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Tab.1 Confirmatory factor analysis
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Autonomy FRIERAEFE T LA [ ph 28T X2 b R B R e AL 0.802 15.498%%%* 0.614
WETEOT , A REHL P LA IR 0.733 14.313%%%

JH: AT RS R 5% .5 0.668 — 0.758

Competence FRAEAH P2 Sl WL IR 55 o A — o s % 0.716 12.521 %% 0.511
JARIM A IRER, kB i U= B Y 0.758 13.145% %%
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iz FRAH Bl St R AR S5 N 0 S b PR ) e 0.723 — 0.858

Feedback WEIZ RS AN GRS S T Rt 0.861 16.005%%% 0.670
TR I A AR A S P I D O R 55 0.864 16.037%+*

Hh RO B A 5 b T 0.851 — 0.866
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Tab. 2 Descriptive analysis of viarables

#4978 Construct 1 2 3 4 5 6 7 8 9 10 11 12
1 457 F5 Brand support 1.000
2 B AR Brand knowledge 0.327  1.000
3 41 /R Sense of brand community  0.298  0.349  1.000
4 H F1% Autonomy 0.394  0.352 0.065 1.000
5 AT Competence 0.561 0.426 0.545 0.403 1.000
6 =Bk )& Relatedness 0.639 0402 0399 0452 0.683 1.000
7 M4k Internalization 0.469 0.390 0.608 0.205 0.712 0.645 1.000
8 3% M Compliance 0.454 0315 0375 0321 0576 0.567 0.591  1.000
941 Cooperation 0518 0392 0340 0411 0551 0578 0.500  0.637  1.000
10 J 15 Feedback 0.447 0417 0290 038 0.510 0.503 0495 0501 0.622  1.000
11 #5 11} Helping other customers 0369 0467 0417 0300 0.514 0486 0.513 0539 0.605 0.676  1.000
12 [/ Word of mouth 0516 0423 0338 0456 0.582 0.662 0.503 0596 0.609 0.584  0.673 1.000
Y418 Mean 4784 4702 3794 5418 4388 4844 4247 4686 4959 4881 4669 4.930
FRifE2 Standard deviation 1265 1293 1436 1248 1200 1.160 1281 1179 1.146 1234 1227 1271
{Z)¥ Reliabilty 0.849 0.827 0.873 0.824 0.759 0.836__ 0.831  0.855 0.852  0.854 _ 0.868 0.897
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26~30 % 15 27.8%,31~40 & 5 18.6% .41 % L) I
4.6%. MILANE 3000 C LA T 5 44.3%, 3001~
5000 JG 15 27.5%, 5001 JCLA | 5 28.1% ., ZHH -
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%2, ARWF5Eiz F Cronbach’s a & B PEAL 28
{E ., &7 & 1Y) Cronbach’s a R = T0.7, %%Eﬁ
I AT EE

42 FiEMEET 54
AW iE H AMOS 17.0 #44%] By 12 4420048
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Tab. 3 Results of structural equation modeling

{15 Hypothesis 4% Path FrifEfL 2 %% Standardize estimate ¢ {H ¢ value 2E I Acceptance
Hla iR S R — H 7 Support — autonomy 0.445%%* 7.021 S
Hib At S R — AT 8% Support — competence 0.525%%x* 8.840 B2
Hlc Al 75— BRI Support — relatedness 0.738%%* 12.023 Bz
H2a AR — B M Knowledge — autonomy 0.226%*%* 3.780 S
H2b SR — AT Knowledge — competence 0.135%* 2.874 FE
H3a Sl AT BRI — JE R Community — relatedness 0.226%** 4.946 Y
H3b Sl AL AR I — P T 8% Community — competence 0.466%** 8.727 I
Hda H F1— 1k Autonomy — internalization 0.006 0.157 R Fy
H4b AT J— N 1k Competence — internalization 0.662%** 8.321 T
Hé4c Bk J&— M1k Relatedness — internalization 0.318%%* 5.126 &
H5a P k—3% M Internalization — compliance 0.794%** 11.381 &
H5b M k— &1 Internalization — cooperation 0.797*** 12.268 Y
H5c P 4k— i3t Internalization — feedback 0.743%%* 10.527 T
H5d N Ak— 7% Bl Internalization — helping other customers 0.796%** 12.367 X
Hse P4k — 11 8% Internalization — WOM 0.799%%** 12.509 S

VE:¥p<0.01, ***#p<0.001,
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Abstract: With the advent of Web 2.0, social media has radically altered the ways in which people
communicate, collaborate, and connect with tourism brands and other consumers. Consumers are
disseminating more information than ever before about their interests, experiences with products and
services, thoughts, and their daily interactions and activities. Marketing professionals recognize the
importance of engaging with customers, and consider customer engagement as a strategic imperative
for generating enhanced brand performance. The Marketing Science Institute also identified customer
engagement as one of the marketing research priorities for 2012 - 2014. Customer engagement
behaviors are defined as customer behaviors that extend beyond purchase and that have a brand focus
resulting from motivational drivers. However, the motivational factors that drive customer engagement
behaviors, and the mechanisms behind these factors remains to be investigated. This study proposes and
tests a model that links external factors (i.e., brand support, brand knowledge, and brand community),
needs satisfaction (i.e., autonomy, competence, and relatedness), motivation internalization, and
customer engagement behaviors (i.e., compliance, cooperation, feedback, helping other customers, and
positive word of mouth) from a perspective of self- determinant theory. Data were collected via the
Internet and social media, which are important platforms on which customer engagement behaviors
occur. Tourism brands were selected because most tourism companies have adopted engagement
strategies, and customers tend to be familiar and are able to interact intensively with such brands. Data
were managed and processed using SPSS 20.0 and AMOS 17.0 software. After the descriptive analysis,
reliability analyses, and confirmatory factor analysis were carried out, and hypotheses were tested
based on a sample of 388 customers using structural equation modeling. The results show that brand
support has significant influences on autonomy, competence, and relatedness; brand knowledge has
significant effects on autonomy and competence; brand community has significant influences on
competence and relatedness; both relatedness and competence have a significant influence on
motivation internalization; and motivation internalization in turn has significant effects on compliance,
cooperation, feedback, cooperation between customers, and positive word of mouth. This study
enriches the literature by empirically investigating the effects of customer motivations, and hence
helping uncover new facets of the “black box” of customer engagement behavior. The results have
some important implications for tourism brand managers, as well as managers in other service
industries. Tourism firms who want to engage customers should adopt several strategies to satisfy their
three basic needs of autonomy, competence, and relatedness. First, firms should provide their customers
with sufficient support, such as assisting customers when they have problems or special requests,
including emotional support. Second, customer knowledge about tourism brands is critical to their
perceptions of competence and autonomy; therefore, firms should increase customer knowledge as
much as possible, such as via customer education. Third, customers’ sense of community is also an
important factor in promoting customer engagement behaviors; as such, firms should establish some
platforms, such as virtual brand communities or social media accounts, such as microblogs, to connect
with their customers, and to help their customer interact with each other easily. Finally, in order to
promote customer engagement behaviors consistently and persistently, tourism firms should have a
deep understanding about the entire range of customer engagement behaviors, which comprises a chain
of “situational factors-need satisfaction-motivation internalization-behaviors”.

Keywords: customer engagement behaviors; social media; self- determinant theory; motivation
internalization
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