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This study is trying to investigate the underlying factors of consumer participation to the special
promotion strategy. The most representative example of this kind of special promotion is Starbucks
Summer Promotion Event. A lot of people are trying to participate to this special promotion event. Why
do many people are participating to Starbucks summer promotion and what are the underlying factors of
customer engagement. We tried to answer these research questions by using the mixed methodology with
quantitative and qualitative study. Especially, we tried to use Python language with LDA (Latent Dirichlet
Allocation) technique to analyze Instagram online data. Managerial implications and the limitations of
the study were also discussed.
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Bz A% gk A (brand switching elasticity)
o] 84.7%7A EokA7] W&l (Gupta’s, 1988)
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Ho g saAdogs TR M A AN} Fho
a9l gk Ao Zlolg fsin, AdFAHcR=
Z2RAE AY F viAEAA FE3 JRE A
Fetazt gt

Fol 291E Heluy] fall 2 dFddA e 34
T E8stuat grh, AT A5 ot
A3E dutst & e Aol FHo] YA, A+
AA Al ozl Mg el T2 JEE de Ade
SAZE slem, 2k}l 25 ElolH Y Af AFA
HEE A Ad AL ok FA dFe Al
el dwks} at= Aol Aol UANE, AF5ARL
TS Bl @il did ARAEQ JRE A& &
g AAo] 9tk (Babbie, 2002; SunGyu Lee
et al., 2019). A 2 AFfdEe EF A%

2.1 Z20M

W onle Z2RMHL PR, ¥il(advertising),
S5 (publicity), @ FXEE 55 EBsh= N
do = Blattberg & Neslin(1990)& =Xz
= 7190l A9 Fufg)so 2HA1 F3F
Ag BHO= st nHAH %o :
Kotler(1997)= v X& 93 ©7|4 niAE
SFo g Mu[ gt AFY] A B FujE A
gk ko s A olstgl

TR2RAE 1A AFA 2R H|7H 2 PA
2RAoR FTEHYG (Kotler & Keller 2016).

do

[l

Korean Management Review Vol.50 Issue.5, October 2021

www.dbpia.co.kr



An Exploratory Study of the Engagement Factors in Promotion Using Mixed Methods: Focusing on the Special Promotion of Coffee Company

V4 A ZRRMd e 148, FE AT T
o] dtt. 714 &QlE Aufjstn e FEY &
etete ZRRMS on|sin], vte-AE AFste
AL AELR nded F e 439 FES AT
ot ZRRAS oulett H7bE A gH T2 RA
de 75 3FAF, 4F AF, 75 AY, F5 %
nj 5ol gtk #& AES AFee AL e Al
A s FEE AT AY AR el AE
o o Eo] F7} HlE A& glo] ] FES U Al
ke ZREAE uigtt, FE AFge AF 5
& MH|2E dA7IZE HE A Qlo] o] gelEE
A& uisty, F5 dvje #¥9 el 4
5 37 Bajsts Z2RA §3o|tHRobert C
et al, 2010)

IERA Fdo wE AHA ko] W3} T
A g Azl M2 g3, Z2RA o]F g3}
Bale A8 g3 wa Al 83 59 FAE B
AgAT7t A =det. A Z2r o 3

MYATAN FYehe Lol
ol7b o, 2R R gt aH|AEY] T E
2ko)7F T Azam Kaveh et. al., 2020, Robert
C. et al, 1995). ol ZRRAJM AFHE 2
o] /R opdel HAbo] AlgE e WA w
gt H=el wA = Gl bd2A UEe F e
AlARMEH(Edward & Richard, 1985).

2.2 2H[X} Eof(consumer engagement)
2.2.1 &¥A} o e
Aol ~Axz WS AP 2 27 JET} e

ﬁ e} Hofol|M F2 thFolA] ghd 7ot}
2k o] (engagement) | ek 417t H a4
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%om ‘Participation’, Tnvolvement ¢ &< &
ARgE on) & 7R ol 53 E8u o] AR Tk
(Roderick J. et al., 2013).

17 /28] 2Hcustomer/consumer) Fodek= Tl
He wHAE RopdllA] AiiFo s fEE PR
(Hollebeek et al., 2014: Laurence Dessart et

, 2016) 20055-E o] (engagement)ol] &+

z-i A7} Z7kel7) AT 32 24 n)go], 7
Y 3 HAE 22l ARYE 5 2eldA e 1
/282 el 3 A7} mﬂﬂ show, 2
QoS A5AL A 2 gt A golom A
[EBA g HletEe B3 33 A el
24g ¥ 972 FEHY(Zyminkowska, K

2018).

Patterson et al. (2006)- ‘317 %o (Customer
engagement) & MU AE AFeeE 719 1S
o] AAA (Physical), 21714 (Cognitive), %44
(Affective) BAS] EAl FFo2 Hoatqon,
Brodie et al. (2011)& ZH|#} 3 (Consumer
engagement) & AB|AFe} HIE E= AFYE S
OE FALERY A8 AR, A w2
A AelA AHE FAA (Affective), AAH
(Cognitive), @%&4 (Behavioral) 82122 &3}
3’1"/} Gambetti et al.(2012)= o Q99102
71—7§ = %, =
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A #dE e dFdMe aAd &
HAE FREE AGeR AMSAT, o 29l
I FEE APAFolN e nA Fof s LA
Fol'e] AAdel AR o2 AHEH T ole A
= HEoE & dFdAe 254 teE Wde
2 Agshe Z2RA A E SR A7 E A
As7] Wl aBAE Z2 R Fofshs a9l

o2 gyotaat gt e a AH|A} 3ol (consumer
engagement) = 7199 A Fshe ol 721
z+e] (Participation) &t 449 7F=(Connection)

£ owlstE Z(Vivek et al., 2012: Roderick J.
et al., 2013)2.2 & AFdr e Z2RM nd
2y o fd et wHdE 2gekA] R AH|Ake

Zod (Participation) ¢ 1] 24 & AES 8

3t &H)7ke] #o] (Engagement) & FEsto], n]Ad
< 243 anjAe] ol (Engagement) 2209 o
3 THA o A H A 3t}

2.2.2 &)} o] g2l

2H|z Fof o] PFA 9l Fuf WS o
Bae g9 7l digk 715 E fnlehH (Van
Doorn et al., 2010), &7](Motivation)= 9
7S stele PFe olEUe AR 5t
olfrE ey, YT FEet Wik FI4F
PAetE AL 9n gt (Chunghee Lee &
Minsoo Shin, 2010). &5 2219 sl
F+(Sharing), g5 (Learning), A4 (Advocating),
748 (Experience) E.?l ] jﬂﬂﬂr 7z 9RlEL 7]

mlo r1r
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A on]3th(Brodie et al., 2013, Laurence
Dessart et al., 2016). 4%< 719 3 Hal=elA
Algete A5 2HE FiEs aRAke #9447}
Aol W2 54 dF &= <vahH (Hollebeek,
L., 2011a), &H2F Folo] Mg aglo] w7 o
gk Azpo] AA A QRlo = o]FA A g
2HAE FoAo A A TEH ol AEHA A
A4 (Mental) #s2H-8 Aej= 24 (Attention),
&5 (Absorption), €9 (Vigor)7F A4 8219]
s o] g thH(Hollebeek, 2011a; Anne

& Hugh, 2010, Patterson et al., 2006). &4
< Zoste gl disl Adsta & 7 &ole
oAM= AIES gulsi, 5= 71 2 BE

V]

P

=9} 2HAL Abolo] JEAEY EYTTS
H(Laurence Dessart et al.,
H B EA=e AHAF 2ke) Ae A 0“1 2 o]
= FA14 &8 (Mental resilience) F< 27
e 208 2919 A7t w8 FAletee 94
d7 =t (Patterson et al., 2006).

A 290 FFA I ASAL A FEo
Z(Calder et al., 2013) APAFol| =W
&% (Enthusiasm), £7% (Enjoyment), °f2
(Attachment) 22 FA4 Q1S Awsta 3
th 93L& 7|9 9 Bal=d ‘B wAtHmad for)

il

=

ol

i

‘At (loving) ol 2te §012 FdEH= 3441
e AA gyor B 719 W vz A
SAGOlA A7 71 B Bl =) B Eo] T

49 ds vA = F=E vt (Hollebeek,
2011a, 2011b). 4w 71 2 BHal=9lo] A3
AgoriE 0w AL e dnlshH (Laurence

Dessart et al., 2016), °f&< 7|9 2 Hai=9}
2H| AR Afole] YA fulzt

e
< AHHeE 7R e A

(Emotional bonding)
< 9n| g} (Sprott
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(Table 1) 2H|X} Zof 29I
Za 89l o 99l FHEF Authors
&3 (Sharing) .
A% 312 (Learning) Brodie et al.(2013), Hollebeek(2011a),
(Behavioral) 24 (Advocating) Laurence Dessart et al.(2016),
vocating Van Doorn et al.(2010)
78 (Experience)
o1 24 (Attention) Brodie et al.(2013), Hollebeek(2011a),
(Co Lnitive) &5 (Absorption) Laurence Dessart et al.(2016), Anne & Hugh(2010)
g Q9] (Vigor) Patterson et al.(2006), Vivek et al.(2012)
e =71# (Enjoyment) Brodie et al.(2013), Hollebeek(2011a, 2011b)
(Afchtive) 4% (Enthusiasm) Laurence Dessart et al.(2016), Sprott et al.(2009)
o 2 (Attachment) Vivek et al.(2012)
AL A3 A A2 (Social Connection) | Brodie et al.(2013), Corrigan et al.(2004)
(Social) 218 A 2)7] (Social support) Van Doorn et al.(2011), Vivek et al.(2014)
A %F(Savings)
2 gzo| 4 (Quality) Pierre Chandon et al.(2000),
(Utilitarian) 9] (Convenience) Zyminkowska, K.(2018)
%5 (Performance)
et al., 2009, Vivek et al., 2012). Zyminkowska, K. (2018)% 2839 (utilitarian)
Van Doorn et al.(2011)2 719 2 B =4 7V 2 AR 9 17y Fol g AAAT|E f9loR
A ez 54 ANz AEE AT A 298 A A4 A9 15E e 7
ste BAIE dol Aniaele] Abgld dZ4& ottt AAA 7Ex| oA = A2 (Savings), &
daAgshs Ao] o] 89l FollA Fag et (Quality) = Avgatl e, 7154 (Functional) 7}
o Az Y. AlelA AAe daAgd 24 2| 2% Ho(Convenience) ¢t 435 (Performance)
94 7190 9 BAse aug, seld sHAe] o AL TEALD,
A8 Ao adog 24 HAZ  gawe] 49 AFNE /19 2 HAE o)
HAE A9, ddlft(Camaraderie) S 95 AFUES #HE 2HAF 3] 998 S8 A
= 89elt}. AkE]A 2% (Social support)& M T7F AYPHAG, B Aol APAFo A+
H el ek FEAE AL Adez gl uAE exales gysiel Ahstad It £
e E94 S AAE E5S TAY g9l #A Zalolo| M Aege TRRAH AP A TRRHS
2 A gol Aol 98 4 Ye TAY Ao AdE oZeas Loddy o 239
2 AR A S i AR 228 89 2MA9 Fo) 89S BREATUS B Asn
o]t}(Vedder et al,, 2005; NanHee Jeong & 1A} g
SeBum Park, 2019).
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Il CITHAR M4 3 JHR

EpYzR)olE 200495 97 o3l &
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o EYY AR S wid AT 25 Zea st
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2 47 2g72 PR PH Z2RAS A
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oldl et < 7HEsted (Bora Kim, 2020) ‘e-
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APt ek S v e 2EE s B
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H|Sate] 9% Fojol A AgE L glek.

20189FEHE 9 F e-ZdA ZRRARE AF
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319 (Yejin Ra, 2020). FJr 25 ] o &
H A T ZRRAS Agsta gl

= @?OM 20209 o & AFHUL 28p 2~
AFAte = AE ol fre 3, L2

HEol 7|19 4 Hile g RMHo| &
a}ﬂgi o] FolA AL e FelA ezl Z2
BAMo] JFAoz nptel HAUd A (Yoonkyung
Cho & HeeChul Shin, 2020)°]", F ¥A,
B e Holz A A2z ZEnd 459
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T e e VY 3 B ddd AES
AZstAY w2 Bl AF dEE Mgk U

(Robert C. Blattberg, 1995, Yu Ding
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Aol itk 3YATY A$ Qb ofel e wHol
YA, AFHYY AYE B LA T
gov], datel ol obd AT
WA A7RA Ade] TAS 238 4 Yt

sgaTAN AT Holes 24
A7 o] fo|ElS Edels wHe a4

A 8o wal deldg, B dpdME 7247
W 3 84 A (convergent design) WS
AREstzl gt EA AA W

o dolels YA dole] 4 A3

=2 594 ABS EEstan dvt

2 HElolE & &8¢ A" RlErt S8t
WA (YoungWon Ha, 2020) 22kl 2]FE4
3k FeAdol AR St 22l e v
SHAERTE A ARE SR F e A
g 73 glen, adse] A whEo e b

=% ans
=
- BTG EE A2 dolg =¥ . 21087 HIEE GOIE =T
. PAEIE ANZ B %2 5 ’ o
E=pY 2=
HIZHHOIE 2R + HEEN ESHRS
=
BIEEA & dole 24 + Coherence scoreE HIZ2E
LDAEH Topic + HF

(Figure 1) AEMHA M =224
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(Dohun Kim & Kyungjin Cha, 2019).
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el & Qe Azeagd A g oW, 44
HAo] 5 20209 A& MPH AEpHA T2
A7 A A 25 HAste] o]df djFat= Al
Alg 2 g2E FP8dt. #1449 dolHe &
4,108749] v ddo]Ef o},

4.2.2 "o FA

B GuEolERl AXE ¢ HE HolEdM e F
ofm|gh dojgl B-go] ol ol EAlsty] w&l
BAske FA o] Fasith. FAlsks A A A
gk dlojelo] oot 2~ ks Foff natk skl
(Dohun Kim & Kyungjin Cha, 2019). ZA|€
W& SFEa, oREE, Ur, Ue, AE,
shater, glol, Bty 5ol &
A AL, AL 9 Az 55 Al ASH
1, A 54 doe] HlEgTl FofAle A
8 ©ole onlE FAsk= A Wzt =7

o (Taewon Lee, 2020) F-<julatA 3=
2= /\E]J:H/\ /\BJ /ﬂu}gﬂr,]uu
Ao, 2d, B3, Aujgiyad, Ao
P43 AP g YW dAE T gywa

g Yo 5o dolEs AASAT. frequency,
‘e frequency’, °lAl H&ta', oA 53 2

o] #ukel eln|g AT A Bo17t 8 ol
£ EIAN, IR 2e @ Bolz 5
oo W AE AAFUYG Ho' =y’

e 53 el el £ Gelse da
gelste] HE, BAPUT, H3, =t
Ao Foz e e Bz 4

O}M
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4.2.3 24 U

QIxElIHW S 53
718 5 AAA gelFd €953 (Latent Dirichlet

Allocation, LDA) #4418 Fd F2 898 =&

4% velele P2 vy

_1

At @k, LDA ¥4 e B4, 274 59 1
723 99 9 HIAcl2o ol 2201 2
oA BAGtE 884 9 sof ngoR T4

o] 2 Higo s stof oY %fﬂﬂ ol| FAE
73 eA sk WEolth(Ji Hyeon Lee
et al., 2020).

gy zdglo] Aile E9| Fof ug} A 57
o] B9 5 2 ste Aol zﬁﬁ}ﬂr Maier
et al, 2018). EY Rd A EFS] /f5E A4
e BA o R AgdTie Perplex1ty9‘r
Coherence score’} 2 A% 1 Itk Perplexity
= w3 W FAY 2d FgEI FA U &of 249
e Atete ERYE gho] ZAod AESSE
e EY 2do dtgo] 2 Hlvha Bt o+ A
o} AR o] e ol & HIdrhe AlolA 1
237t fAs] Foe As onlshe A2 ot
(Chang et al., 2009). Coherence score= Newman
et al.(2010) ¢l ¢Jaf A5 At PO 4 9
A SHske He R 3 U dolo] fAE
= fon|gt Aoz
A E 4 Sl BEge] & 2‘4 =75 A ¢ F
B8] (Calhelros
et al, 2017) & ?‘01]"1% 2~109 £ <o
A Coherence score #t°] &< B9 &
T M BEY9 £2 AHslo 29 EXS Y
o7 o] 89l& vt gt

re
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QAL dole] £ 2 vele] $4
FAoln JuHY BAL D g 2014 el
29 A3A0R WAWY ARE A0

Aol&(grounded theory) WHE
£ ugoz did sl on| de ol &l g
= EFa7] Aal AHEE 4 A7 Wi olth(Jin
Xuemei et al., 2020).

20209 59 21¢4%H 79 22¢97HA HgH ~
Efa 2R ool nldS GAg At
£ R QIEFTE Al eH, wEo] W
HoR APsigitt. Qe Mg riaEoe] A

2 5L ARE AAE ekl dEF dA S RSt

JHF A BRE © o] AEE ouidolr}
=257 o= E3H(saturation) el ©]E W7t
A Agstgon QEH AAs B 9n, oA

AE R
114o2 F 204 o2 Axge 20~3002 T4

B e HiiH JERE 7202 oty Z=2Y
19 gitew AR A Agwr] GAVE AdHe &
7p8 et Ao e AR Hx 134 e o] F
ojxlon, AERE Al A kel FoE
T 5 Hgote] HolHE £ AHF F
2%, 553 RS Aoy viAAIR Al et
of ARE FIHH R HoIrh ZERA o
e 891& Betatr] e e AEF A
Z2RA Fogd A7 & F717F FAUA 7
e AEs AR QQERE Zdsisitt. o)< 2
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5.1 SNS HAIZ 2 ciZ HIT.
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S At sloH, A (2313]), ‘5¥(1529)),
AU (1393]), ME(1273]), EAA(1 7§]) 3}
wH(1063]), FH(1063]), '578(923]), 1=

(913]) £o.& ettt
ERACA 7Mool 3 oA
o= Bl on| 2 dAE 4 A9 (Figure
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