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3.2.1. Industry Perspective
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3.2.2. Academic Perspective
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3.2.3 Developing Online consumer engagement as a Construct
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Online engagement is a cognitive and affective commitment to an active relationship
with the brand as personified by the website or other computer-mediated entities
designed to communicate brand value. It is characterized by the dimensions of dynamic
and sustained cognitive processing and the satisfying instrumental value (utility and
relevance) and experiential value (emotional congruence with the narrative schema
encountered in computer-mediated entities)
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Online consumer engagement is the state of being present in a mediated branded space
where the consumer is immersed in the brand’s offerings meant to deliver purpose and
value. Cognitive engagement requires intense levels of focus and concentration in
seeking, interpreting, analyzing, and summarizing information to a point where
consumers may lose themselves in the process and may lose a sense of time and space.
Additionally, brand learning (e.g., mission, goals, product offerings, philanthropic
efforts, and promotions) occurs while negative responses toward the brand are
minimized. Furthermore, online consumer engagement requires affective feelings, which
involves emotional bonding and connection with the brand, products, and other users
that leads to overall satisfaction. Lastly, consumers must invest themselves within the
online vehicle by participating through sharing, conversing, and co-creating with the
brand and/or other users.
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