2010), MSI Research Priorities, 2010-2012. Cambridge, MA:
Marketing Science Institute.

18

Naidoo, Vik and Linda D. Hollebeek (2016), “Higher Education Brand Alliances: Investigating
Consumers’ Dual-Degree Purchase Intentions,” Journal of Business Research, 69 (8),
3113-3121.
Ostrom, Amy L., Mary Jo Bitner, Stephen W. Brown, Kevin A. Burkhard, Michael Goul, Vicki
Smith-Daniels, Haluk Demirkan, and Elliot Rabinovich (2010), "Moving Forward and
Making a Difference: Research Priorities for the Science of Service," Journal of Service
Research, 13 (1), 4-36.
Ostrom, Amy L., Ananthanarayanan Parasuraman, David E. Bowen, Lia Patricio, and Christopher
A. Voss (2015), "Service Research Priorities in a Rapidly Changing Context," Journal of
Service Research, 18 (2), 127-159.
Peters, Kay, Yubo Chen, Andreas M. Kaplan, Björn Ognibeni, and Koen Pauwels (2013), "Social
Media Metrics—A Framework and Guidelines for Managing Social Media," Journal of
Interactive Marketing 27 (4), 281-298.
Pine, B. Joseph, and James H. Gilmore (1998), "Welcome to the Experience Economy," Harvard
Business Review, 76, 97-105.
Prahalad, C. K. and Venkat Ramaswamy (2004), “Co-Creation Experiences: The Next Practice in
Value Creation,” Journal of Interactive Marketing, 18 (3), 5-14.
Sawhney, Mohanbir, Gianmario Verona, and Emanuela Prandelli (2005), "Collaborating to Create:
The Internet as a Platform for Customer Engagement in Product Innovation," Journal of
Interactive Marketing 19 (4), 4-17.
Schweiger, Elisa, Anne Roggeveen, Dhruv Grewal, and Nancy Puccinelli (2018), “The Impact of
Atmospheric Elements on Customer Engagement,” In: Handbook of Research on

19

Customer Engagement, Linda Hollebeek and David Sprott (Eds.), Edward Elgar
Publishers, page numbers to be inserted upon publication.
Shankar, Venkatesh, and Sridhar Balasubramanian (2009), "Mobile Marketing: A Synthesis and
Prognosis." Journal of Interactive Marketing, 23 (2), 118-129.
Shankar, Venkatesh, Alladi Venkatesh, Charles Hofacker, and Prasad Naik (2010), "Mobile
Marketing in the Retailing Environment: Current Insights and Future Research
Avenues," Journal of Interactive Marketing 24 (2), 111-120.
Sprott, David, Sandor Czellar, and Eric Spangenberg (2009), "The Importance of a General
Measure of Brand Engagement on Market Behavior: Development and Validation of a
Scale," Journal of Marketing Research, 46 (1), 92-104.
Stewart, David W., and Paul A. Pavlou (2002), "From Consumer Response to Active Consumer:
Measuring the Effectiveness of Interactive Media," Journal of the Academy of Marketing
Science 30 (4), 376-396.
Van Bruggen, Gerrit H., Kersi D. Antia, Sandy D. Jap, Werner J. Reinartz, and Florian Pallas
(2010), "Managing Marketing Channel Multiplicity," Journal of Service Research, 13 (3),
331-340.
Van Doorn, Jenny (2011), "Comment: Customer Engagement: Essence, Dimensionality, and
Boundaries," Journal of Service Research 14 (3), 280-282.
Van Doorn, Jenny, Katherine N. Lemon, Vikas Mittal, Stephan Nass, Doreén Pick, Peter Pirner,
and Peter C. Verhoef (2010), "Customer Engagement Behavior: Theoretical Foundations
and Research Ddirections," Journal of Service Research, 13 (3), 253-266.

20

Verhoef, Peter C., Katherine N. Lemon, Ananthanarayanan Parasuraman, Anne Roggeveen,
Michael Tsiros, and Leonard A. Schlesinger (2009), “Customer Experience Creation:
Determinants, Dynamics and Management Strategies,” Journal of Retailing, 85 (1), 31-41.
Verhoef, Peter C., Werner J. Reinartz, and Manfred Krafft (2010), "Customer Engagement as a
New Perspective in Customer Management." Journal of Service Research, 13 (3), 247252.
Villanueva, Julian, Shijin Yoo, and Dominique M. Hanssens (2008), "The Impact of MarketingInduced

versus

Word-of-Mouth

Customer

Acquisition

on

Customer

Equity

Growth," Journal of Marketing Research, 45 (1), 48-59.
Vivek, Shiri D., Sharon E. Beatty, and Robert M. Morgan. "Customer Engagement: Exploring
Customer Relationships beyond Purchase (2012)," Journal of Marketing Theory and
Practice, 20 (2), 122-146.
Voorhees, C. M., Fombelle, P. W., Gregoire, Y., Bone, S., Gustafsson, A., Sousa, R., &
Walkowiak, T. (2017), “Service Encounters, Experiences and the Customer Journey:
Defining the Field and a Call to Expand our Lens,” Journal of Business Research, 79, 269280.
Weiger, Welf H., Maik Hammerschmidt, and Thomas Scholdra (2019), “the Impact of Social
Media Content marketing on Productive and Consumptive Customer Engagement
Behavior,” In: Handbook of Research on Customer Engagement, Linda Hollebeek and
David Sprott (eds.), Edward Elgar Publishers, page numbers to be inserted upon
publication.

21

Wünderlich, Nancy V., Florian V. Wangenheim, and Mary Jo Bitner (2013), "High Tech and High
Touch: A Framework for Understanding User Attitudes and Behaviors Related to Smart
Interactive Services," Journal of Service Research, 16 (1), 3-20.

22

