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Strategic customer engagement marketing:

A decision making framework
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5. Implications for marketing theory and strategic decision
making

While previous research has acknowledged the importance of CE
(e.g., Brodie et al., 2011; Hollebeek, 2011a; van Doorn et al., 2010;
Vivek et al., 2012), managers need direction in creating engagement-
oriented organizations (Venkatesan, 2017) through firm-initiated cus-
tomer engagement marketing (Beckers et al., 2018; Harmeling et al.,
2017). Responding to this call, the current study adds to the emerging
stream of research on CE by introducing an actionable, theoretically-
grounded CEM decision making framework. By integrating the firm-
initiated perspective of CE with SET, the current research provides in-
sights that are relevant not only for marketing theory, but also for the
broader field of social exchange and engagement in general. For ex-
ample, several of the mechanisms we identify in this research, such as
absorption/appropriation or interactional/multiplier value, may be
transferred to other disciplines like social psychology, organizational
behavior, and education. The findings also illustrate how fundamental
tenets of SET, such as reciprocity, interdependence, shared values, re-
sources, trust, risk, and commitment (Blau, 1964; Cropanzano &
Mitchell, 2005; Molm, 2006), relate to CE. Our framework thus holi-
stically integrates critical CEM decisions and avoids the pitfalls of iso-
lation and fragmentation.
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