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Abstract 

 
Background In the advent of multi-sided platforms defying traditional business models, 
  sustaining long-term scale and success of platforms remains a great 
  challenge to date. At the same time, customer engagement prevails as a 
  superior factor enhancing customer loyalty in the current relationship 
  marketing theory. Hence, utilizing customer engagement as a social tool to 
  attract and sustain users could pose an appropriate answer for the struggles 
  of platform businesses.  
Purpose The purpose of this study is to validate context-specific relationships of 
  customer engagement within a nomological network for multi-sided 
  platform settings. By doing so, we particularly want to investigate context-
  specific antecedents in MSP settings leading to customer engagement and 
  subsequently test its potential outcome of the continued use of the platform. 

Approach  By employing the pioneering example of Korea’s ubiquitous multi-sided 
  platform KakaoTalk, we constructed a context-specific nomological 
  network around customer engagement based on the platform’s perceived 
  functionalities and characteristics. Applying structural equation modeling, 
  we investigated our theorized path relationships between the major  
  constructs of our research model. 

Findings  Our results suggested that the theorized context-specific nomological 
  network around customer engagement can be validated in multi-sided 
  platform settings. Hereby, customer engagement functioned as a strong 
  predictor of user loyalty without being influenced by other relational 
  constructs represented by relationship commitments. Additionally, a 
  platform’s utility and especially its social experience embodied substantial 
  factors that initially lead to customer engagement in the first place. 

Conclusion  Implications for this study contribute to both practitioners and scholars. 
  While platform managers are guided with practical ideas to exploit  
  customer engagement, the general literature of customer engagement is 
  supported with a contextual study validating the applicability of the 
  nomological network around customer engagement in the setting of multi-
  sided platforms. 

  



 
 

 
 

III 

Table of Content 

Figures.................................................................................. V 

Tables ................................................................................... V 

1. Introduction ....................................................................... 1 
1.1 Prologue ........................................................................................... 1 
1.2 Background ...................................................................................... 2 
1.3 Problem Statement ........................................................................... 4 
1.4 Purpose ............................................................................................ 5 
1.5 Intended Contributions ..................................................................... 5 

2. Literature Review ............................................................. 6 
2.1 Multi-Sided Platforms ....................................................................... 6 
2.2 The Importance of CE in MSP Settings ............................................ 7 
2.3 The Conceptualization of Customer Engagement ............................ 9 
2.3.1 Relevance and Confusion ............................................................. 9 
2.3.2 CE Dimensions ............................................................................ 10 
2.3.3 Customer Engagement Contextuality .......................................... 12 
2.4. Nomological Network .................................................................... 12 
2.4.1 Antecedents ................................................................................ 14 
2.4.2 Relationship Commitments ......................................................... 15 
2.4.3 Consequences ............................................................................ 16 

3. Hypothesis Development .............................................. 18 
3.1 Perceived Utility .............................................................................. 19 
3.2 Perceived Experience .................................................................... 20 
3.3 Perceived Sociality ......................................................................... 22 
3.4 Relationship of Customer Engagement and Continued Use .......... 24 
3.5 Mediating Effect of Relationship Commitments .............................. 25 

4. Methodology ................................................................... 28 
4.1 Research Philosophy ..................................................................... 28 
4.2 Research Design ............................................................................ 29 
4.3 Theory Collection ........................................................................... 31 
4.3.1 Literature Review Process .......................................................... 31 
4.3.2 Variable Definition ....................................................................... 32 
4.4 Data Collection ............................................................................... 33 
4.4.1 Item Selection .............................................................................. 33 
4.4.2 Sampling and Access .................................................................. 35 
4.5 Quality of Research ........................................................................ 35 
4.5.1 Validity ......................................................................................... 36 
4.5.2 Reliability ..................................................................................... 37 
4.5.3 Ethical Concerns ......................................................................... 37 
4.6 Structure of Analysis ...................................................................... 38 

5. Results ............................................................................ 41 
5.1 Data Screening Analysis ................................................................ 41 
5.2 Measurement Model Analysis ........................................................ 42 
5.3 Model Fit Analysis .......................................................................... 44 



 
 

 
 

IV 

5.4 Structural Model Analysis ............................................................... 46 

6. Conclusion ...................................................................... 48 
6.1 Summary of Results ....................................................................... 48 
6.2 Discussion ...................................................................................... 49 
6.2.1 Utilitarian and social experience effects on CE ........................... 49 
6.2.2 Relationship between CE and Continued Use ............................ 51 
6.3 Contributions .................................................................................. 52 
6.3.1 Theoretical Implications ............................................................... 52 
6.3.2 Managerial Implications ............................................................... 53 
6.4 Limitations ...................................................................................... 55 
6.5 Future Research ............................................................................. 56 

7. Concluding Remarks ..................................................... 57 

Reference List ..................................................................... 58 

Appendices ......................................................................... 68 
Appendix 1: Illustration of Kakao Friends Store phenomenon ............. 68 
Appendix 2: Translated Survey Questions ........................................... 69 
Appendix 3: Structural Path Model of Proposed Hypotheses .............. 76 
Appendix 4: Confirmatory Factor Analysis Model ................................ 77 
Appendix 5: EFA Outputs SPSS .......................................................... 78 
Appendix 6: Reliability Outputs SPSS .................................................. 80 
Appendix 7: Skewness and Kurtosis SPSS Outputs ............................ 83 
Appendix 8: Multicollinearity Output SPSS .......................................... 85 
Appendix 9: Common Method Bias Output SPSS ............................... 86 
Appendix 10: CFA Model Fit Output AMOS ......................................... 87 
Appendix 11: SEM Model Fit Output AMOS ........................................ 88 
Appendix 12: SEM Path Model Analysis Output .................................. 89 
Appendix 13: Post-Hoc Analysis Output AMOS ................................... 92 



 
 

 
 

V 

Figures 

Figure 1: Toolbox for the Nomological Network in MSPs ................................. 14 

Figure 2: Context-specific Nomological Network  

  for the MSP KakaoTalk ....................................................................... 27 

Figure 3: SEM Analysis results of the context-specific  

  nomological network for  the MSP KakaoTalk ................................... 49 

 

Tables 

Table 1:  Question items in the study ..................................................................... 34 

Table 2: Descriptive statistics, convergent validity,  

  internal consistency and reliability ......................................................... 43 

Table 3:  Model fit indices for the Confirmatory Factor Analysis  

  and the Structural Equation Modelling ................................................... 45 

Table 4:  Correlation Matrix of major constructs ................................................... 46 

Table 5:  Results of hypotheses testing through SEM ........................................... 47 



 
 

 
 

1 

1. Introduction 

 1.1 Prologue 

When walking over the main shopping street in Seoul’s trendiest district Hongdae, a five-story 

building cannot escape from notice. Outside, you can see meter-long queues of Koreans from 

every age blocking most parts of the road.  It is clear, that you cannot simply circumvent this 

spectacle and instead you have to dive deep in to get a better understanding of what is actually 

going on. Of course, that is what we did on our first day while our semester abroad in Korea. 

After queueing up, we saw that all Korean bystanders were showing each other things on their 

smartphones. Many young girls were giggling behind their hands covering their mouth. Some 

sort of positive excitement was lying in the atmosphere. When we finally went into the store, 

the whole situation did not change. We were surrounded by shelves full of funny and really cute 

characters. You can find a broad range of merchandise from teddy bears over headphones to 

toilet seats. People were taking pictures with oversized character figures and leaving the store 

with bags full of hardly snagged shopping items. To illustrate the magnitude of this 

phenomenon, we inserted pictures of a Kakao Friends Store in Appendix 1. 

On the next day, we discovered the source of all that enthusiasm when we were introduced to 

the mobile instant messaging (MIM) service KakaoTalk. Apparently, the merchandised 

characters are the self-developed emojis of KakaoTalk that were derived from a very popular 

game of its directly-connected gaming platform Kakao Game. From this day onwards, we were 

constantly engaged with the MIM and were impressed by its huge impact and success in the 

society. 

After its launch in 2010, KakaoTalk reached a market share of way over 90% and therefore 

illustrates the most-widely used messaging service in South Korea (Kim, 2017). Today, with 

its over 150 million worldwide users, KakaoTalk became the most frequently used MIM in the 

world with around 13 billion sent messages per day (Oghuma, Libaque-Saenz, Wong & Chang, 

2016). In 2017, KakaoTalk generated nearly $850 million in revenue with a remaining net profit 

of $62 million (Kakao Corp, 2018a). 

Nevertheless, KakaoTalk is not a simple MIM anymore. Instead, it has developed into a multi-

sided mobile platform (MSP) that incorporates various services in one ecosystem. The 

centerpiece of that ecosystem is the KakaoTalk application itself hosting the mainly used 

services. However, it further includes several peripheral applications that complete the service 
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range of the MSP (Jin & Yoon, 2016). Until today, it introduced 36 different services with the 

notion of tendency rising (Kakao Corp, 2018b). By offering services from ordering a taxi, 

ordering food from nearby restaurants or sending online gift vouchers to friends, KakaoTalk 

connects different user groups with services and products more efficiently and therefore 

simplifies the daily life of Koreans (Eisenmann, Parker & Van Alstyne, 2006). Expanding from 

a MIM service to offering a wide variety of everyday life services, KakaoTalk manifested itself 

as a ubiquitous part of Korean society that is accessible from everywhere at any time. This 

unique characteristic resulted in KakaoTalk’s unparalleled customer engagement and user 

loyalty (Kim, Kim & Wachter, 2013). 

In comparison to western societies, where people are used to having several applications for 

different services, Korean society already profits from the convenience factor of having a 

centralized platform to manage daily life activities (Kim, 2017). In consequence, our interest 

was intrigued to study more about multi-sided platforms (MSP), why people in Korea were so 

enthusiastic about the service and which perceived characteristics and functions of KakaoTalk 

created the platform’s indispensable stance in society. 

 1.2 Background 

The pioneering example of KakaoTalk perfectly fits into the increasing trend of MIM services 

evolving into multi-sided platform (MSP) businesses (Oghuma et al., 2016). Other research 

talks about this development as the rise of mobile applications and digital platforms 

(Viswanathan, Hollebeek, Malthouse, Maslowska, Kim & Xie, 2017) enabled through modern 

information and communication technologies (Hagiu, 2009). Tan, Tan, Lu and Land (2017) 

therefore speak about a new form of digital disruption since digital platforms improve the access 

to services or information and hence create a more efficient process of communication between 

sellers and buyers.  

Due to this disruptive nature, platforms have the ability to immensely impact the landscape of 

the current marketplace. However, famous success stories easily tend to overshadow the 

struggle behind the process of establishing a platform business (Van Alstyne, Parker & 

Choudary, 2016). 

In this context, one pressing challenge for platforms is reaching a critical mass of end-users 

who in turn attract and sustain other customer groups (Zhao & Balague, 2015; Dovaliene, 

Piligrimiene & Masiulyte, 2016; Tarute, Nikou & Gatautis, 2017). Hence, as MSP businesses 
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are dependent on scale to generate high profits and adopt more potential services to further 

grow the platform (Eisenmann et al., 2006; Jin Zhang, Lichtenstein & Gander, 2015), they need 

to build strategies for managing themselves so that users will be attracted and stay committed 

over time (Gawer & Cusumano, 2008). 

While literature recognized MSPs’ need of capturing end-users on to the platform, it is 

simultaneously acknowledged that customer engagement (CE) can pose an essential success 

factor of digital environments through facilitated customer loyalty (Verhagen, Swen, Feldberg 

& Merikivi, 2015). Thereby, CE can be used as a strategic tool to establish relationships with 

customers not only attracting new users to the platform but especially maintaining existing ones 

to guarantee future profitability (Cheung, Lee & Jin, 2011). Nonetheless, to this date, the 

utilizability of this tool remains unexploited owing to the ambiguity in the CE theory 

(Maslowska, Malthouse & Collinger, 2016). 

When unfolding this discrepancy, existing literature already debates a twofold view in the origin 

of CE. While one research stream examines CE as a behavioral state to advocate a focal brand 

(e.g. van Doorn et al., 2010), other studies define CE as a psychological state that is composed 

of emotional and cognitive activities towards a brand (e.g. Hollebeek, 2011). Although most 

researchers recognize both states (Brodie, Hollebeek, Juric & Ilic, 2011), still no overall 

consensus is reached about the dimensionality of cognitive, emotional and behavioral activities 

of CE (Dessart, Veloutsou & Morgan-Thomas, 2016). 

Furthermore, CE is embedded in a so-called nomological network. This network can be 

characterized as a process in which specific factors build upon each other to form a flow of 

causalities. More precisely, scholars define these factors as antecedents leading to CE and 

consequences as resulting outcomes of CE. Through this nomological network view, CE itself 

becomes the center part of a process framed by antecedents and consequences (Brodie et al., 

2011).  

This leads us to the second confusion in the CE theory. Although this basic outline of the 

framework has been approved in literature, the nomological network around CE is situated in 

its infancy with enormous disarray about what actually constitutes the antecedents and 

consequences (Dwiwedi, 2015; Maslowska et al., 2016; Tarute et al., 2017). Literature has tried 

to explain this confusion of causalities in the framework for various reasons. Nevertheless, the 

most striking argument is that recurring factors in CE literature such as satisfaction, trust, 

participation or involvement can be labeled as either antecedents or consequences (e.g. 

Hollebeek, 2011; van Doorn et al., 2010). Furthermore, all these factors describe very broad 

concepts that are per se universal in their usage (Brodie et al., 2011). Even though this ambiguity 
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of antecedents and consequences has already been discovered from the beginning of CE 

literature (Brodie et al., 2011; van Doorn, 2011), researchers conceptualizing CE intentionally 

created frameworks that could be transferable applied in several contexts (Bowden, 2009). As 

a result, the status quo of the nomological network around CE lacks clarity in mutual and 

context-oriented definitions (Leckie, Nyadzayo & Johnson, 2016; So, King, Sparks & Wang 

2016; Braun, Batt, Bruhn & Hadwich, 2016).  

Supporting the demand for contextuality of CE, Hollebeek (2011) claims that engagement can 

be found in various disciplines and therefore can take different forms and expressions. 

Conclusively, Brodie et al. (2011) call for more studies in a wide range of contexts to further 

elaborate the concept of CE.  

 1.3 Problem Statement 

Resulting, from both introduced research fields of multi-sided platforms and customer 

engagement, we can identify that both concepts are clearly overlapping as customer 

engagement proposes a relevant answer to MSP’s greatest challenge of reaching and 

maintaining a large scale of users (de Oliveira & Cortimiglia, 2017). Hence, we surprisingly 

detected that there is in fact only a little number of studies addressing the connection between 

both concepts. On the one hand, we can identify studies that illustrate motivations to 

continuously use an MSP but disregard the important aspect of CE in it (Kim & Kang, 2016; 

Oghuma et al., 2016; Kim, 2017). On the other hand, there are studies that cover CE’s 

significant role in online or mobile environments, but do not particularly look at the special 

business model of MSPs (Kim, Kim & Wachter, 2013; Dovaliene et al., 2016; Leckie et al., 

2016; Tarute et al., 2017). 

We believe that this above-mentioned gap in the literature is rooted in the general disorientation 

concerning the nomological network components in CE. Due to an over-generalized nature of 

the framework, determining the impact of CE in the context of digital platforms is posing a 

great challenge (Dessart et al., 2016). Although the major consequence in this context can 

already be identified as user loyalty since it is mostly used in studies concerning MSPs (Kim & 

Kang, 2016; Kim, 2017), it has never been connected to the network of CE yet. Additionally, 

even more incoherence is evident for the antecedents of CE in MSP settings because the process 

of how to reach CE in online platforms still remains unconnected to date (Breidbach & Brodie, 

2017; Wirtz et al., 2013). Leading these arguments back to the whole nomological network of 
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CE, it can be concluded that research to this date has not been able to attain mutual ground 

when it comes to interlink the context-specific framework components of CE in MSP settings. 

Concluding, neither the correlation of MSP-specific factors that lead to CE in platform 

businesses nor the potential impact of CE on customer loyalty has yet been discovered in 

existing literature. 

 1.4 Purpose 

The purpose of this study is to utilize the pioneering example of KakaoTalk as a platform that 

evidently created customer engagement with its users. By doing so, we want to clarify and 

measure the context-specific relationships within the nomological network around CE for MSP 

settings. In particular, the antecedents that enhance CE, as well as the ultimate outcome of 

continued use, are taken into closer consideration. Conclusively, this leads to our following two 

research questions: 

 

1. What antecedents trigger CE and how do they impact CE in MSP settings? 

2. What is the impact of CE on user loyalty in MSP settings? 

 1.5 Intended Contributions 

Potential contributions of this study are twofold. First, by looking at Whatsapp’s or Facebook’s 

efforts to increase the service range for their users (Schürmann, 2018; Wagner, 2018), a clear 

trend towards multi-sided platforms is also evident in western environments already. It can be 

argued that today's customers are increasingly mobile and social and thereby challenging 

platforms to respond to these changes and most of all make better use of mobile environments 

to engage their users (Tarute et al., 2017). Therefore, clarifying the concept of CE as a social 

tool to increase user loyalty, practitioners get insights into creating more engaging platforms 

for their users and thereby establishing a long-term success for themselves (Cheung et al., 2011; 

Eisenmann et al., 2006). Second, our study is additionally motivated through the overall 

confusion of the nomological network in the CE theory. Thus, from a scholar’s perspective, 

further enriching the field of CE with a context-specific and quantitative examination of MSPs 

answers this gap in the literature (Sashi, 2012; Dessart et al., 2016). 
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2. Literature Review 

___________________________________________________________________________ 

This chapter outlines the theoretical foundation of our thesis. First, we will elaborate on the 

pressing challenges of MSPs and how these can be regulated by the utilization of CE. In the 

second step, the concept of CE will be taken into closer consideration in order to unwind the 

existing confusion. Finally, we will identify the required components that are essential for the 

nomological network around CE in MSP settings. 

 2.1 Multi-Sided Platforms 

Since MSPs get more and more importance in the current literature due to an increasingly 

digitalized world (Tan et al., 2017) and the simultaneous trend of MIMs evolving into multi-

sided platforms (Oghuma et al., 2016), our research demands for an initial understanding of 

MSPs and their underlying concepts.  

First, MSPs represent a special kind of business model compared to the traditional 

understanding where value is mostly created in only one direction from a company to the 

consumer (Sashi, 2012; Eisenmann et al., 2006). In contrast, through the mediating factor of 

modern information and communication technology (Hagiu, 2009), platforms can connect more 

than one customer group with different services or products which ultimately leads to a higher 

number of reciprocal relationships among each involved actor (Rumble & Mangematin, 2015). 

In consequence, handling platforms can comprise interactions and interdependencies of a broad 

variety of entities which are embedded in a co-creating ecosystem where value can come from 

several parties (Tan et al., 2017). Eisenmann et al. (2006) summarize the reciprocal 

characteristics of MSPs by stating that cost and revenue can come from both sides of the 

business model, namely either from the business customers or the end-users. 

Since the literature mainly characterizes platform business models in form of network effects 

(Eisenmann et al., 2006), these can be divided into direct or indirect network effects (Gawer, 

2014). While direct network effects illustrate the dependency between end-users (Caillaud & 

Jullien, 2003), indirect network effects reflect the interdependency of end-users and business 

customers of the MSP (Armstrong, 2006). Because especially the latter form is crucial for the 

success and collaborative value-creation of the platform, Eisenmann et al. (2006) define 
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platforms as an infrastructure that brings together several groups of users with products or 

services from various business customers. Additionally, Hagiu and Wright (2015) enrich this 

understanding by stating that MSPs further need to empower their users with the control of the 

interaction and the opportunity of affiliation to each side so that the interaction between the 

involved actors can be captured on a long-term basis. 

Finally, the appropriate pricing strategy to attract the multiple sides of users is essential for 

platform success (Gawer, 2014). Hereby, literature uses the metaphor of the chicken-and-egg-

problem to clarify this key challenge since “one group’s benefit from joining a platform depends 

on the size of the other group” (Armstrong, 2006: p. 66). In consequence, Rochet and Tirole 

(2006) argue that in most cases the price-sensitive end-user is incentivized to form a critical 

mass which then attracts business customers to the MSP as well. Resulting, margins improve 

due to the simultaneous effect of the increasing scale of end-users and business customer’s 

willingness to pay more for the access to this user base (Eisenmann et al., 2006). 

From this, it becomes clear that MSPs are highly dependent on their customers as well as users 

and hereby especially their reciprocal relationship to foster the co-creation of value required on 

the platform. Therefore, Kim and Kang (2016) emphasize that each involved group needs to be 

sustained to prospectively benefit from scalability. Hence, MSPs should build strategies that 

create a unique experience for all its user groups so that they will further stay and interact on 

the platform (Gawer & Cusumano, 2008). 

 2.2 The Importance of CE in MSP Settings 

As indicated in our introduction, the concept of customer engagement is viewed as an essential 

success factor of digital environments (Verhagen et al., 2015). It is argued that CE can function 

as an accelerator for performance in every business model and thus crucial to utilize (Brodie et 

al., 2011; Jin Zhang et al., 2015). Through CE’s nature of creating advanced relationships 

between a customer and a focal brand (Brodie et al., 2011) the imperative of this concept 

becomes striking especially when looking at mobile settings.  

Here, the customer engagement concept is meant to enhance the time or attention a customer 

invests in a focal agent. It displays the habitual interactions between a customer and a firm that 

strengthens the emotional and psychological investments performed by the customer (Sashi, 

2012). Hence, in relation to MSP business models, customer engagement can be 
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instrumentalized to address their main challenge which is creating bonds and relationships with 

their users that sustain on the platform (Eisenmann et al., 2006). 

In this context, it needs to be noted that traditional marketing is transforming into a relationship 

marketing (Sashi, 2012). Along with this line, companies cannot only rely on brand initiated 

marketing measures anymore. Instead, digitalization and the rise of social media demands firms 

to internalize that customers are becoming observers, initiators, participants and even co-

creators of value rather than just functioning as a listening audience (Maslowska et al., 2016). 

Moreover, CE represents a major part of relationship marketing where customer and brand 

interrelate with each other (Sashi, 2012). This notion corresponds with the particular 

characteristics of reciprocal relationships in form of indirect network effects in MSPs where 

both user and customer side are actively participating to create the whole experience on the 

platform (Rumble & Mangematin, 2015; Armstrong, 2006). However, not only is the 

experience on MSPs ensured through this direct interaction but especially through the role 

played by the end-user. Hereby, the concept of CE expands the traditional role of the customer 

and assigns them as part of the value-adding process. In practice, this could mean that the user 

can provide feedback and thus influence the new product development process in a co-creating 

experience (Sashi, 2012; Brodie et al., 2011). This is in strong correlation with Tan et al. (2017) 

who state that particularly MSP settings are predestined for value co-created by the end-user. 

The unique ecosystem MSPs provide differentiates them from traditional business model 

mechanisms and thus facilitates the implementation of such CE measures. 

Additionally, MSPs characterize through their strong dependence on a critical mass of end-

users (Kim & Kang, 2016) which could be managed through the reliance on CE. Hereby, the 

literature states that customers with engagement can function as advocates for the brand or 

service and thus attract new customers (Vivek et al., 2012) ensuring a growing user base. In 

case of MSPs, this growing scale of end-users displays the key factor to an amplified platform 

profitability related to their increased attractiveness for paying business customers (Eisenmann 

et al., 2006). Concluding, in the light of increasingly networked societies where customers can 

interact easily with other customers and firms through social networks and other new media, 

the importance of non-transactional customer behavior is likely to become more pressing 

(Verhoef, Reinartz & Krafft, 2010). Relating this to the concept of MSPs where the user and 

paying customer interaction is crucial for the platform success, CE can function as a facilitator 

between the different involved actors (Hagiu & Wright, 2011). 
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2.3 The Conceptualization of Customer Engagement 

 2.3.1 Relevance and Confusion 

Customer engagement has emerged to a prominent construct and is increasingly gaining 

currency among practitioners and academics, mainly due to its potential to affect consumer 

behavior (Gambetti & Graffigna, 2010; Cheung et al., 2011; Sashi, 2012; Dwiwedi, 2015; 

Maslowska et al., 2016; Dessart et al., 2016). 

From the practitioner’s perspective, the concept of CE triggers their interest due to its potential 

to emotionally and behaviorally bond customers to a brand or firm (Sashi, 2012; Vivek et al., 

2012). Survey results conducted with managers demonstrate their alertness to this topic and 

how creating a high level of CE displays a main objective (Cheung et al., 2011; Sashi, 2012). 

However, not only marketers but also scholars acknowledged the relevance of customer 

engagement. Between the years of 2010 and 2012, customer engagement has been recognized 

as the main research area of the Marketing Science Institute’s research priorities (Marketing 

Science Institute (MSI), 2010). Hereby, customer engagement is equated to a strategic 

imperative for increased corporate performance, sales growth, superior competitive advantage 

and profitability (Brodie et al., 2011). These economic and management related implications of 

CE intrigued the interest of scholars to further examine the topic. 

However, while papers trying to conceptualize customer engagement show similarities, there 

is still great heterogeneity. Hence, as the term customer engagement grew in meaning and 

importance, it also grew to hold meaning for various different concepts (Maslowska, 2016; 

Dessart et al., 2016). This ambiguity resulted in practitioners accrediting the relevance of CE 

for their firm performance, yet refraining to define CE due to its complexity and inclusiveness 

(Sashi, 2012). In this context, various studies labeling different constructs with the term 

“engagement” contributed to the inconsistency in the definition, dimensionality and 

operationalization of customer engagement (Cheung et al., 2011). 

Consequently, scholars demonstrate great disparity whether engagement is a psychological 

(Patterson, Yu and de Ruyter, 2006; Higgins & Scholer, 2009; Hollebeek, 2011; Brodie et al., 

2011; Mollen and Wilson, 2010) or behavioral state (van Doorn et al. 2010; Verhoef et al., 

2010; Vivek et al., 2010) and whether CE addresses solely non-transactional behaviors (van 

Doorn et al., 2010) or also behaviors including transactions (Kumar et al., 2010). 
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 2.3.2 CE Dimensions 

To get an explicit overview of the existing literature about CE, this section will deliver an 

excursion on the mentioned behavioral, emotional and cognitive dimensions that developed for 

the construct over time. From this, it will become evident that the CE field so far is characterized 

by discussion from various leading scholars. Hereby, the debate concerns whether CE is either 

a predominant behavioral state or rather predestined in the psychological state including 

emotional and cognitive factors (Maslowska et al., 2016; Dessart et al., 2016).  

 

Behavioral Dimension 

Starting with the behavioral perspective, researchers in this context claim that customer 

engagement goes beyond transactions and can be composed as the customer’s behavioral 

manifestation towards a firm or brand resulting from motivational drivers (van Doorn et al., 

2010; Verhoef et al., 2010). Due to its dependence on actions and interactions, researchers from 

this stance argue that CE needs to be regarded as a predominantly behavioral concept (van 

Doorn, 2011). In doing so, CE is highlighted as the “intensity of participation in and connection 

with an organization’s offerings and/or organizational activities, which either the customer or 

the firm initiates” (Vivek et al., 2012: p. 127). Hereby, typical engagement behaviors include 

word-of-mouth (WOM), customer recommendations and referrals as well as blogging or web 

postings (van Doorn et al., 2010). In extension, the study by Kumar et al. (2010) argues that 

transactional behavior which equates with the actual purchase should be additionally included 

in the behavioral engagement. For that reasoning, the authors discuss that only when having 

direct experience with the products or services of a focal company, customers can share their 

opinions or co-create value by providing feedback to the company. 

 

Emotional Dimension 

Yet, research also indicates that CE can be connoted as a strong emotional attachment to a focal 

brand that casts a wider state than just being behaviorally involved with a firm (Sullivan, 2009; 

Sashi, 2012). Coherently, Pullman and Gross (2003) highlight that especially the intangible 

emotional attributes have a higher impact on customer preferences than the sheer tangible 

elements a product or service has to offer. Regarding, the more enjoyable a perceived 

experience with a focal firm is, the more engaged a customer will be due to an enhanced brand 

image (Blasco-Arcas, Hernandez-Ortega & Jimenez-Martinez., 2016). Conclusively, emotional 

bonds between a customer and a brand account for the trust and reciprocity in the relationship 
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(Gustafsson, Johnson & Roos, 2005). Thereby, it can be argued only if relationships between a 

customer and the focal object create emotional bonds will the customer act as an advocate for 

the brand (Sashi, 2012). Along with this line, these emotional investments of the customer can 

be intensified through a frequent interaction (Sashi, 2012). Additionally, Sprott, Czellar and 

Spangenberg (2009) even go as far as to claim that CE can be adopted in an individual’s self-

concept whereby customers generally tend to incorporate brands as a part of themselves and 

their self-expression.  

 

Cognitive Dimension 

Lastly, leading scholars in the field of CE further support a cognitive standpoint (Patterson et 

al., 2006; Higgins & Scholer, 2009; Hollebeek, 2011; Brodie et al., 2011; Mollen and Wilson, 

2010). In that, Higgins and Scholer (2009) further refer to CE as a customer’s mental occupation 

of being fully-consolidated or immersed with a focal engagement object or brand which could 

either lead to a high level of appeal or rejection of it. Connecting it with the latter emotional 

view, Mollen and Wilson (2010) argue that both affective and the just mentioned cognitive 

aspects of CE direct the customer in an active exchange relationship with a brand. Therefore, 

Brodie et al. (2011) classify CE as a psychological state in consequence of interactive, co-

creative customer experiences with a focal object.  

 

Multidimensional Approach 

Strikingly, already in 2011, Hollebeek assesses CE based on an individual’s motivational, 

brand- and context-related attitudes that result in cognitive, emotional and behavioral activities 

in direct relation to brand interactions; thus approaching a multidimensional view including all 

dimensions rather than prioritizing only one. This is grounded in Patterson et al.’s (2006) 

approach of composing customer engagement upon Schaufeli et al.’s (2002) four engagement 

blocks of vigor, dedication, absorption, and interaction. According to previous research (e.g. 

Cheung et al., 2011; Dwiwedi, 2015), Hollebeek’s dimensions of (a) cognitive, (b) emotional 

and (c) behavioral activities (2011) pose synonymous understanding with the terms (a) 

absorption, (b) dedication and (c) vigor/interaction (Patterson et al., 2006). 

Although this aligned view is approved by a number of fellow scholars (e.g. (Brodie et al., 

2011; Hollebeek, 2011; Vivek et al., 2012; Maslowska et al., 2016; Dessart et al., 2016; Leckie 

et al., 2016), there are still present studies evaluating CE as a purely behavioral dimension (e.g. 

Viswanathan et al., 2017). Reflecting on this ongoing discussion, it can be noted that the 

confusion about the dimensionality of CE is after all evident to date. 
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Based on the gained insights about the three dimension, we decided to follow the 

multidimensional approach as it comprehensively demonstrates the plausible interplay between 

all factors.  

 2.3.3 Customer Engagement Contextuality 

When further reviewing the literature, not only the dimensionality of CE is under recurring 

investigation, but also CE’s embeddedness in specific contexts is highly discussed. Therefore, 

the following section will clarify the importance of contextuality in CE that will help us 

afterward to make CE more utilizable for the setting of MSPs in our study, but also how our 

contextual study will help the overall CE theory to develop an improved understanding of the 

general concept. 

In extension to prior research, scholars recognize the context-dependent conditions under which 

CE takes place (Hollebeek, 2011; Brodie et al., 2011). For that, Hollebeek (2011) presents that 

engagement is represented in multiple disciplines and thus holds various forms and expressions. 

Despite this approved fact, it can be surprisingly detected that current conceptual papers (e.g. 

Maslowska et al., 2016) still try to press the CE concept into a general frame. Instead, the highly 

context-specific nature of the engagement concept leads to the question about whether the 

development of a generic CE construct is appropriate (Brodie et al., 2011). To date, this 

challenge still represents a major flaw in CE theory as the intended generalizability leads to 

difficulties in connecting and applying CE to so far unrelated contexts (Dessart et al., 2016).  

Therefore, already in 2011 van Doorn called for more confined perspectives on the theory 

which is supported by Brodie et al. (2011) who evaluate studies in a wide range of contexts as 

a pre-requirement to reach an overall understanding of CE. Only after that, the literature would 

be able to decide which parts of the CE theory are generalizable and which are not transferable 

across contexts. This way, the accumulated findings in each context would result in the overall 

understanding of CE (Brodie et al., 2011).  

2.4. Nomological Network 

When reviewing literature on CE, it becomes evident that the whole concept is additionally 

embedded in a so-called nomological network (e.g. Brodie et al., 2011). Therefore, it is highly 

important to initially understand which purpose such a framework pursues. In general, a 
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nomological network can be determined as a tool for construct validation of psychological 

measures (Conway, 2007). It tries to observe relationship causalities between different factors 

that are building on each other within a certain construct (Conway, 2007). In such, it can be 

conceived as a process that illustrates a certain flow of measures that are logically based upon 

another. In the context of CE, Bowden (2009) was the first researcher to grasp CE as a 

consequential process of events that are either up- or downstream of the center around customer 

engagement. Constructing on that thought, Brodie et al. (2011) were the first ones to recognize 

the embeddedness of CE in a nomological network consisting of antecedents and consequences, 

which can be described as factors leading to CE on the one side and factors evolving out of CE 

on the other side of the process. 

However, at the same time they already detected a lack of consensus in which concepts function 

as CE antecedents and/or consequences. From that time onwards, studies about CE want to shed 

light on these components of the nomological network that arise and are relevant for verifying 

the relationships along this framework of CE (e.g. Vivek et al., 2012). In other words, they try 

to identify the process in which measures lead to customer engagement and what are potential 

outcomes when CE has been achieved. 

Still, the nomological network around CE remains in an “embryonic” stage in current literature 

(Dwiwedi, 2015: p. 100). With this, more recent studies by Maslowska et al. (2016) and Sashi 

(2012) criticize Brodie et al. (2011) for introducing the nomological network but not clarifying 

the components of it and more importantly the role of the network itself, resulting in still present 

ambiguity and confusion about the understanding of CE. Hence, scholars mention the still 

prevailing inconsistency in the flow and causalities of measures that sufficiently encompass the 

variance of customer engagement (Sashi, 2012; Maslowska et al., 2016). In this context, recent 

literature acknowledges that the current nomological network is over-generalized and therefore 

hardly applicable in context-specific settings (Hollebeek, Conduit & Brodie, 2016). Hence, as 

research further argues that still only little is known about which factors display relevance in 

the process at all, it is also unclear where they should be placed due to the evident confusion 

about various reverse causalities of measures within the nomological network (Brodie et al., 

2011; Vivek et al., 2012). Due to these circumstances, scholars like So et al. (2016) still have 

an imminent call for more future research about antecedents and outcomes of CE. 

Resulting, a validated and applicable nomological network around the construct of CE would 

meet the immense interest of both scholars and practitioners (Smith, 2014). In consequence of 

the latter arguments, we conclude that literature should step aside from solely conceptual 

models, but should rather focus on CE’s nature of being highly context dependent. Accordingly, 
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we argue that the current knowledge about the nomological network around CE should be 

handled as a toolbox for certain contextual backgrounds that are influenced by customer 

engagement. As a result, prospective researchers of CE can choose which antecedents and 

consequences are suitable for their study and hence contribute to a more tangible research area 

of CE in general. 

  

In the wake of this inference, we can lead back to our research setting of customer engagement 

in MSPs. Hereby, it will become evident that an apprehensive nomological network for this 

specific setting requires the four pillars of 1) antecedents 2) CE dimensions 3) relationship 

commitments and 4) consequences (see Fig. 1). Since we already discussed CE’s 

multidimensionality composed of cognitive, emotional and behavioral activities, we are going 

to shine light through the remaining components of the nomological framework in the following 

to deliver clarity of the CE concept in our chosen field of MSPs.  

 

 

Figure 1: Toolbox for the Nomological Network in MSPs 

 2.4.1 Antecedents 

Since MSPs are enormously dependent on reaching a critical mass of end-users to establish 

scale and hence higher profitability (Kim & Kang, 2016; Eisenmann et al., 2006), identifying 

reasonable predictors of forming CE in platform businesses plays a major role in the 

nomological network. Therefore, it is highly important to incorporate and specifically focus on 

the drivers that lead to CE in the MSP context. However, when looking at studies on platforms 

and mobile environments to date, there is no transparent consensus about the drivers and 

outcomes of CE (Wirtz et al., 2013; Kim et al., 2013; Breidbach & Brodie, 2017). In that regard, 

it might be beneficial to start grasping appropriate antecedents from the conceptual CE theory. 

For that, we can determine at least four preliminary themes that are evident over a range of 

different studies. These are trust, commitment, satisfaction and involvement. Nonetheless, under 

closer examination, it becomes clear that these conceptual antecedents display two main flaws. 
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First, they illustrate broad and similar terminologies which are difficult to apply in context-

specific environments (Brodie et al., 2011; Leckie et al., 2016). Second, there is still 

disagreement about the correct assessment of these factors in the nomological network (van 

Doorn et al., 2010). In this context, Hollebeek (2011) claims that for example involvement can 

be assessed as either antecedent or consequence of CE. On the one hand, new customers need 

the interest in the brand to start engaging with it. On the other hand, experienced customers 

who are already engaged with the brand feel an aggregated interest in the offering and therefore 

have an increased involvement that could again translate into higher states of CE. Hence, 

depending if the customers are either unfamiliar or show up experience about the offerings of 

the focal brand, the named conceptual factors can be either assessed as antecedents or 

consequences of CE (Brodie et al., 2011).  

Concluding from the reasoning above, it becomes clear that the existing literature lacks suitable 

approaches for clarifying tangible as well as applicable antecedents for the CE framework. This 

situation is amplified when using over-conceptualized constructs like involvement or 

satisfaction in individual settings of CE like in MSPs. In consequence, researchers need to find 

novel and thereby more context-specific attempts to describe potential drivers of CE. Thus, 

lastly we propose that each context holds its own drivers initiating CE and also requires 

individual measurements to assess CE. 

 2.4.2 Relationship Commitments 

Within the context of digital environments and MSPs, research by Kim (2017) and Zhou et al. 

(2012) signifies that especially relationship commitments have a strong impact on the user 

behavior in the mobile context. Therefore, we see the need to clarify their essential role in the 

setting of MSPs as part of the nomological network. 

  

The term relationship commitments can be distinguished between affective and calculative 

commitment. While affective commitment is characterized as a more emotional factor, 

calculative commitment can rather be described as a colder or more rational figure (Gustafsson 

et al., 2005). 

Looking closer at the latter dimension of commitment, it can be stated that users in a MIM 

application setting have undertaken time-consuming efforts in the relationship with service 

providers that include for instance the time to understand the application or create their own 
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mobile social network (Kim, 2017). In consequence of these highly personal expenses, users of 

such platforms perceive high switching costs when moving to other service providers since 

these may not serve similar rewarding bonds or need different initial investments to start using 

the service (Oliver, 1999). In their study, Kim and Kang (2016) further refer to these additional 

and inconvenient investments as ‘inertia’. Thereby, these authors classify that users’ inertia is 

motivated by cost and habit (Kim & Kang, 2016) that leads to reduced interests in alternative 

solutions and ultimately creates a lock-in effect to the current service provider (Chou & Chiang, 

2013). In other words, users literally ‘stick’ to their platform due to the calculative restrictions 

of switching to another service (Zhou et al., 2012).  

On the other hand, affective commitment can be defined as a “psychological attachment [...] 

based on feelings of identification, loyalty, and affiliation” (Verhoef, Franses & Hoekstra 2002: 

p. 204). Consequently, affective commitment focuses on a highlighted emotional bond between 

seller and customer that has developed through their reciprocal relationship (Sashi, 2012; 

Gustafsson et al., 2005). Especially due to this positive exchange of attitudes among the 

different actors, affective commitment plays a central role in the nomological network around 

CE in an MSP setting that highly depends on its indirect network effects (Gawer, 2014). 

Because affective commitment creates such desired attachment to a certain service provider 

(Gounaris, 2005), respective firms devote great effort on maintaining such emotional 

relationships with their users to sustain their advantageous experiences that match users’ mental 

desires (Kim, 2017; Zhou et al., 2012). 

 

Conclusively, we can see that both relationship commitments demonstrate differing 

significance on the willingness of users to stay attached on the platform. Hence, it becomes 

evident to investigate how each individual commitment affects the nomological network around 

CE in MSP settings. 

 2.4.3 Consequences 

Since CE is assessed as a strategic tool to create long-term competitive advantage and an 

improved performance of a company (Brodie et al., 2011), potential outcomes of CE might be 

of high relevance for a sustained platform success due to MSPs’ dependency on scale of 

recurring customers and users (Kim & Kang, 2016). 
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As already confirmed in the antecedent part of the nomological network description, most 

conceptual antecedents also display potential outcomes of CE enhanced by engaging with a 

focal brand (Brodie et al., 2011). Consequentially, these are not repetitively discussed in this 

section. Instead, customer loyalty and its outcomes as a potentially identified consequence are 

taken into closer consideration (Bowden, 2009).  

Along with this line, existing studies identified customer loyalty’s importance in the setting of 

online platforms, where loyalty is determined as a favorable stance of users regarding a website 

and brand accompanied by repeat purchase behavior (Islam & Rahman, 2017). In this context, 

CE was proven to be the largest impact factor on brand loyalty in comparison to existing 

measures like overall satisfaction, perceived quality or perceived value (So et al., 2016; Yang 

& Peterson, 2004). Vivek et al. (2012) explain this behavior by arguing that customers can 

develop more positive attitudes towards a product or service when they constantly engage with 

the focal brand. As a result, when such a perceived beneficial bond is initially established, users 

hesitate to switch to another brand (Lambe, Wittman & Spekman, 2001). Hereby, Lin, Huang 

& Hsu (2015) show that especially these constraint factors lead to enhanced loyalty intentions 

of the customers. 

Moreover, the literature on customer loyalty displays that such consistency of use embodies a 

potential key to solve MSP’s largest challenge of maintaining users as well as customers to 

guarantee future scale and hence profitability (Kim & Kang, 2016). Coherently, Dwiwedi 

(2015) highlights loyalty’s crucial impact on the sustained financial health of a company since 

recurring customers demonstrate a long-term revenue stream due to secured transactions and 

sales. Summing up, reaching brand loyalty through CE displays a major beneficial outcome for 

businesses in general. But especially MSPs due to their unique dependence on reciprocal and 

sustained relationships between its end-users and business customers can exceptionally profit 

from reaching CE’s final stage of brand loyalty. 
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3. Hypothesis Development 

___________________________________________________________________________

The following chapter will theorize our hypotheses which will later help us to answer our 

research purpose. Hereby, we will combine the insights from the literature review, further 

theory on the context-specific nomological network around CE as well as findings from our 

initially conducted pilot study with Korean KakaoTalk users. 

_________________________________________________________________________ 

 

“Mobile technologies give customers a variety of experiences that often compel them to 

continuously engage in activities that create value and satisfaction for them.” 

(Kim et al., 2013: p. 361) 

 

In connection to Kim et al.’s (2013) statement, in our context of MSPs as a mobile technology, 

we will coherently investigate the perceived characteristics and functionalities of platforms that 

have a potential impact on the customer engagement of its users. Therefore, we will take our 

best practice example of the Korean MSP KakaoTalk into closer consideration as it displays 

high relevance for the daily lives of evidently engaged Korean users (Jin & Yoon, 2016). 

Firstly, to develop essential and context-specific antecedents that users value and motivate to 

use a service provider in the mobile platform context, studies that already tested potential 

drivers of usage motivation in the online, mobile context are incorporated. Hereby, four main 

themes are manifested: 1) utility, 2) experience, 3) sociality and 4) information. To simplify the 

research model, the factor of perceived information quality will be included in the utility 

function as it evidently correlates with functional kind of motivations to use a mobile platform 

(Kim et al., 2013).  

Secondly, as the nomological network around CE contains more factors than its antecedents 

and their impact on CE, the research model will further examine the relationship between CE 

and its outcome of continued use of an MSP. Within this, we will further theorize on the impact 

of affective and calculative commitments on the above-mentioned relationship. 

In order to strengthen and verify our hypotheses for the specific research context of MSPs, we 

made use of the best practice by Gruber, MacMillan and Thompson (2008) by combining both 

the literature as well as analyzed interpretations of our pilot study with Korean KakaoTalk 

users. Details of the conducted pilot interviews can be found under our research design in 

chapter 4.2.  
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 3.1 Perceived Utility 

For the first factor of utility, scholars make use of several terminologies including perceived 

usefulness (Kim, 2017), design solutions (Tarute et al., 2017) and convenience (Bae, 2017). All 

of these factors mutually describe how customers are able to handle a certain platform or if they 

save time due to easy and transparent structures of the service.  

To clarify the above-stated aspects of utility, KakaoTalk embodies these by its functions and 

characteristics of 1) ease of use, 2) interface design and 3) Kakao Plus. 

In theory, ease of use is strongly related to an effective and efficient use of a platform (Kim et 

al, 2013). When using such technology is perceived to be free of effort for the user, this will 

accelerate the adoption process and further use of that technology (Kang, Mun & Johnson, 

2015). As a result, the simple usability of a service plays an important factor in fulfilling 

customers’ needs and motivation of using and engaging with a platform provider (Tarute et al., 

2017). In KakaoTalk, ease of use can be exemplified with its automatic registration of contacts 

stored on a user’s phone (Eunjeong, 2013). Due to this simplistic feature, users from every age 

range are able to use the service because even not digital-affiliated seniors are able to set up 

conversations (Kim, 2017). In consequence, Korean pilot interviewees highlight this aspect as 

they can connect easily with their whole family at any point of time (Jeong J., & Kim H., 

personal communication, February 14, 2018). 

In the context of interface design, appealing visual solutions are commonly included in mobile 

application’s most important features to influence consumer behavior and subsequent 

engagement (Lee & Benbasat, 2004; Kennedy-Eden & Gretzel, 2012). Hereby, the inherent 

cognition of the interface of a mobile application has a leverage on the consumer’s engagement 

level (binti Ayob, Hussin & Dahlan, 2009). Coherently, Oghuma et al. (2016) identified a 

positive relation of a good user interface and high satisfaction towards the respective service 

provider. Additionally, the convenience of having the same interface over a long time, users 

develop familiarity and the intention to engage further with such a service although additional 

services are introduced to a platform (Kim et al., 2013). In case of KakaoTalk, Korean users 

state their enthusiasm towards the platform’s superior interface design since its mainly used 

features like chatting are still individually distinguishable from other functions (Kim Y. & Kim 

S. J., personal communication, February 27, 2018). Especially the visual separation of 

KakaoTalk’s multifarious and still increasing number of affiliated services is crucial for the 

MSP’s success (Eunjeong, 2013; Ha et al., 2015). Although having a bunch of services in one 

place, the structure of the mobile application still remains transparent and simple. 
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Lastly, Kakao Plus symbolizes the convenience and information part of utility. Through Kakao 

Plus, Korean users get a centralized access to KakaoTalk’s connected business customers, 

which can be individually followed in exchange for latest news and promotions by the partner 

(Eunjeong, 2013). Hereby, Nikou and Mezei (2013) mention that timely and relevant 

information about companies’ products or services is one of the main reasons why consumers 

use a mobile application. Regarding this, partnering in Kakao Plus allows users to receive more 

relevant data with less effort and in turn obtain personalized value in terms of services and 

information after the user selected which partners he or she wants to follow (Blasco-Arcas et 

al., 2016). Besides, scholars like Tarute et al. (2017) or Ko, Cho and Roberts (2014) determine 

the perceived quality of supplied information by the platform as an essential predictor of CE. 

Both argue that users perceive platforms as a tool for information collection. In regards to 

Kakao Plus, Korean pilot interviewees appreciate the function to follow their preferred brands 

through the service. Hereby, they integrate the service into their shopping routine by frequently 

checking promotions of affiliated partners or receiving them and even recommending specific 

discount vouchers to their friends by WOM (Kim Y. & Kim S. J., personal communication, 

February 27, 2018). 

In conclusion of all three factors, perceived utility leads to higher social exchange among 

platform users as well as customers (Kim, 2017). Thus, a higher utilitarian value of a platform 

leads to favorable attitudes and adoption of the respective service provider (Kang et al., 2015). 

Therefore, it can be constituted that perceived utility illustrates a major contributor to CE in 

MSP settings since users favor and benefit from clear, easy to use as well as time-saving 

structures of a platform that only require a minimum effort from the user. By fulfilling these 

needs, service providers can intensify customer engagement in their platform. 

 

Hypothesis 1: Increased perceived utility has a positive impact on customer engagement. 

 3.2 Perceived Experience 

Looking at the second aspect of experience, relevant authors comprise the perceived enjoyment 

(Kim, 2017; Zhang et al., 2014) and the entertainment (Luo, 2002; Lien & Cao, 2014) a 

platform offers to its users. In this context, all authors mention the hedonistic aspects that lead 

to liking or gratification of the offered product or service. Translating this emotional and 

hedonistic factor to KakaoTalk, it is striking how immensely Koreans enjoy the Kakao Friends 
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character-emojis (Shim, 2017). Hereby, thousands of people stand in line to purchase 

merchandise with the faces of these emojis (Kim, 2016).  

Looking at the term emoji, it finds its origin in Japan and is constituted by the Japanese word 

for ‘picture’ (e) and ‘characters’ (moji). This visual illustration allows emojis to convey 

arbitrarily complex emotions that are difficult to communicate in virtual environments (Lu et 

al., 2016). Thereby, emojis are getting increasing recognition as tools to cope with information 

constraints that are present in instant messaging services (Bohee & Jungho, 2016). Despite 

studies in the field of emojis are immature, it is already shown that emojis are frequently used 

and pose the communicative intent of messaging (Kaye, Malone & Wall, 2017). Having said 

this, the study by Ha et al. (2015) suggests that in order to increase the integrative and hedonic 

gratifications of users, messaging services should provide the use of fun emojis. Thus, the usage 

of emojis that enables the enjoyment of a user could enhance a feeling of familiarity in 

communication and increasing engagement.  

Our example MSP of KakaoTalk makes use of this by offering emojis and character-emojis led 

by the eight main characters called Kakao Friends (Park, 2018). These flagship characters 

developed by KakaoTalk have been awarded as the most popular among Koreans (Shim, 2017). 

Since its launch in 2011, the emoji business grew to thousands of different emoji themes (Bohee 

& Jungho, 2016) and $62 million revenue in 2016 which can be mostly credited to the business 

with its Kakao Friends characters (Lee, 2017). Hereby, the character-emojis of Kakao Friends 

are ubiquitous in Korean pop-culture where people showcase various products from mugs to 

credit cards with the faces of the characters (Park, 2018). Often, this merchandise happens in 

cooperation with other known brands and services (Park, 2018) contributing to the increasing 

influence and success of the platform (Lee, 2017). This all-pervasive status of emojis is 

reasoned in 13 billion sent messages per day (Oghuma et al., 2016) in which 50 million monthly 

active users (Statista, 2018) frequently use these emojis to express their feelings and thus 

develop a deep and personal connection with the character-emojis (Park, 2018). Furthermore, 

in the so-called ‘Item Store’, KakaoTalk users can purchase the newest editions of emojis and 

share them with their friends (Han & Cho, 2015). Thereby, our pilot study with Korean 

KakaoTalk users revealed that having the newest emojis is equated with social esteem. To be 

able to own and share these emojis is highly treasured. Thus, in order to purchase emojis, users 

can even make use of the function “Choco” where they can watch an advertisement to earn 

virtual currency for the ‘Item Store’. Additionally, KakaoTalk users participate in emoji pop-

up events for getting access to limited emojis and merchandise. (Kim Y. & Kim S. J., personal 

communication, February 27, 2018). 



 
 

 
 

22 

Conclusively, the motivation of customers toward engagement is linked to the value they 

receive from the experience (Vivek et al., 2012). Hereby, experiential content is seen to provide 

“intrinsic enjoyment and entertainment” (Kim et al., 2013: p. 56) as demonstrated in KakaoTalk 

with its usage of character-emojis. Hence, the primary intention to engage in mobile services is 

to relax and relieve stress through enjoyment (Ho & Syu, 2010). Along with this line, hedonic 

features are implied to strengthen engagement (Higgins & Scholer, 2009). Concluding, if the 

customer anticipates enjoyment and entertainment though specific experiences, these positive 

expectations can result in great customer engagement. 

 

Hypothesis 2: Increased perceived experience has a positive impact on customer engagement. 

 3.3 Perceived Sociality 

Thirdly, the sociality factor illustrates how users connect and communicate with each other but 

also with the content that is provided by the platform itself or the affiliated business customers 

who offer their products or services through the MSP (Tarute et al., 2017).  Further authors who 

incorporate this dimension are represented by Bae (2017), Zhang et al. (2014) or Lien, Cao & 

Zhou (2017). On the example of KakaoTalk, the perceived functions of 1) messaging 2) profile 

customization and 3) Kakao Gift entail the mentioned aspects of sociality.  

Primarily, sociality features such as messaging are described to enable users to communicate 

and interact with their social environment of family, friends and colleagues (Zhao & Balague, 

2015; Kang et al., 2015). By facilitating the interaction with their social environment, users 

experience perceived usefulness and thus develop positive attitudes towards the service 

(Oghuma, Chang, Libaque-Saenz, Park & Rho, 2015). In regards to KakaoTalk, our 

interviewees expressed that messaging allows them to create and maintain social ties even when 

they are not physically together. Hereby, it was highlighted that the MSP creates a sense of 

home and belonging especially during their time abroad (Jeong J., & Kim H., personal 

communication, February 14, 2018). However, it was striking that messaging as a social tool is 

not only used in informal settings such as with friends and family but is heavily made use of in 

formal group chats as well. These group chats are mostly used for work and educational 

communication and organization (Jeong J., & Kim H., personal communication, February 14, 

2018). In this context, researchers claim that KakaoTalk’s group chat feature appeared to 

alleviate young Koreans anxieties of being excluded or disconnected and gave them a sense of 
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belonging at all times (Jin & Yoon, 2016). Hence, social features enabling communication and 

interaction between the users and the service provider itself, are gaining more awareness among 

scholars to grasp the magnitude of mobile application usage (Tarute et al., 2017).  

Moreover, social features can also strengthen the relationship and the intimacy between the 

customer and the service (Zhao & Balague, 2015). In that sense, it is suggested that mobile 

applications need to incorporate social features that attract the user’s interest (Dinner, van 

Heerde & Neslin, 2015). Looking at profile customization, theory underlines the significance 

of interaction led by the user and in particular the ability to personalize service functions to 

individual needs (Min & Kim, 2015; Bolton, 2011; Magrath & McCormick, 2013). Studies in 

this field identify that personalizing content is a main driver in increasing satisfaction and 

retention toward a service (Kang, Shin & Gong, 2016). This is supported by Kim and Kang 

(2016) who state that customizing services to personal preferences increases the switching costs 

to alternative platforms. Hence, the user is willing to invest in a long-term relationship with the 

MSP. Accordingly, our pilot study revealed that the profile function of KakaoTalk to customize 

the profile with pictures, animations, emojis and music is a highly beloved feature. Due to the 

reserved and shy culture of Koreans (Hofstede-Insights, 2018), the feature of customizable 

profiles helps the users to express their personality. Together with the storage function, users 

can see the previous customized profiles of other users and react on them and simultaneously 

show their personality, which creates an immensely valuable social interaction among Korean 

KakaoTalk users (Jeong J., & Kim H., personal communication, February 14, 2018; Kim Y. & 

Kim S. J., personal communication, February 27, 2018; Lee D., personal communication, 

February 4, 2018). In consequence, it can be argued that these kinds of valuable features 

intrinsically motivate users to further engage with mobile technology (Kim et al., 2013).  

Lastly, KakaoTalk’s function Kakao Gift poses an interesting aspect of how social features can 

enhance engagement. The service enables users to buy gift vouchers from companies and send 

it as a gift directly to KakaoTalk users’ accounts (Eunjeong, 2013). Theory in this context states 

that social features are not only intended to facilitate communication but also sharing 

interactions. This can be referred to interaction among users utilizing services such as Kakao 

Gift (Kennedy-Eden & Gretzel, 2012). During our pilot study, it was remarkable that all 

respondents expressed how Kakao Gift and the possibility to send gifts to friends and family 

compensates for their social inactivity. Despite to their busy schedule, Koreans and especially 

students can show their friends that they still care about them although they could not physically 

meet up. This individualized function is highly valued and triggers further engagement with 

KakaoTalk (Jeong J., & Kim H., personal communication, February 14, 2018; Kim Y. & Kim 
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S. J., personal communication, February 27, 2018; Lee D., personal communication, February 

4, 2018; Lee J., personal communication, February 12, 2018). Additionally, sending gift 

vouchers can be noticed as recommendations to try a certain product, which is aligned with 

Moran, Muzellec and Nolan’s (2014) statement that digitalization is creating a new type of 

customer behavior in which a company is trying to engage not only with the customer but their 

friends and family.  

Concluding, it can be stated that social features initiating interaction among users or the user 

and the platform enhance the commitment and relationship to the application. The higher the 

level of perceived interactivity delivered by an MSP, the greater is the outcome of perceived 

usefulness and enjoyment (Kang et al., 2015). Hence, platforms that specifically strengthen 

their user sociality benefit from increased customer engagement originated from more positive 

attitudes towards the focal brand. 

 

Hypothesis 3: Increased perceived sociality has a positive impact on customer engagement. 

 3.4 Relationship of Customer Engagement and Continued Use 

Within the context of MSPs, the factor of customer loyalty will be substituted with continued 

use since this terminology is continuously used in studies investigating the setting of platform 

businesses (Kim & Kang, 2016; Kim, 2017). As continued use transcribes the frequency and 

duration of use, it can consistently be used as a synonym for customer or brand loyalty in studies 

concerning mobile services (Kim, Malhotra & Narasimhan, 2005). 

In the highly competitive market of mobile platforms, one of the main challenges is how to 

retain current users and amplify their loyalty intentions to further use the platform (Kim & 

Kang, 2016). Coherently, continued use of a mobile service is determined to be an outcome of 

customer engagement (Kim et al., 2013). Hereby, it is expected that users of an MSP potentially 

develop more emotional connections with a focal service provider whereby discontinuance of 

an application is less likely and consumers rather adopt post-purchase behaviors like 

recommending the service to others (Tarute et al., 2017; Zhou et al., 2012). An equivalent 

thinking by Islam and Rahman (2017) reinforces this understanding by confirming that 

customer engagement enhances loyalty through the aggregated impact of a persisting 

psychological bond as well as interactive experiences that go beyond purchase. Hence, if 

platform users decide that the service satisfies their needs and additionally offers enjoyable 
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experiences, they are more likely to use the platform on a recurring routine (Kim, Wang & 

Malthouse, 2015). 

In KakaoTalk, the continued use is clearly visible in its 50 million active monthly users 

(Statista, 2018) but additionally by its highly engaged customers who frequently adopt post-

purchase behaviors. In this context, KakaoTalk already received over 60,000 recommendations 

by its user to further improve the platform (Eunjeong, 2013). Results evolving out of this co-

creation like for instance the social media platform KakaoStory are commonly used features of 

the MSP today. 

In conclusion, it can be noted that MSPs which implement an effective customer engagement 

profit from a recurring user base that helps the platform to scale up, attract more paying 

customers and ultimately increase profitability. By the attachment created through CE, 

platforms secure their long-term financial health that is grounded in the consequential continued 

use of the service. 

 

Hypothesis 4: Increased customer engagement has a positive effect on the continued use of an 

MSP 

 3.5 Mediating Effect of Relationship Commitments  

Especially in the setting of MSPs, both relationship commitments of affective and calculative 

commitment have been identified to have a significant impact on user loyalty (Gustafsson et 

al., 2005; Kang et al., 2015). Hereby, particularly Kim (2017) emphasizes both commitments’ 

facilitating effect on the relationship between antecedents and continued use in MSP settings. 

Nevertheless, since customer engagement is commonly specified as a higher order model for 

user loyalty (Dwiwedi, 2015), first CE needs to be developed before commitments come into 

play. This goes hand in hand with van Doorn et al. (2010) who detect that commitment 

gradually develops in a relationship. Thus, it can be argued that CE as a relational construct 

between MSP users and its provider leads to the development of commitment that eventually 

concludes in user loyalty (Kim et al., 2015). In consequence, both relationship commitments 

do not facilitate the relationship between antecedents and continued use directly, but rather 

embody a downstream mediating function in the connection between CE and the continued use 

of an MSP. 
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In general, Kuo and Feng (2013) emphasize commitment’s critical role in relational marketing 

since consumers with commitment are expected to have the motivation to persist a long-term 

and beneficial relationship with a focal brand. More specifically, Kim, Kang and Cho (2014) 

demonstrate that MIM-based platforms are characterized by the two mechanisms of a desire for 

a long-term relationship and an intricacy of switching to an alternative service provider, hence 

hinting towards affective and calculative commitment that drive customer loyalty (Gustafsson 

et al., 2005). 

Therefore, once an engaged relationship with an MSP is established, consumers emotionally 

pledge themselves to maintaining such a rewarding bond and hence developing affective 

commitment (Lambe et al. 2001). Coherently, due to higher levels of benefits that result from 

CE, engaged users develop more favorable attitudes towards the focal brand (Vivek et al., 2012) 

which merge in a psychological attachment created through liking and identification (Kim, 

2017). In consequence, Kang et al. (2015) conclude that affective commitment is closely related 

to the intention of returning to a service and thus further using a platform on a long-term basis 

(Zhou et al., 2012). Due to KakaoTalk, its users feel homelier when being able to connect with 

their friends and family in Korea (Jeong J., & Kim H., personal communication, February 14, 

2018), which goes hand in hand with Ha et al.’s (2015) finding of an increased positive outlook 

towards a mobile platform because of its unique feature of enhancing connectivity and mobility. 

On the other hand, an engaged relationship towards an MSP can also be sustained when 

alternative providers do not illustrate such a beneficial bond (Oliver, 1999). Such calculative 

commitment is linked to one’s individual tendency to join the opinion of major references such 

as friends, colleagues or family (Kim, 2017). This application of social norms has a crucial 

impact on a user’s adoption behavior of an MSP (Kim & Min, 2015; Lin & Lu, 2015) which in 

turn leads to an evident impact on constraint mechanisms like highly perceived switching costs 

to another service provider (Kim, 2017). Hence, a frequently performed behavior like 

continuously using a platform can be partially directed by such an inertia (Kim & Kang, 2016) 

which consistently prohibits churn and thus leads to an increased retention of platform users 

(Gustafsson et al., 2005). In accordance with KakaoTalk itself, Jin and Yoon (2016) state that 

the MSP’s huge popularity is not only grounded in its technological superiority but also in its 

first mover advantage. Coherently, Korean pilot interviewees consistently define its high usage 

and pervasive market penetration as the main reason to use KakaoTalk (e.g. Lee D., personal 

communication, February 4, 2018). Hereby, interviewees further state that without using 

KakaoTalk, their social life would be heavily scaled back or even neglected. Nearly every 



 
 

 
 

27 

communication is handled through the platform and that is why users feel the social pressure 

of staying connected with their friends and family on KakaoTalk. 

Concluding, both affective and calculative commitment have their effect on user loyalty that is 

created through CE. MSP users, on the one hand, are constrained to use other services as 

alternatives do not illustrate similar rewarding bonds and switching costs are perceived to be 

high. On the other hand, users actually like the service due to the many benefits it delivers and 

thus they feel emotionally attached and therefore even decline other potential services. 

 

Hypothesis 5: Affective commitment mediates the relationship between customer engagement 

and the continued use of an MSP. 

 

Hypothesis 6: Calculative commitment mediates the relationship between customer 

engagement and the continued use of an MSP. 

 

 

 

Figure 2: Context-specific Nomological Network for the MSP KakaoTalk 
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4. Methodology 

___________________________________________________________________________

The following chapter presents the methodological frame of our thesis. First, we will discuss 

which underlying research philosophy was applied to subsequently determine the research 

design used to investigate our overall purpose of this study. In the next step, both theory and 

data collection are described to show the overall flow of our research process. Ultimately, we 

will clarify how we ensured the quality of our study in close connection with the actual steps 

we respectively executed within our analysis of results.  

___________________________________________________________________________ 

 4.1 Research Philosophy 

In this section, we want to reflect upon our philosophical decisions for our study and clarify 

why our research philosophy choices are more suitable than other alternatives (Saunders, Lewis 

& Thornhill, 2009). In general, research philosophers hereby distinguish between ontology and 

epistemology, which respectively talk about the nature of existence and most suitable ways of 

how to make sense of that reality (Easterby-Smith, Thorpe & Jackson, 2015).  

Having a closer look at ontology, we follow Burrell and Morgan’s (1979) thinking that a clear 

stance in one philosophical direction is not justified but rather a stronger tendency towards one 

stream is more appropriate. In general, research distinguishes between a realist view that is 

based on externally measurable as well as accessible facts that describe the reality and a 

relativistic to nominalistic view focusing on subjective observations developed by human 

perceptions (Easterby-Smith et al., 2015). Thus, reflecting on the former philosophical stance, 

our research mostly tends to follow a realistic view. This ontological stance is derived from our 

research purpose of measuring the relationships of CE in MSP settings. Looking at the over 13 

billion messages sent per day and a market penetration of over 90% in Korea (Oghuma et al., 

2016; Kim, 2017; Statista, 2018), our example platform of KakaoTalk shows evident signs of 

customer engagement. In combination with the already identified context-specific components 

of antecedents, customer engagement, relationship commitments and continued use, all facts 

are already accessible and require quantification of the underlying relationships between all 

constituent elements. 
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Thus, by having a measurable and simultaneously validated research topic with CE, our 

methods and perspectives were guided and influenced by a realistic ontology. With that being 

determined, our research additionally incorporates the thinking of internal realism where facts 

are concrete, but cannot be accessed directly (Easterby-Smith et al., 2015). Especially by 

following the notion that CE is a psychological state that is not only conceptualized in people’s 

behavior but also contains invisible cognitive and emotional activities (Brodie et al., 2011; van 

Doorn, 2011), the construct of CE in relation to MSPs is rather located under the surface in 

users’ minds. Therefore, it can be argued that our research has items in both streams of the 

realism ontology which are important to determine our used epistemology in the next step. 

 

The literature argues that already the selection of ontology has a major influence on the most 

suitable epistemology (Saunders et al., 2009). By following the ontology of realism in our 

research, this gives us the first hint of applying a positivistic epistemology. In contrast to social 

constructionism, where social reality is constructed by human interaction and language, 

positivism represents the idea that the social world exists externally and can be measured 

through objective measures (Easterby-Smith et al., 2015). 

By connecting both topics of CE and MSPs, we start with the assumption that CE plays a 

significant role in the success of platform business models. Then, by formulating CE’s 

multidimensionality and relating it to specific external antecedents and consequences within 

the nomological network of CE, we develop hypothesis created through the deduction of 

existing literature, hence fulfilling several propositions required from a positivistic 

epistemology (Easterby-Smith et al., 2015). Furthermore, the fact that we test each 

relationship’s impact on the overall causality within the nomological network, clearly speaks 

for a quantitative approach (Saunders et al., 2009). Thus, we do not want to determine why 

there are relationships between the variables, but we rather want to investigate how strong and 

significant these relationships are to describe our research purpose. 

 4.2 Research Design 

According to Easterby-Smith et al. (2015), combining internal realism with strong to regular 

positivism leads to the development of hypotheses that are going to be tested in the research 

design. As we hence follow a deductive approach, qualitative measures that induct new theory 

(e.g. grounded theory, ethnography, etc.) can be neglected as an appropriate choice for our 
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research design. In consequence, our research design is derived from an explanatory research 

design, which focuses on a situation where relationships between variables should be clarified 

(Saunders et al., 2009). In our case, these relationships are illustrated in the nomological 

network around CE that captures the causalities leading and heading from this relational 

construct. Saunders et al. (2009) therefore mainly deploy experiments, surveys or case studies 

as most applicable for explanatory quantitative studies. 

For assessing which of those methods to apply, we had to consider our chosen thesis setting of 

a Korean MSP while aiming to question Koreans. Hence, although an experimental approach 

would investigate causal links through the separation of a manipulated experimental group and 

another control group (Easterby-Smith et al., 2015), this research design is not used in this study 

due to reasons of simple inaccessibility and vague external validity. As we want to shed light 

on CE in MSPs that can be generalized for that specific context, a survey research design seems 

more appropriate since large samples can be collected economically. Additionally, surveys also 

enable multiple factors to be measured simultaneously that potentially reflect and quantify the 

relationships we want to test in our nomological network (Easterby-Smith et al., 2015). 

Expanding on the options of survey research, inferential surveys fit best to our research purpose 

as they aim at measuring relationships between variables and concepts (Easterby-Smith et al., 

2015). That is exactly what we did when combining significant features of our main research 

fields: firstly, our main research field of CE and its connection to antecedents and consequences 

and secondly MSPs and their inevitable connection to relationship commitments within our 

context-specific nomological network. 

Besides, we also apply our purpose within the successful example of KakaoTalk as a pioneering 

MIM-based MSP that evidently created CE among its users (Jin & Yoon, 2016). In such, our 

research design incorporates an empirical investigation of a particular phenomenon in a real-

life context (Robson, 2002).  

As already stated at the beginning of chapter 3, we also followed the best practice example by 

Gruber et al. (2008) of conducting pilot study interviews within our positivistic research design. 

For that, we performed two face-to-face interviews and two phone interviews composed of two 

individual interviews with Korean students as well as two double interviews with Korean 

exchange students at Jönköping University. Hereby, the underlying purpose of the pilot study 

was to detect if the proposed constructs of the literature apply to the MSP context with 

KakaoTalk as our example company. Thereof, we asked direct questions about the perceived 

characteristics and functionalities motivating the users to future engagement with the MSP as 
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well as the commitment stages. The collected interview material was then transcribed and 

analyzed for further utilization.   

 4.3 Theory Collection  

 4.3.1 Literature Review Process 

For our literature search, we followed the best practice for examining a literature review by 

Ucbasaran, Shepherd, Locket and Lyon (2013). Thereby, we started on Web of Science by 

searching for the topics of “customer engagement” AND “multi-sided platform” which only 

led to 2 results. Initially, this highlighted a lack of studies combining both constructs and 

underlined our research purpose of determining the relationships of CE in MSP settings. In the 

next step, single searches for each topic or other related search terminologies needed to be 

applied for finding a starting point for our research. Coherently, we independently searched for 

each “customer engagement” and “multi-sided platform” first. Afterwards, we further tried to 

find several other terms for each MSP and CE leading to the basic search topics “platform”, 

“platform business” or “mobile platform” AND “engagement”, “retention”, “loyalty”, “trust”, 

“involvement”, “participation” or “interactivity”. By doing so, we did not restrict our search to 

specific time periods or particularly related disciplinary journals in order to get a broad scope 

of results. Consequently, our search led to over 500 articles, which subsequently needed to be 

narrowed down. 

In order to detect which articles of this pool were actually relevant for our study, we developed 

screening criteria for deciding which articles to exclude. Hereby, the following characteristics 

have been applied: a) the main keywords were only side topics of the studies without sufficient 

information gathering for our research purpose, b) the terminology of engagement was used in 

completely other contexts that had no connection to customer engagement in particular, c) 

research papers were too much focused on technology-related aspects of engagement and d) the 

setting of platform businesses was not included in the study. 

Moreover, the articles had to fulfill at least one of the following criteria: a) offer valuable 

insights in customer engagement related environments, b) offer valuable insights in at least two-

sided platform businesses, c) show a clear connection between both platform businesses and 

customer engagement or d) show relatable aspects to either platform businesses or customer 

engagement. 
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Having passed the screening criteria, in total 66 articles from the keywords search were 

included in our literature review. Furthermore, after close examination of these articles, 32 other 

journal articles were identified that the original articles drew on extensively. Consequently, they 

were also included in our literature review leading to a total number of 98 articles.  

 4.3.2 Variable Definition 

From a theoretical view of variable definition, our overall research model illustrated can be 

equated with a measurement model. A measurement model displays the relationship between a 

set of observed variables and a latent construct that they are intended to measure (Easterby-

Smith et al., 2015). It is often the case that such a construct is not directly observable and hence 

can only be described through the observed variables (DeVellis, 2012). The first part of our 

research model from antecedents to CE answers our first research question. To measure the 

relationship between our theorized antecedents and customer engagement, we incorporated 

three latent constructs for utility, experience and sociality and one latent construct for CE. 

Especially since the construct of CE is separated in observable activities towards a focal brand 

in form of behavior but also in unobservable aspects as represented in cognitive and emotional 

dimensions of customer engagement (Brodie et al., 2011; van Doorn, 2011) we needed to 

include observable variables in form of question items to investigate all parts of the latent 

constructs.  

In the second part of the research model, consequences that arise from CE in the nomological 

network are illustrated. Hence, it gives an answer to the second research question of this study. 

As CE has theoretically been identified to be a major driver that influences customer loyalty 

intentions (Dwiwedi, 2015), the latent construct of CE also functions as a mediator leading to 

the contextual latent construct of continued use of an MSP (Baron & Kenny, 1986; Kim & 

Kang, 2016). According to Baron and Kenny (1986), a mediating variable acts as an 

explanatory variable between a predictor and a criterion variable. Translating this thinking to 

our model, CE works as a driver of the identified antecedents towards the consequence of 

continued use of a platform. 

Lastly, our research model incorporates latent constructs for the relationship commitments of 

affective and calculative commitment as further mediators for the relationship between CE and 

continued use. Since both commitments have been identified to have a significant impact on 
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continued use of an MSP (Kim, 2017), they positively enhance the causality between the higher 

order construct of CE (Dwiwedi, 2015) and continued use. 

Lastly, we also needed to define control variables that could have a potential differentiating 

effect on the overall intended research model. In correspondence with prior research of Kim 

(2017) on the continued use of MSPs, we control for “gender”. Furthermore, we additionally 

incorporate the control variable “length of usage” to differentiate possible effects from long-

term or new users of the platform as it was identified to have a potential effect on CE in general 

(Brodie et al., 2011). 

 4.4 Data Collection  

 4.4.1 Item Selection 

Since our research model consists of 9 latent constructs including three antecedents, three 

dimensions of CE, both relationship commitments and ultimately continued use, our item 

selection was focused on finding validated items that previously applied and tested the named 

components. Thereby, Table 1 displays that the items used in this research have provided 

sufficient evidence of validity in previous studies and hence, can be used in our research with 

a reasonable level of confidence.  

After detecting the approved items from previous research, we further adapted them to fit their 

explanatory power to our research setting. Thus, in order to identify if the formulated items 

illustrate appropriate measures to answer our purpose, we conducted a survey pilot test with 

Koreans within our sample (Saunders et al., 2009). Resulting from this pre-testing, we gained 

insights to several adjustments in the wording of our questions. Thus, minor changes of the 

items have been made to fit into the context of our research.  

Additionally, we translated our survey into Korean to increase access and avoid language 

barriers of our sample. Therefore, we used the method of back-translation in which one native 

speaker translated our English source questionnaire into a Korean target questionnaire, while 

another native Korean translated it back to the English source questionnaire (Saunders et al., 

2009). Consequently, we were able to modify our questionnaire as close as possible to the 

cultural understanding of our Korean sample, while at the same time ensuring the meaning of 

our approved items. The final translated survey can be revised in Appendix 2. Lastly, in order 

to measure our intended purpose, we solely relied on empirically tested and validated response 

scales that are adapted from related studies (Schrauf & Navarro, 2005). These scales are 
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characterized by a 5-point Likert scale ranging from ‘strongly disagree’ to ‘strongly agree’ 

(Corbetta, 2003). 

Table 1: Question items in the study 

 
 
	

Construct Items: 5-point Likert scale, ranging from 
‘‘strongly disagree/strongly agree” 

Item 
Coding 

Source 

 
Utility 
 

 
Using Kakao helps me to perform many things 
more conveniently 
Kakao’s functions are easy to understand and 
simple to use 
Using Kakao enables me to acquire useful 
information (e.g. Kakao Plus Friends) 
 

 
UTI1 
 
UTI2 
 
UTI3 

 
Oghuma et al., 2016 
 
Tarute et al., 2017 
 
Kim, 2017 

Experience 
 
 

Checking on KakaoTalk is a break and relaxes 
me 
I have fun using Kakao 
I find it enjoyable using Emojis 

EXP1 
 
EXP2 
EXP3 
 

Kim, Kim & Wachter, 2013 
 
Kim, 2017 
Bohee & Jungho, 2016 

Sociality 
 
 
 
 
 
 
 
 

I maintain close relationships with friends & 
family by using Kakao 
I interact with my friends by using  
Kakao functions (e.g. Kakao Gift) 
Using Kakao’s group chat function improves my 
effectiveness in sharing information 
and connecting with others 
Using KakaoTalk’s customizable profile 
enhances my effectiveness in presenting myself 
 

SOC1 
 
SOC2 
 
SOC3 
 
 
SOC4 

Kim, 2017 
 
 
 

Customer 
Engagement 

When interacting with Kakao's functions (e.g. 
Item Store, Kakao Game, Kakao Page, Choco 
etc.) I get carried away 
It is difficult for me to detach myself from Kakao 

COG1 
 
 
COG2 

Schaufeli et al., 2002; 
Hollebeek et al., 2014 
 
 

 I feel positive when I use Kakao  
I am proud to use Kakao as a Korean platform 

EMO1 
EMO2 

 

 When I get up in the morning, I feel like 
checking on Kakao  
I use Kakao more compared to other messenger 
applications 
I will keep using Kakao even if inconveniences 
occur 
 

BEH1 
 
BEH2 
 
BEH3 

 

Affective 
Commitment 

I use Kakao because I really like it  
I have a strong feeling of attachment to Kakao  
Kakao has a great attraction for me 

AFC1 
AFC2 
AFC3 

Kim, 2017 
 

Calculative 
Commitment 
 

It would be too inconvenient for me to stop using 
Kakao  
Switching to another messenger application 
would be unpleasant  
Because everyone uses Kakao, stop using it 
would result in problems 
 

CAC1 
 
CAC2 
 
CAC3 

Kim, 2017 
 

Continued 
Use 

I think that I will use Kakao in the future  
I would recommend Kakao to other people 

COU1 
COU2 

Tarute et al., 2017 
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 4.4.2 Sampling and Access 

In order to generalize our empirical data about the impact of CE in MSP settings, the selection 

of an appropriate sample method plays an essential role in our research outline (Easterby-Smith 

et al., 2015).  

For that, we initially determine our overall population with a cohort of Korean respondents who 

evidently incorporate KakaoTalk in their daily routines. In this respect, particularly young 

Korean KakaoTalk users in the age from 16-28 years have been identified to show the highest 

engagement compared to other society groups (Jin & Yoon, 2016). Besides, their opinion about 

which factors indeed trigger engagement becomes even more important to grasp as they display 

the future of the society. Another reason for choosing this young Korean cohort as our 

population can be related to further reasons for accessibility. Since we are located in Sweden 

during our investigations, accessibility to Korean KakaoTalk users posed particular difficulty.  

Moreover, to keep the respective sample as randomized as possible for generalizing it to the 

overall population, we applied two methods. First, we executed snowball sampling in which we 

utilized our Korean contacts, who then spread the survey through their affiliated network of 16-

28-year-old Korean KakaoTalk users (Easterby-Smith et al., 2015). By randomly spreading the 

survey through their KakaoTalk group or private chats, our contacts ensured that their addressed 

network is de facto also using the mobile platform. In the course of randomization and to ensure 

high explanatory power to the overall population (Easterby-Smith et al., 2015) we secondly 

posted our survey on various independent Facebook groups related to KakaoTalk or our aimed 

age range. Consequently, we arrived at a sample size of 212 cases. 

Lastly, by collecting own data through a web-based survey translated into Korean, we aimed to 

receive precise primary data fitting to our research purpose (Gunn, 2002). Hereby, Google 

Forms was utilized to create the survey as it represents the most common form of poll used in 

South Korea (Kim Y., personal communication, March 27, 2018). 

 4.5 Quality of Research 

In this part of the methodology section, we want to clarify the quality of our research by 

illustrating our approach to achieve reliability, validity as well as ethical soundness. 
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 4.5.1 Validity 

For the purpose of verifying if included questions are able to measure the intended aim of a 

study, the literature differentiates between internal and external validity, which describe either 

the accuracy of measures or the generalizability of a study (Easterby-Smith et al., 2015). 

As a first measure to ensure internal validity, we used a triangulation approach in our hypothesis 

development (Saunders et al., 2009). To come up with suitable components for the nomological 

network applied in our MSP setting, we not only used existing theory, but we also enriched our 

hypotheses with over four hours of pilot study interviews. Since we only experienced 

KakaoTalk for a short period of time, we could not grasp every facet of the Korean cultural use 

of the MSP and hence wanted to increase the quality of this research with initial interviews. 

Among other things, the interview findings strengthened the importance of taking relationship 

commitments in MSP settings into account and to specifically highlight relevant context-

specific antecedents. Further measures for internal validity can be implied from both item 

selection and questionnaire revision. Since we solely use empirically tested items, we increased 

our face validity by asking questions that were already approved by scholars to secure the 

correct meaning of our included constructs (Hair, Black, Babin & Anderson, 2014). 

Furthermore, through the measures of pilot testing and translation, we were able to adjust our 

survey to a straightforward understanding of our Korean sample (Saunders et al., 2009). Along 

with this line, we tried to obviate misunderstandings due to wording differences leading to 

distortions. Interestingly, one example for wording confusion was found in KakaoTalk itself. 

When Koreans talk about KakaoTalk, they mostly refer to the messaging application instead of 

the complete ecosystem including peripheral applications. Therefore, we changed our wording 

to simply Kakao in the questions and within an additional disclaimer since this terminology is 

used for all applications of KakaoTalk (see Appendix 2). In such, our results are closer to our 

purpose of testing CE in multi-sided platform settings and support further face validity. 

Lastly, external validity is tried to be achieved with our applied randomizing sampling 

techniques. Hereby, especially the complete randomized approach of reaching adequate 

respondents in Korean Facebook groups intends to achieve overall generalizability of our study. 

As a result, we were able to gather an approximately equal distribution from each sampling 

method, hence leading to a satisfactory level for external validity. 
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 4.5.2 Reliability 

To check for the consistency of answers to our items from each respondent, we apply the most 

commonly used reliability check of ‘internal consistency’ (Saunders et al., 2009). Therefore, 

we intentionally incorporated several items per construct in our survey design so that we can 

measure the correlation between each sub-group of construct-related questions (Mitchell, 

1996). Further, we make use of Cronbach’s Alpha and Composite Reliability (CR) in order to 

check for the consistency of our responses. 

Further application of reliability measures for the specific statistical procedure of analysis used 

in this study can be found in the respective chapter 4.5. 

 4.5.3 Ethical Concerns 

Focusing on an ethical and morally correct conduction of our research is highly important for 

us to ensure that no harm or discomfort is caused to one of our study participants (Easterby-

Smith et al., 2015). Hence, our ethical code of conduct includes theoretically approved 

measures to counteract potential deceptions of respondents. First, we incorporated an implied 

consent by shortly stating our research intentions and data usage at the beginning of the survey. 

In that way, participants will understand their rights but mainly give their permission to further 

use the data by accessing and confirming the questionnaire (Saunders et al., 2009). Second, 

since survey participants state their personal feelings about the MSP provider KakaoTalk, we 

will keep the data anonymized for reasons of preventing the opportunity of tracing back to our 

respondents. However, the included items do not deeply affect one’s personality, but if 

participants felt insecure about specific questions, they always had the opportunity to skip that 

specific item or even completely withdraw from the survey. The same issues concerning privacy 

and confidentiality for our pilot study interviewees are guaranteed which is why only already 

condensed answers are used in the hypotheses development without stating the full transcript. 

Moreover, in order to protect the integrity of the research community, we strive for 

communicating our research as transparent as possible and further avoid misleading or false 

reporting of our research findings (Easterby-Smith et al., 2015). 

Lastly, we not only want to guarantee ethical obligations during our study, but we also want to 

discuss broader ethical considerations of our overall research area of MSPs itself. Especially 

under the light of Facebook’s testimony about its commitment to user privacy (The New York 
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Times, 2018), data security displays an increasingly important ethical concern for platforms. 

Following the trend towards MSPs and thereby offering a higher number of daily life services, 

users are becoming more and more transparent as they display their social life on platforms like 

KakaoTalk or use the offered services in connection with delicate information such as bank 

accounts etc. In such, MSPs that bundle multiple services in one place provide a high level of 

convenience, but they also hold many possibilities of misuse. In regard to this, we want to make 

readers more aware of these potentially harmful issues and call for future studies where scholars 

acknowledge these risks and subsequently take them into account.   

 4.6 Structure of Analysis 

In total, our analysis part was divided into three steps. The first part consisted of data screening 

which we used to adjust our dataset. In the second step, we conducted a pre-test to assess the 

validity and reliability of the measurement model as well as the overall model fit. Thirdly, if 

these tests indicated an appropriate level of quality, the main test of structural equation 

modeling (SEM) was performed to evaluate the theorized hypotheses. The corresponding 

statistical tests were derived from our main CE and MSP context-specific sources such as Kim 

et al. (2013), Oghuma et al. (2015), Dwiwedi (2015), Leckie et al. (2016) Tarute et al. (2017) 

and Kim (2017) who all followed the above-mentioned procedure. 

 

Data Screening 

In the process of data screening, IBM SPSS 25 was utilized. The first step was to detect cases 

which did not fit to our sampling criteria but also if some outlier cases existed that strikingly 

deviated from the majority of our answers (Gaskin, 2012). Afterward, responses were checked 

for missing data and skewness and kurtosis tests were performed to detect if our data followed 

a normal distribution. Lastly, it also included various descriptive results giving insights about 

the characteristic allocation of cases. 

 

Pre-Test 

For testing the adequacy of the measurement model, again IBM SPSS 25 software was used. 

For assessing the overall validity, we more specifically looked at measures for convergent and 

discriminant validity. While convergent validity illustrates the extent to which items of a 

specific latent construct commonly share a high proportion of variance, discriminant validity 
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examines the extent to which one latent construct is distinct from other constructs in the study 

(Hair et al., 2014). Hence, both validities are important to reach a sufficient level of general 

validity in our research model. To detect both validities, an exploratory factor analysis (EFA) 

was used as it helps to identify the factor structure within our dataset (Easterby-Smith et al., 

2015). Hereby, convergent validity was examined by the factor loadings of our items on primary 

target factors which should equate with our latent constructs, whereas discriminant validity was 

evaluated by comparing target factor loadings with cross-loadings on non-target factors 

(Gaskin, 2012). On top of that, we also tested for multicollinearity since it illustrates the extent 

to which a variable can be explained by other variables in this analysis (Hair et al., 2014). After 

assessing the conducted EFA, the in chapter 4.5.2 described reliability measures were computed 

for each target factor (Field, 2009). 

When the overall quality of our measurement model was investigated, we tested our research 

model for ‘goodness of fit’ (construct validity) meaning how well the factor loadings and 

correlations attained through the factor analysis are able to reproduce our nomological network 

observed in the sample data (Wolf & Brown, 2013). Therefore, we conducted a confirmatory 

factor analysis (CFA) using IBM AMOS 25 to ensure the same identified factor structure 

extracted from the EFA (Easterby-Smith et al., 2015). Only if the CFA results indicate an 

adequate level of model fit, we were able to proceed with our SEM. Therefore, we encompassed 

model fit indices such as chi-square, the root mean square error of approximation (RMSEA), 

the comparative fit index (CFI) and the standardized root mean square residual (SRMR). To 

give an understanding of what is measured through these indices, the latter measure quantifies 

if the distance between our predicted correlations is considerably close to our actual observed 

correlations in our model (Hu & Bentler, 1999). 

After validating our research model in both pre-tests, we further tested for common method 

bias as all our data was self-reported (Lindell & Whitney, 2001). Due to that test, we were able 

to ensure that variance was not accountable to the measurement method, but was instead 

triggered by the constructs that the measures try to represent (Podsakoff, 2003). 

 

Main Test 

Finally, the main test clarified the overall research purpose of measuring the relationships of 

customer engagement in multi-sided platform business models. For that, SEM as a tool that 

brings together both parts of our research model was used and visualized in IBM AMOS 25 

(Hair et al., 2014). In general, SEM has the advantage of describing the correlations among all 
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included variables in a whole as it represents a form of regression in which multiple regressions 

are performed at the same time (Wolf & Brown, 2013). 

Before testing the correlations for the theorized hypotheses, model fit for the structural path 

model needed to be validated again. In the next step, correlations between the latent constructs 

were observed if they significantly support our hypotheses. Lastly, we also checked for our 

controls of gender and lengths of usage. According to Becker (2005), we needed to treat control 

variables as normal independent variables in SEM by co-varying them with the other 

independent constructs of antecedents and regress them on the dependent variables of CE and 

continued use. Therefore, we initially had to code them as binary dummy variables (Hair et al., 

2014). 
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5. Results 

___________________________________________________________________________ 

After clarifying the structure of analysis in the previous chapter, this section will go through 

the outlined steps. Therefore, our results for data screening, both pre-tests of statistical quality 

checks and model fit as well as the final outcome of our structural path model for evaluating 

our theorized hypotheses will be examined. 

___________________________________________________________________________ 

 5.1 Data Screening Analysis 

Our survey was conducted within one month (27th of April – 27th of May) and resulted in 253 

respondents who answered our questionnaire. This dataset illustrated the basis for the 

subsequent data screening analysis. 

For checking our respondents concerning adequate sampling fit, we included control questions 

in our questionnaire that asked respondents to fill in their age range as well as nationality. After 

evaluating our gathered data, we had to remove 32 cases which were either over the age of 28 

or their nationality was other than Korean; both characteristics that were required for our 

defined sampling. 

To detect substantial outliers which lead to increased variance in our dataset, we performed a 

hierarchical cluster analysis with the single linkage technique of nearest neighbors. The goal of 

this cluster analysis was to dampen unnecessary variance in the data (Murtagh & Contreras, 

2012). With the corresponding SPSS analysis, we produced a dendrogram which visualized 

cluster fusions of cases that were more distanced from others. In consequence, we were able to 

spot 9 outlier cases, which we then eliminated to adjust our data. 

Conclusively, our final dataset used for further analysis consisted of 212 cases. Out of these 

212 cases, we identified that our data consisted of 132 females and 80 males, indicating that 

females were overrepresented in our study compared to the current distribution of Korean 

society for the age groups of 16-28 years (World Population Review, 2018). Moreover, also in 

terms of usage duration, we detected a strong trend to long-term users which can be explained 

by KakaoTalk’s immense market penetration since already 2011 (Jin & Yoon, 2016). To check 

if these rather one-sided manifestations have a significant influence on our model, this was 

tested later in the analysis process when examining included control variables. 
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To sufficiently use the remaining responses, we additionally looked for missing values in our 

variables but also if our answers were evenly distributed among our variables (Gaskin, 2012). 

For the first aspect, we observed missing values for UTI3 (2 missing), EXP2 (1), SOC3 (1), 

CAC1 (1) and CAC3 (1). On these grounds, we decided to impute the missing values by using 

the mode value for these respondents. By doing so, we looked at the surrounding values of the 

other items that describe the respective latent construct and used an adequate score for the 

missing values (Gaskin, 2012). As a result, we had a complete dataset that helped us to perform 

our pre- and main tests. 

After restoring missing values, we finally checked our data for normal distribution. Therefore, 

we conducted an analysis for skewness and kurtosis. This resulted in fairly normal distributions 

for all constructs included in our research model and for all control variables in terms of 

skewness. However, mild kurtosis was evident for one control variable (usage duration). In this 

case, kurtosis was at 2.326 which still falls under the rules applied by Sposito, Hand and 

Skarpness (1983) who suggested 3.3 as the upper threshold for normality.  

 5.2 Measurement Model Analysis 

To ensure the appropriateness of our research model, (1) convergent validity, (2) discriminant 

and (3) reliability of the measurement model were tested before the structural model testing. 

To guarantee an acceptable level of convergent validity, an EFA was conducted applying the 

extraction method of principal components with a Varimax rotation (Costello & Osborne). 

Furthermore, extracted factors should be independently built upon an Eigenvalue greater than 

1, indicating that a factor adds a meaningful contribution for describing our model. To achieve 

sufficient convergent validity in our dataset, item loadings should be greater than 0.5 (Hair et 

al., 2014) and measurement items for each construct should load on only one target factor 

(Wixom & Watson, 2001). As seen in Table 2, our predefined latent constructs of utility, 

customer engagement, affective and calculative commitment as well as continued use loaded 

on the predicted factor structure. However, the two latent constructs of experience and sociality 

mutually loaded on the same factor with individual item loadings above 0.5 and a factor 

Eigenvalue of above 1 (see Appendix 5). To reach an acceptable level of convergent reliability, 

this result is a strong indicator to merge both constructs and underlying items for the further 

course of analysis. On top of that, also from a theoretical point of view, the combination of 

experience and sociality to the newly defined factor ‘social experience’ is supported and will 
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be further explained in chapter 6.2 of our discussion. Subsequently looking at each item loading, 

we observed that all loadings were above the threshold of 0.5, hence leading to an appropriate 

factor structure of our included items. Since we thereby approved both requirements, we can 

argue that the constructs appear to have acceptable convergent validity.  

In the next step for ensuring discriminant validity, research accepts an adequate level if all 

cross-loadings on non-target factors are lower than the loadings on the target factors and the 

difference between cross-loadings and target factor loadings is below 0.2 (Henseler, Ringle & 

Sinkovics, 2009). In terms of our results, all cross-loadings had substantially lower correlation 

factors compared to the target factor loadings. At the same time, cross-loadings did not exceed 

the cut-off of 0.2 leading to the fact that the proposed measurement model has adequate 

discriminant validity (see Appendix 5).  

Table 2: Descriptive statistics, convergent validity, internal consistency and          

 reliability 

 
        *item was removed during reliability analysis 

	

Construct	 Item	 Mean	
St.	
Dev	

Factor	
loading	 CR	 ⍺ 	

	
Utility	
	

	
UTI1	
UTI2	
UTI3*	

	
4.47	
4.51	
3.90	
	

	
0.71	
0.55	
0.87	
	

	
.76	
.83	
.68	

	
.71	
	
	

	
.69	
	
	

Social	
Experience	

EXP1	
EXP2	
EXP3	

3.56	
4.10	
4.45	

1.05	
0.83	
0.71	

.78	

.83	

.69	

.82	 .81	

	
	
	
	

SOC1	
SOC2	
SOC3	
SOC4	
	

4.43	
4.53	
4.48	
3.99	

0.67	
0.60	
0.66	
0.88	

.64	

.63	

.58	

.55	

	
	
	

	
	
	

Customer	
Engagement	

COG1	
COG2	

3.22	
3.97	

0.94	
1.06	

.50	

.59	
.68	
	

.71	
	

	
	

EMO1	
EMO2	

3.78	
3.66	

0.75	
0.99	

.65	

.64	
	 	

	 BEH1	
BEH2	
BEH3	

4.06	
4.53	
3.55	

1.05	
0.80	
0.90	
	

.65	

.60	

.61	
	

	 	

Affective	
Commitment	

AFC1	
AFC2	
AFC3	

3.33	
3.14	
3.60	

0.97	
0.99	
0.89	

.85	

.89	

.74	

.83	 .83	

	
Calculative	
Commitment	

	
CAC1	
CAC2	
CAC3	

	
4.25	
3.99	
4.47	

	
0.80	
0.99	
0.77	
	

	
.80	
.78	
.88	
	

	
.80	

	
.79	

Continued	
Use	

COU1	
COU2	

4.17	
4.10	

0.76	
0.83	

.88	

.88	
.78	 .72	
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Additionally, we also tested our model for multicollinearity by examining variable inflation 

factors (VIFs) for all items on our latent constructs. Thereby, we observed no VIFs greater than 

3, which is far less than the threshold of 10 (O’brien, 2007). In such, the results indicate that 

included variables mainly accounted for themselves than for other variables in the analysis. 

Thus, multicollinearity did not pose a problem in our model.  

Thirdly, reliabilities of our constructs were tested using Cronbach’s Alpha (⍺) and composite 

reliability (CR). Starting with the first reliability measure, George and Mallery (2003) provide 

the following rule of thumbs for Cronbach’s Alpha thresholds: > .9 – Excellent, > .8 – Good, > 

.7 – Acceptable, > .6 – Questionable, > .5 – Poor, and < .5 – Unacceptable. As illustrated in 

Table 2, the results of Cronbach’s Alpha range from .69 to .83. Hereby, it should be noted that 

we deleted item UTI3 along the analysis to increase the Cronbach’s Alpha value for the 

corresponding latent construct. Due to our requirement of a short questionnaire to gather enough 

cases, some lower values in Cronbach’s Alpha (e.g. utility – 0.693) had to be expected as 

corresponding values generally increase with the number of included items for each construct 

(Gliem & Gliem, 2003). For the second reliability measure, CR is achieved when all values 

exceed 0.6 (Awang, 2014). Table 2 shows that all estimates are greater than the respective cut-

off value thus speaking for general reliability and internal consistency of the constructs.  

 5.3 Model Fit Analysis 

As structural models such as SEMs require the check for model fit to ensure construct validity, 

we conducted a CFA (see Appendix 4). Since we already assured that our data is normally 

distributed, we executed our CFA with the technique of maximum likelihood estimation (Li, 

2016). 

Looking at the resulting correlation factors between all co-varied constructs and their 

underlying items, it was evident that both COG1 and COG2 were below the cut-off value of 

0.5 (both ≤ 0.4) and had lower target factor loadings than their respective items (all between 

>0.5 and >0.8) describing the latent construct of CE (Hair et al., 2010). In consequence, we 

removed both items due to model fit discrepancies. Going on with model fit criteria indicators, 

both thresholds by Hu and Bentler (1999) and achieved values through our CFA are illustrated 

in Table 3. In terms of the traditional measure of chi-square (χ²), the fit of our model was 

satisfactory as we achieved a χ²-value of 361.040, and χ²/df = 1.86 with 194 degrees of freedom. 
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However, χ² was significant with a p-value of 0.001, which can be explained by the fact that χ²-

values are inflated by large sample sizes above 200 respondents (Bagozzi & Yi, 2012). 

To get a more sufficient picture of construct validity, we further examined our model fit using 

additionally accepted fit indices such as RMSEA, CFI and SRMR. For these, respective cut-off 

values are extracted from the widely-accepted guidelines recommended by Hu and Bentler 

(1999). After computing all values within our CFA, results show that all model fit indices 

satisfy the recommended guidelines illustrated in Table 3 and in such illustrate that our research 

model sufficiently represents construct validity.  

 

Table 3: Model fit indices for the Confirmatory Factor Analysis and the  Structural 

Equation Modelling  

 
Lastly, since our research model was validated in terms of reliability, convergent validity, 

discriminant validity and construct validity, we subsequently checked the magnitude of 

common method bias. Therefore, we produced a correlation matrix of the constructs 

summarized in Table 4. If any of the correlations are higher than 0.90, it is a strong evidence 

that common method bias exists (Bagozzi, Yi & Philips, 1991). In our research, correlations 

among all constructs show that the highest correlation is 0.668. Concluding from that, common 

method bias does not implicate a major concern in our study.  

 

*	Hu	&	Bentler	(1999)	
 

Model	fit	
indices:	 CFI	 RMSEA	 SRMR	

	
!2	 df	

	
CFA	
SEM	
	
Cut-off	values*	

	
0.907	
0.903	
	

close	to	0.90	
or	above	

	
0.064	
0.064	
	

close	to	0.60	or	
below	

	
0.062	
0.064	
	

close	to	0.08	
or	below	

	
361.040	
375.849	

	
194	
201	
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Table 4: Correlation Matrix of Major Constructs 

 

 5.4 Structural Model Analysis 

To verify the hypothesized relationships between our identified antecedents and continued use 

via customer engagement and mediated by relationship commitments, a structural path model 

using SEM was tested. The applied model incorporated all findings from the previous validation 

tests. On the one hand, this means that H2 and H3 have been merged to H2/3 as experience and 

sociality were found to reflect the same target factor. This newly built construct was defined as 

‘social experience’. On the other hand, the former three-dimensional construct CE was reduced 

to a two-dimensional construct remaining with only behavioral and emotional aspects of CE. A 

complete overview of the SEM output can be found in Appendix 3. 

To ensure that the model fit for the structural model was still evident, above-mentioned fit 

indices had been applied again (see Table 3). Results showed that model fit was still sufficient 

(χ²= 375.849, χ²/df (201) = 1.87, p < .0001; CFI = .903, RMSEA = .064, SRMR = .0636) which 

allowed us to proceed with our structural model analysis. 

The result (as illustrated in Table 5) supported 3 out of 5 remaining hypotheses. For H1, which 

tested the relationship between utility and customer engagement, it can be stated that this 

hypothesis was supported. In this case, a moderate positive correlation between utility and 

customer engagement showed significance (β = .293, p < 0.01). For H2/3, an even stronger and 

more significant positive relationship was found between social experience and customer 

engagement (β = .609, p < 0.001) hence leading to the acceptance of this newly merged 

hypothesis. Since both antecedents showed significant positive correlations to customer 

engagement, in the next step the direct effect between customer engagement and continued use 

was tested. For the corresponding H4, this effect was supported as customer engagement had a 

significantly positive correlation with continued use (β = .471, p < 0.05). Due to the acceptance 

** Correlation is significant at the level of 0.01 (2-tailed). 
 

Items	 1	 2	 3	 4	 5	 6	
 
UTI 
SOEXP 
CE 
AFC 
CAC 
COU 

 
1 

0.382** 
0.427** 
0.359** 
0.331** 
0.350** 

 
 
1 

0.613** 
0.519** 
0.424** 
0.405** 

 
 
 
1 

0.668** 
0.591** 
0.617** 

 
 
 
 

1 
0.442** 
0.587** 

 
 
 
 
 

1 
0.523** 

 
 
 
 
 
 
1 
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of positive relationships from antecedents via CE to continued use, the major part of our 

research model was already supported. Lastly, the MSP context-specific relationship 

commitments of affective and calculative commitment were tested. The respectively theorized 

H5 and H6 predicted a positive mediating effect of both commitments on the relationship 

between CE and continued use. Hence, we needed to look at the indirect effect of mediation 

enhanced by each commitment. Hereby, we found out that both H5 and H6 were not supported 

(p > 0.05) concluding with no significant mediation effect for both relationship commitments. 

Since our original theory did not match with our data, we conducted a post-hoc analysis testing 

if both relationship commitment could act as moderators for the same relationship (Hair et al., 

2014). Nonetheless, the outcome of this post-hoc test was still insignificant showing that neither 

affective nor calculative commitment have a moderating effect on the relationship between CE 

and continued use. 

Finally, we looked at our controls of ‘gender’ and ‘lengths of usage’. As a result, both controls 

did not have an impact on the significances of our identified relationships as well as they did 

not alter measured correlation factors substantially. Hereby, we only noticed peripheral changes 

in the range of 0.001. Concluding from that, neither ‘gender’ nor ‘lengths of usage’ significantly 

influenced the outcome of our overall research model. 

 

Table 5: Results of hypotheses testing through SEM 

 
  

  

 

Hypothesis	 IV	 Mediator	 DV	
ß	(path	

coefficient)	
	
p-values	 Results	 	

 
H1 
H2/3 
H4 
H5 
H6 

 
UTI 

SOEXP 
CE 
CE 
CE 

 
- 
- 
- 

AFC 
CAC 

 
CE 
CE 

COU 
COU 
COU 

 
.293 
.609 
.471 
.203 
.114 

 
0.01 

0.001 
0.009 
0.055 
0.164 

 
Supported 
Supported 
Supported 

Not supported 
Not supported 
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6. Conclusion 

___________________________________________________________________________ 

This final chapter of our study will outline the conclusion of our research findings. First, we 

will shortly assess the results of our hypotheses testing to answer our overall research purpose. 

Following, these outcomes will be taken into closer examination within a discussion for our 

main findings which will go over to contributions for both scholars and practitioners elaborated 

within theoretical and managerial implications. Lastly, we will cover our limitations of this 

study and further reflect on potential future research areas that could evolve from our findings. 

 6.1 Summary of Results  

The main purpose of this study is to investigate the relationships of CE within the nomological 

network in MSP settings. Along this line, we particularly look at context-specific antecedents 

that motivate CE, but also at the consequential impact that CE has on the continued use of an 

MSP. Especially under the light of an accelerating trend towards MIM-based MSPs as seen in 

WeChat, Whatsapp or Facebook who all incrementally increase their range of offered services, 

these questions pose interesting insights for both practitioners and scholars (Schürmann, 2018; 

Wagner, 2018; Mehner, 2018). 

To answer our research purpose, we initially developed six hypotheses that we had to merge 

into five after identifying that experience and sociality were strongly interconnected. 

Conclusively, three out of five remaining hypotheses were supported. For the question which 

antecedents lead to CE, we found out that both the newly merged construct of ‘social 

experience’ and ‘utility’ embodied appropriate predictors for CE. Hereby, our results clearly 

demonstrated that ‘social experience’ had a stronger influence on CE than ‘utility’. Nonetheless, 

both antecedents had the explanatory power to describe 63% of the variance accounted for CE. 

Furthermore, we were able to answer our second research question and conclude that CE does 

have a significant impact on the continued use of an MSP. However, hereby included 

relationship commitments did not pose any impact on the relationship between CE and 

continued use. Still, 66% of the variance in continued use could be explained by its predicting 

factors, thus leading to a strong result of our theorized research model (see Figure 3). 

 



 
 

 
 

49 

 

Figure 3: SEM Analysis results of the context-specific nomological network for 

 the MSP KakaoTalk  

 6.2 Discussion 

 6.2.1 Utilitarian and social experience effects on CE 

Having a closer look at our antecedents leading to CE, we found out that ‘social experience’ 

has a greater impact on customer engagement than ‘utility’. Hence, MSP characteristics such 

as the convenience to perform many daily tasks in the same place or having a clear and easy 

visual design influenced the users’ engagement less than perceived ‘social experience’ 

measures. Interestingly, this finding might be grounded in the fact that nowadays functional 

aspects of applications are already deeply entrenched in the user’s daily behaviors so that they 

take these engagement motivations more or less for granted (Tarute et al., 2017). Hereby, 

mobile technologies are perceived utilitarian in itself due to their accessibility from any location 

at any time. Thus, especially MIM-based MSPs are obligated to encompass such functional 

aspects as a necessity rather than a concrete motivation to engage with the service (Kim et al. 

2013). Hence, these manifestations in user behavior pose a possible explanation for ‘utility’ 

being the lower correlating antecedent.  

Consequently, previous studies in the field of digitalization state that users do not mainly base 

their engagement intentions upon utilitarian features, but rather on social and entertaining 

experiences while using a platform (e.g. Lien & Cao, 2014; Tarute et al., 2017).  Coherent with 
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our research, we can also confirm that our second antecedent of ‘social experience’ presented 

a stronger influence on engagement and thus encouraged continued use. To understand why 

‘social experience’ was a major predictor for CE, we need to look at its two components of 

experience and sociality. Looking at hedonic features, Kim et al. (2013) indicate that platforms 

should provide its users with enjoyable tools to trigger fun and excitement which ultimately 

lead to enhanced engagement intentions with the application. Considering sociality features, 

previous studies identified that Korean college students give greater weight on obtaining social 

support from their social networks compared to western students (Kim, Sohn & Choi, 2011). 

Thus, our result seems to highly correlate with the cultural manifestations of young Koreans’ 

emphasis on social interaction. Moreover, our analysis detected the behavioral dimension 

together with emotion as the two building blocks of customer engagement. As behaviors such 

as sharing, learning and endorsing are social activities in their nature, it is not surprising that 

social measures associate additional motivations to engage with a focal platform service 

(Dessart et al., 2016). Hereby, especially the group chat function in KakaoTalk including those 

mentioned behavioral aspects are evidently appreciated by users (Kim, 2017). This is in 

accordance with Oghuma et al. (2015) who argue that users tend to perceive an MSP as more 

favorable when they can interact with more users. However, the most interesting finding for 

‘social experience’ was its interconnectedness between social and entertaining triggers of 

engagement. Unlike most previous research for CE in digital environments (e.g. De Vries & 

Carlson, 2014; Zhang et al., 2014; Lien & Cao, 2014), both constructs of experience and 

sociality were accumulated on one factor in our research. Thus, in the context of MSPs, both 

components need to be utilized hand in hand to attain higher CE intentions from platform users. 

This idea was already initiated by Oghuma, (2016) who stated that since MIM-based platforms 

are intentionally built for social connection, fun should always be incorporated in the 

characteristics of a respective service. Building on this, a previous study on MSPs also 

identified a positive impact of social interaction on perceived hedonic aspects by enhancing a 

sense of closeness and enjoyment (Ha et al., 2015). Hereby, the study highlighted that the usage 

of fun emojis can increase hedonic gratifications by enabling a feeling of familiarity during 

social interaction. Only by embedding such experience factors within an application, users keep 

being engaged while interacting on the platform.  
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 6.2.2 Relationship between CE and Continued Use 

After elaborating antecedents’ relationship towards CE, CE is now discussed to assess its 

impact upon the continued use of an MSP. Yet, before going in detail about this relationship, 

CE’s dimensionality in the MSP context needs to be closer examined as its cognitive dimension 

indicated low factor loadings below the accepted threshold. First, this could be explained by 

the fact that the cognitive dimension was already empirically tested to be the weakest CE 

dimension before (Dwiwedi, 2015). Second, building on Hollebeek’s (2011) thinking that the 

connection between CE and loyalty intentions is non-linear due to an existing saturation point, 

attitudinal loyalty in form of CE’s cognitive dimension is reduced by consumer’s fatigue and 

burnout over time. Translating this argument to our research surroundings, KakaoTalk poses 

the mainly used MSP in Korea that is present since the evolution of smartphones (Jin & Yoon, 

2016) and hence Korean users might already be affected by the mentioned constraint factors. 

By proceeding with a two-dimensional construct for CE, we verified previous studies by equally 

examining customer engagement as a pivotal predictor for user loyalty (e.g. Leckie et al., 2016; 

Islam & Rahman, 2017). In such, also MSPs can manifest continued use by capturing a 

relational bond through CE with their users (Sashi, 2012). On top of that, our results indicated 

that MSPs do not only benefit from a sustained long-term user base but they can additionally 

rely on engaged users who further recommend the platform service to peers and thus help to 

establish a new and growing user base as well. This thinking was already illustrated by van 

Doorn et al. (2010) who entailed recommendation activities as one of the regularly occurring 

engagement behaviors. 

Lastly, although having been verified by theory as well as our pilot interviews, both relationship 

commitments of affective and calculative commitment did not influence the relationship 

between CE and continued use. A reason for this result could be derived from Kim (2017) who 

introduced both commitments as independent factors complementing user loyalty. 

Consequently, they could represent separate and autonomous mediators for the connection 

between antecedents and continued use without being subordinate to the initial development of 

customer engagement. 
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 6.3 Contributions 

 6.3.1 Theoretical Implications 

In terms of contributions to the literature, our study provides theoretical implications in a 

twofold approach. Firstly, our study contributes to the demand for the application of CE in the 

context of multi-sided platforms (Wirtz et al., 2013; Breidbach & Brodie, 2017), which in the 

second step inherently contributes to the existing literature on customer engagement in general 

(Maslowska et al., 2016). By doing so, we conceptualized insights for creating sustained 

platform businesses (Cheung et al., 2011; de Oliviera & Cortimiglia, 2017), while 

simultaneously answering to the pressing need of empirical studies for the still underexplored 

research area of CE in specific contexts (Brodie et al., 2011; Dessart et al., 2016).  

To address the first theoretical implication, we introduced a nomological network around CE 

which was contextually adjusted to our research setting of MSPs. As a result, we verified the 

importance of a platform’s utility and its offered social experience as substantial antecedents 

for CE. In particular, the latter combined factor of experience and sociality illustrated a major 

predictor of CE in the MSP context. On the other hand, CE’s value as a driver for the continued 

use of an MSP was confirmed, thus leading to the same result as other comparable contextual 

CE studies (e.g. Leckie et al., 2016; Tarute et al., 2017). Concluding from these findings, a 

major theoretical implication of the study is illustrated in the added explanatory power of which 

context-specific antecedents motivate CE in explaining its essential role for customer loyalty 

intentions in MSPs. Moreover, both theorized relationship commitments of affective and 

calculative commitment did not impact the relationship between CE and continued use of a 

platform. Coherently, this validates Kim’ s study (2017) who already identified their 

independent roles as direct predictors of user loyalty in MSPs. 

In the second step of theoretical implications, our results from investigating CE in MSP settings 

also responded to Brodie et al.’s (2011) general request for more context-specific studies that 

can, in turn, be translated for the overall understanding of CE. In such, our findings complement 

the existing relationship marketing theory that outlines CE’s essential role as a relational 

construct in explaining consumer behavior (Dwiwedi, 2015). Moreover, we further validated 

the traditional nomological network around CE outlined by Brodie et al. (2011) through 

verifying that all direct paths from antecedents over CE to customer loyalty in form of continued 

use were significantly evident. Consequently, we could confirm previous criticism on the 
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general CE literature by applying and validating the nomological network as a context-specific 

toolbox. For that, it is important to rely on context-specific antecedents and outcomes of CE 

which can be further equipped with other relevant concepts that arise from the research setting. 

As an additional theoretical implication, we thirdly arrived at the finding that the widely-

accepted multidimensionality of CE including all three aspects of behavior, emotion and 

cognition might be similarly context-specific as the nomological network around CE 

(Hollebeek, 2011). Since cognition did not present an essential CE dimension in our research 

setting of MSPs, we can further criticize the general literature of CE on its pre-defining nature 

of customer engagement as a multidimensional construct. Rather, depending on the research 

context, not all dimensions need to be evident for describing customers as completely engaged 

or not. In consequence, further context-specific studies should take this into account when 

investigating CE’s role for their specific research purposes. Still, this phenomenon needs to be 

additionally evidenced before it can be generalized to the overall CE literature. 

 

 6.3.2 Managerial Implications 

In addition to the above-mentioned scholarly contributions, this research also provides three 

major practical contributions. Taking the actual trend of MIM services developing to ubiquitous 

MSPs into consideration (Oghuma et al., 2016), our research should support executives in their 

struggles of building sustained platform businesses. As an overall advice, practitioners should 

make use of CE’s promising answer to MSPs’ greatest challenge of attracting new users and 

maintaining existing users to the platform. 

First, by empirically validating the nomological network around CE in MSP settings, we can 

claim that platform businesses display a fruitful ground for utilizing customer engagement as a 

social tool to enhance user loyalty. Since most smartphone users normally install more than one 

similar platform on their devices (Tarute et al. 2017), improving the engagement intentions on 

one’s own platform service can function as a key advantage to stick users to only one remaining 

application. Therefore, our findings illustrate that MSPs should focus on a unique customer 

experience to sustain users. In turn, once such a beneficial relationship is established, platforms 

can further profit from their engaged users who recommend the service to friends and family 

(van Doorn et al., 2010). Consequently, this leads to an increased traffic on the platform and in 
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such more opportunities to grow the service range with additionally attracted customers or own 

created services. 

Second, our findings identified ‘social experience’ as the main driver to improve customer 

engagement in MSPs. Thereof, platform managers should be alerted to connect social tools with 

fun and exciting user experiences. In an era where consumers seek entertainment in their free-

time or even during short working breaks (Dwiwedi, 2015), practitioners are advised to invest 

in appropriate measures that stimulate the user’s perceived experience. Looking at the example 

of KakaoTalk, this platform created its own branded emojis to create a more hedonic user 

experience; a fact that was supported by our findings. Hereby, they not only built such 

experience in an offline context with Kakao Friends Stores for buying emoji-related 

merchandise but more importantly they implemented a fun factor within digital messaging. 

Looking at KakaoTalk’s revenue structure, buying new emojis that can be used in the online 

chatting environment make up a considerable number of the total revenue (KakaoCorp, 2018a). 

Conclusively, our example company was able to build not only a simple social exchange 

between friends and families but users actually have fun while interacting with each other. 

Therefore, in coherence with our results, practitioners should think of ways how they can trigger 

a comprehensive social experience for their users in their specific context. Depending on the 

kind of platform and which users it attracts, there are multiple opportunities for platform 

executives to create a user experience that effectively combines social with fun and entertaining 

aspects. 

Third, our results indicated that practitioners should further focus on a clear structure of design 

that helps users to navigate through the platform. This utilitarian aspect is especially important 

for MSPs since their broad range of services can be hard to overlook. Again, a best practice 

example for solving such issues can be deduced from our example KakaoTalk. Because not 

each of its services has a similar usage frequency, our pioneering platform built an ecosystem 

consisting of a main application with the mainly used services and several peripheral 

applications with minor used functions. To easily switch between all applications, one user 

account can be used to conveniently log in to any desired service (Jin & Yoon, 2016). Due to 

that, users get access to all engaging contents and can only select those services they are truly 

interested in. Translating this thinking back to our findings, motivations to engage are sustained 

when there are no unnecessary tenors that can be perceived as disturbing for the users. Hence, 

to generate engagement intentions from a utilitarian perspective, practitioners should keep their 

platforms as lucid as possible and are advised to create an appropriate platform design that suits 

their functionalities and usage of the platform. 
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 6.4 Limitations  

Like any other research, also our study shows several prevailing limitations that were evident 

throughout our work. In general, most of the following limitations are grounded in either 1) a 

geographical, 2) timely constraint or 3) even both at the same time. 

Starting with the geographical boundaries, the first and most pressing challenge limiting our 

research was the geographical distance to South Korea and hence the Korean KakaoTalk users 

as our research object. Since we wanted to detect which perceived characteristics or 

functionalities motivated Koreans to engage with KakaoTalk, we conducted several face-to-

face interviews. However, in terms of accessibility, we were limited to only conduct interviews 

with Korean exchange students at the Jönköping University. But as KakaoTalk is strikingly 

used throughout whole Korea within every age cohort, it would have been an asset to interview 

a variety of users. Consequently, we were not able to investigate the customer engagement 

motivations of all Korean age groups to enhance our generalizability to the complete society. 

In this regard, an on-site field research would have also helped us reaching all age cohorts via 

a direct survey collection. 

Continuing with the second limiting factor of time constraint, we did not expand our initial 

pilot study interviews and applied a mixed method research design. Instead within our study, 

we only used the corresponding interview findings for developing more profound hypotheses. 

However, applying a mixed method approach would have allowed us to additionally use 

extensive qualitative findings for the analysis and discussion of our overall results. But, due to 

time constraints, we intentionally focused solely on our empirical results as additional 

interviews would have been required for truly investigating social patterns from this data. 

Thirdly, our survey pilot-testing was affected by both geographical and timely limitations. 

Resulting from the mentioned physical distance, pre-testing the survey questions was restricted 

to a limited number of participants as we did not want to fully exploit our channels for the actual 

survey. Despite the fact that our survey pilot-testing enabled us to adjust the survey question 

and thus ensure our face validity, a pilot test with a bigger scope would have resulted in a more 

precise item selection. However, the given amount of time did not allow us to pilot test on a 

large scale of Korean KakaoTalk users.  

Additionally, regardless of time and distance, our study is further limited to its Korean and 

KakaoTalk based setting. In consequence, results elaborated from this study should be carefully 

observed.  
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Translating findings to other contexts could lead to different outcomes for instance to both 

antecedents. Due to their dependence on both Koreans’ cultural understanding and usage of 

these factors as well as the specific range of functionalities offered by KakaoTalk, other cultural 

backgrounds or other forms of MSPs with different services could present alternative results. 

6.5 Future Research 

Based on the above identified limitations and research findings, our study provides the ground 

for future research that can further elaborate on the trending research areas of multi-sided 

platforms or customer engagement in general. 

First, as directly derived from our finding that both relationship commitments of affective and 

calculative commitment did not influence the relationship between customer engagement and 

continued use of an MSP, future research should further investigate this circumstance. Since 

previous research already verified the significance of both relationship commitments in MSP 

settings (Kim, 2017), future scholars should subsequently introduce both commitments as 

independent mediators on the direct relationship between antecedents and continued use. In that 

sense, they could run a competitive analysis between customer engagement and relationship 

commitments to identify which factor has superior explanatory power for the continued use of 

an MSP. For that purpose, a complete research design can be utilized from Dwiwedi (2015) 

who already investigated CE’s superior influence on user loyalty with other general brand 

relationship drivers. 

Second, as examined in the limitations of this study, our research setting is bound to the cultural 

context of Korea and their mainly used MSP KakaoTalk. To generalize research findings from 

this background, future research should look at other platforms in other cultural settings. 

Hereby, future research could for instance focus on WeChat in China, WhatsApp in Central 

Europe or Facebook in the United States as these present similar platforms that are mainly used 

in their respective regions (Mehner, 2018). In this regard, the identified nomological network 

around CE in MSP settings can be validated or adjusted to the related cultural context. In 

relation to this, the aspect of data security can be further elaborated and comprehensively tested 

as another factor for the relationships of CE in MSPs. 

Third, further contextual research for the general CE literature is required. Since we could 

validate that CE can be utilized differently depending on the respective research context, 

additional research settings other from MSPs could further contribute to the overall 
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generalization of the nomological network around CE. Hereby, also CE’s multidimensionality 

needs to be re-assessed. As our findings suggested, the cognitive dimension of CE did not 

present a relevant component for CE in our research setting. Thereof, future contextual CE 

research should further test if the dimensionality of CE is also affected by their specific research 

setting. Another approach to shed light on CE’s context-specific dimensionality can be built 

upon Hollebeek’s (2011) theorized saturation point of CE over time. Hence, performing a 

longitudinal study for the development of CE over time can be executed by future research. 

7. Concluding Remarks 

South Korea and particularly its capital megacity Seoul increasingly becomes a hotspot for 

global phenomenon including various spillovers of Korean Pop, skincare or food into the 

western society (Park, 2018). Therefore, it is only a matter of time until the next tide will arise 

to infiltrate our everyday lives. To be prepared, we looked at the multi-sided platform of 

KakaoTalk that takes up most activities of daily life for its mass of Korean users. Especially 

when adding customer engagement as a social tool to create a sustained user base, this study 

contributed to multi-sided platforms in their journey of becoming the new trend in western 

societies as well. Looking at WhatsApp’s or especially Facebook’s approaches to develop or 

buy new services, this trend might already be on our doorstep.   
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Appendices 

Appendix 1: Illustration of Kakao Friends Store phenomenon 
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Appendix 2: Translated Survey Questions 

 
 

 

질문은 한국어로 진행됩니다! 

안녕하세요,  

we are Jan and Honga, two German students writing their master thesis in Sweden. For our 
exchange semester we went to Yonsei University in Seoul and fell in love with the city and the 
culture. During our time, especially the app KakaoTalk and its impact on the Korean society 
really fascinated us as we don't have anything similar in Germany. 

So, please help us finish our master thesis about Kakao.  

To show our appreciation for your answers, we will give away 20 Starbucks vouchers. 

감사합니다 

Note: English: When answering the questions please think about Kakao as an ecosystem 
 consisting not only  of the messenger application (KakaoTalk), but also of its many 
 other services (e.g. Kakao Plus Friends, Kakao Gifticon, Kakao Taxi, Kakao Bus, 
 Kakao Metro etc.) 

 Korean: 카카오는 메신저를 중심으로 이모티콘, 기프티콘, 플러스 친구 등의 기

 능과 이를 활용한  카카오 맵, 카카오 버스, 카카오 미용실, 카카오 스토리 등을 

 갖춘 하나의 생태계를 이루고 있습니다. 아래 질문에 답할 때 카카오를 전체

 적인 서비스로 생각해 주세요. 

  

Let's start with the questions! Please rate if the following statements reflects your 
motivations to use Kakao  

 

1. English: UT1. Using Kakao helps me to perform many things more conveniently. 

 Korean: UT1. 카카오를 사용함으로써 더 편하게 일을 할 수 있다. 
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2. English: UT2. Kakao’s functions are easy to understand and simple to use 

 Korean: UT2. 카카오의 기능들은 이해하기 쉽고 사용하기 편리하다. 

 

3. English: UT3. Using Kakao enables me to acquire useful information (e.g. Kakao Plus 
Friends) 

 Korean: UT3. 카카오는 유용한 정보를 얻는데 도움이 된다. (카카오 플러스 친구, 

 버거킹 할인 정보 등) 

 

4. English: EX1. Checking on KakaoTalk is a break and relaxes me  

 Korean: EX1. 카카오톡 메시지를 확인하는 것은 나에게 일종의 휴식이다. 

 

5. English: EX2. I have fun interacting on Kakao 

 Korean: EX2. 카카오로 소통하는 것은 재미있다. 

 

6. English: EX3. I find it enjoyable using Emoticons 

 Korean: EX3. 이모티콘을 사용하는 것은 즐겁다. 
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7. English: SOC1. I maintain relationships with friends & family by using Kakao 

 Korean: SOC1. 카카오를 이용하여 친구들이나 가족들과의 관계를 유지한다.  

 

8. English: SOC2. I interact with my friends by using Kakao functions (e.g. Kakao Gift) 

 Korean: SOC2. 나는 카카오의 기능을 이용하여 친구들과 소통한다. (예 : 카카오

 톡 메신저, 카카오톡 기프티콘) 

 

9. English: SOC3. Using Kakao’s group chat function improves my effectiveness in 
sharing information and connecting with others 

 Korean: SOC3. 카카오 단체 톡은 다른 사람들과 정보를 나누는데 도움이 된다. 

 

10. English: SOC4. Using KakaoTalk’s customizable profile enhances my effectiveness in 
presenting myself 

 Korean: SOC4. 카카오톡 프로필은 나를 나타내는 데 도움이 된다. 

 

 

We love your answers! You are halfway done. Please rate if the following statements 
reflect your engagement towards Kakao 
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11. English: COG1. When interacting with Kakao's functions (e.g. Item Store, Kakao 
Game, Kakao Page, Choco etc.) I get carried away 

 Korean: COG1. 카카오 앱들을 사용할 때, 시간가는 줄 모른다. 

 

12. English: COG2. It is difficult for me to detach myself from Kakao 

 Korean: COG2. 카카오를 사용하지 않기 힘들다. 

 

13. English: EXP1. I feel positive when I use Kakao 

 Korean: EXP1. 나는 카카오를 사용할 때 긍정적인 경험을 한다. 

 

14. English: EXP2. I am proud to use Kakao as a Korean platform 

 Korean: EXP2. 나는 한국인으로써 카카오를 사용하는 것이 자랑스럽다. 

 

15. English: BEH1. When I get up in the morning, I feel like checking on Kakao  

 Korean: BEH1. 일어나자 마자 카카오를 확인해야 할 것 같은 생각이 든다. 
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16. English: BEH2. I use Kakao more compared to other messenger applications 

 Korean: BEH2. 나는 다른 경쟁 앱(페북 메신저, 라인, 네이버 지도 등)들과 비교했

 을 때 카카오를 더 자주 사용한다. 

 

17. English: BEH3. I will keep using Kakao even if inconveniences occur 

 Korean: BEH3. 나는 불편함이 발생하더라도 카카오를 계속 사용할 것이다. 

 

 

You are almost done! These are the last questions. Please rate if the following statements 
reflect your relationship with Kakao 

 

18. English: AFC1. I use Kakao because I really like it 

 Korean: AFC1. 나는 카카오를 좋아하기 때문에 사용한다. 

 

19. English: AFC2. I have a strong feeling of attachment to Kakao 

 Korean: AFC2. 나는 카카오에 애착을 갖고 있다. 
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20. English: AFC3. Kakao has a great attraction for me 

 Korean: AFC3. 카카오는 굉장한 매력을 갖고 있다. 

 

21. English: CAC1. It would be too inconvenient for me to stop using Kakao 

 Korean: CAC1. 카카오를 사용하지 않는 것은 굉장히 불편할 것이다. 

 

22. English: CAC2. Switching to another messenger application would be unpleasant 

 Korean: CAC2. 다른 메신저 앱으로 옮겨간다면 불편할 것이다. 

 

23. English: CAC3. Because everyone uses Kakao, stop using it would result in problems 

 Korean: CAC3. 모두가 카카오를 사용하기 때문에 사용을 중지하면 많은 문제들

 이 생길 것이다. 

 

24. English: COU1. I think that I will use Kakao in the future 

 Korean: COU1. 미래에도 카카오를 사용할 것 같다. 
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25. English: CU2. I would recommend Kakao to other people 

 Korean: CU2. 나는 다른 사람에게도 카카오를 추천할 것이다. 

 

26. Gender:  

1. Male 

2. Female 

27. What is your nationality?  

1. Korean 

2. Other 

28. How old are you? 

1. 16-20 

2. 20-24 

3. 24-28 

4. 28+ 

29. Are you currently a student? 

1. Yes 

2. No 

30. How long are you using Kakao? 

1. 1-3 years 

2. 3-5 years 

3. 5+ years 

31. If you want to win one of our Starbucks vouchers, please leave your KakaoID and we 

will send you the voucher 

1. ______________ 

Thank you so much for participating! We really appreciate your answers. 

감사합니다 

[End of Questionnaire] 
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Appendix 3: Structural Path Model of Proposed Hypotheses 
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Appendix 4:  Confirmatory Factor Analysis Model 
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Appendix 5: EFA Outputs SPSS 

EFA for Antecedents:                  EFA for Customer Engagement: 
 

 
 

 

EFA Scree Plot for Antecedents 
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EFA for Relationship Commitments:  EFA for Continued Use: 
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Appendix 6: Reliability Outputs SPSS 

Cronbach’s Alpha for Utility: 

 
 

Cronbach’s Alpha for Social Experience: 
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Cronbach’s Alpha for Customer Engagement: 

 

 
Cronbach’s Alpha for Affective Commitment: 
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Cronbach’s Alpha for Calculative Commitment: 

 
 

Cronbach’s Alpha for Continued Use: 
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Appendix 7: Skewness and Kurtosis SPSS Outputs 
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Appendix 8: Multicollinearity Output SPSS 

 
VIF Scores of DV Customer Engagement: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
VIF Scores of DV Continued Use: 
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Appendix 9: Common Method Bias Output SPSS 
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Appendix 10: CFA Model Fit Output AMOS 

 
Chi-Square: 
 

 
 
CFI: 
 

 
 
RMSEA: 
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Appendix 11: SEM Model Fit Output AMOS 

Chi-Square: 
 

 
 
CFI: 
 

 
 
RMSEA: 
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Appendix 12: SEM Path Model Analysis Output 

 
p-values: 
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Beta Correlations: 
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Mediator Affective Commitment: 
 
 

 
 
 
Mediator Calculative Commitment: 
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Appendix 13: Post-Hoc Analysis Output AMOS 

Moderator Affective Commitment: 
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Moderator Calculative Commitment: 
 
 

 
 

 
 
 
 
 
 
 
 


