a { [ o A > s 6 > 1 ¥
ﬂiﬂfULL%’JﬂﬂLﬁEl'lﬂﬂﬁﬁ]ﬁ]ﬂL‘Ii\‘lﬁ"lLﬁ@!tlazﬂﬁmﬂﬂaE‘I‘Wﬁﬂ'ﬁ’]&laﬂwuﬂﬂﬁdﬁﬂ%dﬂadgﬂﬁ"l

ANTECEDENTS AND CONSEQUENCE OF CUSTOMER ENGAGEMENT
CONCEPTUAL FRAMEWORK

981170 1aB5139A

Umawadee Detthamrong
ADZLIWNITING WWINENRINTAYTUN
Faculty of Business Administration, Chaiyaphum Rajabhat University

F3ENIA IWNIAUIN

Wirapong Chansanam
AZUYBLAFATUAZRIANFNT WAINNTLVEUUL

Faculty of Humanities and Social Sciences, Khon Kaen University

UNAALa

anawwiadeunigInaludeaduiinadfvuudasuvuidunatauaziiuntsairod jruwusiounu
Qs v Qs 1 t§/ k2 v 1 1 Qs = =3

luizmuga uwmmaamsaﬂamm;dﬂwuamaﬁnsnwaagnﬂﬂumiaiwﬂs:aummil,mzqmmmmmﬂuﬂs:mu
AN v P § Ao A =& v | a ea a ' = = @ =
Mmummau’tameu’l,uummﬁmmuazgﬁgummmdﬁqiﬂa atnglsAanw MIANBIANUHNNUBEIAND
°uadng@T’mw‘immmazmsm%wLﬁﬂumwé'wﬁ'ufizijmmqLLazNﬂé’Wfﬁmumﬁ'\iﬁagaﬂ'wa‘hﬁ'@]
o & g o o A = A ) v A ) v &d a
mqﬂszmﬂ"ﬂaauwmmmﬂumsmwmauLLmﬂ@iummﬂmmmnuﬂ’aﬁmmem@;Lm:ﬁﬁmswaawwm@mﬂ

[ ' & 1Y A o o v a o ' X o ° ' o o A o
ANNENAUBENIANTITE N Lwawwml‘ﬁgnmm@mwaﬂwuamaﬁﬂm am:uﬂﬂgmwmmmmaa@nm

o A= X '
luszaunandauazatagluizozony

o o Qs s Q Qs L 1 é‘ a o o £
ﬂﬂﬂﬂﬂiy:ﬂﬂﬁ]ﬂﬁ%%@ ﬂ%waawﬁ mm;dﬂwuamaﬁﬂm ATNIIINANAVBIANAN

ABSTRACT

Today's business environment is changing dynamically and focusing on high-level interactions.
The role of customer engagement is to created experiences and shared values, there is a growing concern
among business consultants and practitioners. Furthermore, the academic research that related to
customer engagement and the study that focuses on the relationship between antecedents and
consequence of customer engagement is limit. The purpose of this article is to construct a conceptual
framework for the study of antecedents and consequence of customer engagement to generate
engagement with customers. This will lead to profound customer loyalty and long-term occurrences.

Keywords: Antecedent, Consequence, Customer Engagement, Customer Loyalty
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