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BRI 9 2 JC R M (B I 2 5 e e T 2SR A H 25 sh S A B bR S
RAE, TR IR A R | B T A AR R T 2R RE T Y — B A T R D e
(KumarFlPansari, 2016 ) . = 2 5 B 1 J0 2 41 8 26 B0 10 B i3 7K ST A ot R L SRl RIS 3, TR A5 T
PEHERT = 0T & IR 55813 (Haumann5, 2015 ) , LARCK ™ S HERR 25 B 2 99T % (Schmitt%:
2011;ChandlerflILusch,2015) o AixMp 22 5 B A (8 B 4= T &, FEEA TR 40 A B B T ¢
TR WK S5, 3 Ry 2 % 2 S g

ARCRETIES SR8, FERT LUF A A S S 18 . BARIE
Z 5 PEIEIE R Z R RS R R R E NS 5 BEMS 5 e AR K E
SR U] SN AR S X G (] 3 G F L DU 4 R SR AT X R 5], BV TS R
FEAR S A X, 2 B2 0 Bkt AR A 2 A BB A 1, R 22 BRI A A 7 1) T R TR
WAE /N KIS IX D SEHE ] P 5Tk T 98% L BB S5 Ak 5 R (B RE %, 2015)
WikipediaH 1% FH 7 A 31 BTRK T 75.82% I 4 v B, HEA4 1T 10% 9 FH P Gt v BoT ik i ik
90% (LampeZs, 2010 ) o T ERAT {14 J5 55 4113 3 0 Kb T 5 g SIS v R0 FA , LA SRk 1
HKRHZ RS 5 M S5RE 1922 50k Rl , — B FoT & B, % 2 5 R 0 B BE R R IISRL,
TP E IO LR IS — R 45 £ S84 (SDL) R & B MR A e S 5110, X — (B EH
75 i ME (BonnemaizonflBatat, 2011 ) , 3L Hh R A B = 2 568 77, ARRCR M A FH L4173
TSSO 38 2% 1< (i L S8 100t Ll it (W55, 2018) el iR 2 S RE 1 i g )
KIIE , Jte— S R AR5 R AT AR SCEE T ks BRI S % 2 55 88 7R3 — M2 DA JBs
2586 SR B PS5 AME RS T A ERARIG S5 ) T BT AT

Z. BMESSRN GERENENFER

Bl ELE - 5 22 T 0 R A i I A X e g, T %) PN RS P BR T B4 38 2 ity
SRAAIE , B WA SEAT R Z AR A — 284 T i 2 25 Al e SR B . Sy 1 BB b IR 55 B 5 71
R AR Z A I iR 254G A B GE 0, W i AR 2 5 Al 28 16 3l i % 2 5 RN 4
T 2 I A ) B R, © AR — i >R FH A Rl S 3 o ), IR 2B s ¥ Tululemon 72
— IR E Z 0T, B e U AR T A H A R B HAB A 0l £ % ) AR fiE—
SRR RS | X SRR I A 2 A RS AT Y A1 64, Dy Tululemon e B AOTRAR AN ™ it B 45 176 Bl 13 4&
SR AR 23 ) Tululemon @ A1 7 it e 7y T Ay A 380 CHE AR 357 o B AR 280y L S o 31 R - L 48y
2015) ; H SCA RMREEILAE LAt X i 1 JL A 7 44 S0 S % R LA TH AR IR d 2 R i L =
SR B SRR R R A RISy Sy A I O IR A T AT A A Bl

Z: 5L A B B EUR ™ R BUIR S5 A SE A, AT T AE Al B i Y
J55i%5 57 8y, BARGLAE B R AE B 7 i SO B AR | URL R A OGS AR R R s AL BT
S TTHR A FVECTAT 5 B R B At — 2D AR ORI 5 2 B B AL T S (R Y 2%
1 RS B T X AN L ) EEHT R o AT S A A B A (L 475 I e R o A (L
AR i 4 ) SN (B (Kumar, 2018 ) B BEAS - (1)18 552 5 W 3K 5 A b gEA T 42 il , 73X —
TR TPl 75 e & 2 B (B (customer lifetime value, CLV ) 3 (2 ) FHAS L AOHEFE TR,
X A i 2 BE W HE L HE A [E (customer referral value, CRV ) B HAM I & A 23 2540 5 (3) ZEAE
SEIREAAR F R 532 Mo A 50 2 WA S Al ™= it B9 AT A, AR B 5 52 0 41 {1 ( customer influence
value, CIV); (4) [l fis Ml 48 (7™ & AR 55 B8 S st , sk AT (i (customer knowledge
value,CKV ),
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(L 14 B 2 TR R AR OO B2 2 5547 D0 1) 1 JBE O T, S B ol i el 38 (i M A 2 1) (1
ERFREZS,2012) , A E SR 5 R AnfapAs v U3 AR , TR EEAZ S 2 v 19+ 5 H
PRI ST AR IIOC R

TERTESS S F B, Al 3= 20 2 % B A SRR A Rl ) S8 o M e R i 25 A
S e PR A4 A A (L, HG AR PUIAT SORTRE I BB 5 5K 5 TR R B TIE 45 A4 RESE Ui
S5 PR, BE HAL TS B 2 SR A—E S NIRRT IR 2 50 e84k %
T B AL B B A TRAFIOCHUE il AL AR B , B 2 5 A R AU A 7 A
Wiy K, 38 DI EAEAL Gt R U A SEA -, BB % 2 5 a8 U )l oy A 2 5
REJIRSHERE AN B2 5 AU X R, A BECRAEAN (R B 0y o o s AR AN A ML RE 7 , B
FERE I ANRE A Al AT ORI T , TR ) L B (B XE LA S

Jo % R 3 U S B RPN BN (B W3 1) - 5, ZE (i S m L, B e 0 RU56E
SR A T7 LA R, AN PR LA 1552 5 35 mi B SR D G 5 G, T BE 1 AU DG TE Y
HRAUL R T WA EAT 0, iR BB AR | DA A f Tl A T o 5 50 =, 3R
00 6475 St MR B e AE R (B i S AR AR ST ) & B R E R 5 MR AT I
AR ) 1] SR RE B A (U A A E D R B E . B2 TEE 2 5 5% TR s &
B E I RUHPRE B TS A0 3 BB A

®1 ETHEMERNTRKIRS SR LB
Y5t EEME | WEEE RIS | BUERE | RS H ) HAA A

~ ELEHR . p— o [BERS | BE R
2 fi(cLy) | PRI KAy SRR % 2 R (R )2
Eﬁﬁﬁmm&mﬁ WA N
R — o | Eems e
mast | 0 e | neesion | samen | e

AT - ENETREe
fcky) |PHERE | pn
VORI S/ B T,

6% e S FEAS [AIESE A A& LY AMRBE T TR, A L & B8 T A% E B 2
HIRE 12253, A Mb A BES 8 T S48 Al A 4R Joi 2 1A IR 55 (¥ fiE 77 (Danneels, 2016 ) , A< SCIF
KFFEME G I B HRIE A B INEE ] A ML IEAE AT ZdE— P X 38 5 1835 T BB RE
%2 5185 T W% B ] . 28 2 1 58 T (NI BE 1248 U LA T 77 i IR 35 AH AT 55
HIRE T, LA SABATTR 7= i AR5 250 45 g PR 1A Y L7 (Jamal A1 Anastasiadou, 2009 ) . FH
77 i/ R3S B R | B 38 axk e FH rh 2 20T S 2R DG RE T (A A i P dHz ik
PG EAR ), X FIBE T A3 EORE N M S BN B ) A AR, 77 A < R A5, DT A 4l
R —E MTE PP (Brushds,2012) &2 5 1E 4 T WA RE ) A% 2 518 58 T Y% fig
FERI A — & E A (WEAG T = ah iR B 328 H TR ze 7 7 T

aRE SCERAS T I BE T ALY H T T T S A A S DL B AT AN [ 2 A
B RE 7 200, P 7 B AE R Th g | R TRYVE o %5 T BT A8 ) X — & w2 a Bl B g
PR , 77 ZE W ML A SO & R 2 5 8 ) 5 HA R g 7 A TR 5 X0

R NI S 5 ff BE XTI B8 34T 5 22 1243 J& Prahalad flIRamaswamy (2000 ) , {4/
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WO EHR B 2 G AR I B A (i B G 7RG, Al e B N X — A2 fE At ]

R B e

Gy RATEREST HRFIECRE 5 ] ISR AR LA S 2 5 B E I RE T L ),

Hh B MGy 3 T A R DTTE T S BE T BN REA T T IRR (S A2 ) o NIX 2858 LRI LA
B SAE A D IR RE ) VGRS — , HARA I A TR 2 578 B i R ALY, A
Al A2 S SERE T XU RE ) 9 @ AR ORFRBE B IR TAT M A4S A, S E00 B g

AP AR FE A ST 25 A R IEL o 40, 4T [ IE MIFRSEEK (2009) B 25 BB Y 5t
K ST IR AR B RE ) B RS RIRTRE 1 RREE ) A AERE T YAERE T 5 T
Elgeti&s (2020) A HUARENIE 1T B2BIEHE I % A8 1% 7 AR Ry T e L4 Fr i 2 i

®2 ETHESSHNBEENTRTEHIEAN

e 5775 B 1 195 X5 4 e A TR EE | WoE A
VA 2V T AR 2 ) MR B KB 5B | o o | Prabalad i
U i ae eWIIL Ramaswamy (2000)
TR A RINE BT Tl [ B o7 % BT RE ) i
o | A RE S SIS RSy BT EREE IR R IR | MEAR | PRERZEAIEER (2003)
5 ol R
B B 12 A U 201 T B LG B2 B 7 2 I
3 | BRHATIUANA 2 RSB AL BB S SRR | ST | DT
¥ rahalad(2007)
o | BTERET) IR AR FRE TS JEE N PRI | - e | Lindoergi
FIEME SRR B ) R OB T AR R A TRl A BE S Nordin(2008)
s |eigre s e A feie ) EaE L gffw’w
6 [Nt TiResERAe S JRiRRE S REM{L R E;’f;fggaﬁj“*”
7 | BIETRO TSR SIEE ST 22 3T FR S i RE KXy TollnerZ: (2011)
= . N i o FR#EEHR| Aarikka-Stenroos il
8 |(ZEArEheH Ll AIRAE ST SR R MR e P e e
o | FEEFT T Fiba R ARG L e AL XA | TAL/ZERif | Hakanenfl
FRIR AU SR s B A & RS TR E R 196 CYES Jaakkola(2012)
R R e N N , .
10 R BT R PS4 Biggemann%§ (2013)
£y 1A 2
1 | B A AR R 2T L S SRR A S | STl f;ﬁ?ff”gﬁ?ﬁ?
SEV SRR )  AbRH IZNRE ) DVRAE ST DMERE ) . | AR
12 AR P PetrifllJacob(2016)
13 | whoeiE A Sy SRR E ) f5 e ERHE L | Powers®:(2016)
~ " o N N
ST P4 REH DRI SO VAR (A (s .
AETR ST TR TP EGREL | Macdonald%5(2016)
15 | 2 TR SR R A A 0 A ) i%gﬁﬁ Windler’(2017)
| TR N A BT EA BLLER DS RIORRT | ooy o[ Panagopoulos’s
% SN AT Y R HIRE e 71 (2017)
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KA B U BE 120 AN LR RS RE T R RE T (S0 M FHRE 1 N ERALZLRE J1 (BT AE
JIEANT5 T E 75 5k e S i) LAY 94 HH — e IE [ ) 75 T, G40, VA8 R E ik e
SILFAE R R BRI AR ML T 2 SRR SERE s RITURI A 2] B8 R A1 ik i
f4, IX AT RES Y T 7 2 i R b 3 B SR A (A G

LREEA NI AL R Z Ak ARSI 2 5 R R AR e pr (L B rh 0% i B
AR RERS 205 A Ml R [ FZ A A (EL OBUARHEXA O (EL 2R (L RIR A (ED) B RIR B RESE A

Jit o 3X — AT AR LA 20— 2 R 2 e 1 2R, 0% 2 5 88 S IR BN U BT A i) ik

T REFNBIHT B AE M ERE I IR S S TR — & EC R 2 H A5 H
PRASES  —RIR 25 88 1 MV AR IE REZA A R LU M (H AR X — 8, 2 5
RE 185 A4 3 DA R 2 B AN (B B3 B 1 AT R A S A LB 7 = EL AT T
e, Al I 388 e A A T PG I 2 5 RE ) TR A (L B b ) T AN SRR AT

=. MES 58 NRMN: NiESIMNE

VU7 2 B O T B & 55 8 2 5 [T, DA R AR €8 0 — e sl i 51 (Mills Al Turk,
1986 ) W) HY I 2 SAUBR T& B 25 7= BB R o i T BRI A4 B AR N T4 R
GHARN SN K S 5RILEAML GG & BB LR, A Cak A BRSO REE RS
R AV I AFE AN GBS TR FH oA SR D I A (A S A, XTI i 2 5 e it AT
S LASRE s 0 (A B 0 o, B A SR e, LA RS Y 45  FE S R rp AR 2 Al 2
FARL 5T THRE Y 5 R B B AR IT S5 AAE BN, /N2 B 23 R DI BR A 01 AT
“RDLSTA RIS AN, L B 4 HARARIE A TR A 2w A PR 51 T (46, 2015 ) 5 T %
HAT I 2t — e 1 IR R 28 R R« RIALAR 55 238, A Bh AR Ss TE N Z&0F I g 6 —
SO A BB A BT RIS 3 v, 2805 EAL T (BB 3 A A A B T L8 1R
REJI/K-, TR ELREE XTI & 2 S5 e H1 A T

ZEEIS 5 T A M AR AL, A SO S 588 1R 5E SO AL AT R K 2
Stk e BB s AR R S B B, USR5 66 1 0 SRt A
Z: 5N G AR AN XTI T R BRI I 2 5 B8 RN S SR I E A B AR AR
Tk AT S 5178, FEE XU AUKSE L BE 7S R VT e 2 T R

XTE I 2 58 BRI IR T AR S . von Hippel (1986 ) f5c i H T 45
FHP BRI, AhFs |, 4505 P BB H At P B R T WL B AR T S ok, A& B T &
FICHE = i BT A B RE AN Ll I, A SR A O 4 A BT R AR A R 25 o IR, 4558 H P e
Ao 5 EL A R B BN, TR053 26 FH P n] AR A Y A8 72 S BB AN B Hh A 3 i 5
R RES S, BN A RS F 2R S A 2, 105 B E A Re ) KA 1ER IR
(] [ IE FNBARZEEK , 2009 ) o B2 0% 2 5 40 0 R W 5, XoF B &% 2 5 R 1 RO ik 52t i ¥
P B A4, 45 AN EEE 540, Van Den BulteZ (2018 )18 T &R v i I,
SR IVE T 5 BERER S (2019) 558 T 4138 25 2540 15 1RG4 RS R 1 B T 1 AL A S R
TRV T 5 AT GBS R s, B T4 2 3 X1 AR AIE o B 2% KDL Xk 5| iR 2 5
() BB 15, TR R PO X g SRR 5 B Ay T BT v 1 e RIS (2020 ) MK TRl AT
S T IS AERIE WS & 325 86 — A2 BRI, I LN K AL XA 431
SRR 28 P 28 XS RL A T 1 S0IE , 235 S 308 /R A ARG o 00 R X v ) S R o 7 L A
UL 3

8% 2 5 XA AR AT LA WA 7 T < BV AN S AR T & B B AR 45 T iy T
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U T TR S, BELASIRT 25 o AR K AR A IR AT, L st ZEAE I 2 5
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(— )T 1) 18T R

B AR 2 5 Al B AR AT B T80 T AN T R A v 2K 118 T i R s 25
K (KumarflPansari, 2016 ) AR Z AV ESTEFMAR R A MW S 575X, UG g S 55
v T & S5 QI BT P14 o e (A SR 1 O R N B A LR AR AP IR A Sk il XU B R (AT TR
Delphi$ie RFNAE S/ INH A AR S0 o BI04 Ukl A e fi A [ s = A A T s
Al AT L ok PR X SRR 5 01 e T AR Z 8] i i (il S50 i3 ) , IF e i 24~
TR Z A ) AR (B2 55 002 114 Y8 38 ) o T 50 = A0 38T 25 S T B 4l P 38 1% Wi 1 g
(Nooteboom&,2007 ) , G 4F Ui SR AN IR = A4 B, H e 3= 22 i s 5 U1 4
JEA 5K (Kocogluds, 2015 ) , iX J& PRy RS B % 2 AR 237 A s xfE LU BRI AR S, T
A —/ IR SO AL AT BRI EL, T 2 Al B P A BT DTk EE X Rl A FERT RN
HERY o

G3HT 2 5RIENN R B ARAE S iR — [A] RRAAR AR A AR IR 2 R B, W] L ok U v g
3 B A 4 U AR i e AR AR o B G, 05T T P S R 8 L Al s 2 B 5 DL R 5 | 45 1)
B, I AN A S ARLHT P 3k 25 (von Hippel, 1986 ) o Bl X Hid A7 HoAth 2750 1) 5K 4t it
& AR s AT DTER TS T P B AT T BN BE TN T 7, (H AR SR A o
AR /NIRRT SR T I AT 3k 1) 28 O E S A R AT LA RO
X (Martinez-Torres FllOlmedilla, 2016 ) o 25 8137 1 JB 25 30 PR HE i 493 186 £ €2 A S [) A IE
K2 5L AR, A] A AEAE BRIEAE T, T VR S AR TT K38 Bl 7 25 # (Cui MW,
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2016) , AN[FI A XTI /2 5 RE 1A AR EEKR

(OB H 45 R

FEAERERY H 25 MEE LUK B A ) i A W A AR A TSR A T R A3 T K&
Z 5REHEREZ T, A T E ) R THLE , IRk TR Pk R i an , 38 i
S BE A, T R RIS B AL A L R O SR B LT B K E Y B R
A, T TS ALt R R T, 7 A LA A R 114 ) 1y E T B IL A S RE T

TCVE 2T JR 5 15 B A0 2 B i 07 TR M), £ R AT A R i %)« 2 L 40Tt O B e R
FEFE " FAR A B s B R TR e T IS AR 1), Katz il Lazarsfeld (1955 ) f 545
B IR b F RE AT AR 41 52 I 245 e T 2 L AT T B o B, O 1788 LA 151
AR ST AR HAEAACRAE 7 T, 51120, 2 D0 i 2 AT TE PR 42, X i A A S ey A o
Z IR RANFATH (FF55,2016) B T/ MEFHIESL , Goldenberg (2009 )i 45 i & UL i h H
B ZMFE 2R BEESE (2015 RV T R Az NS ZAA B A R A0 0 245 Ho 11 78 DL A5Ael (1) 4R AIF

(=) A R

T 1 AT B (R HE A AR A BT I 2 R8T T S — PP BAR | = 803 )ik 507 - Schmitt
SE(2011)PRIFFE FBH , 30 328 J050 5 AR AT AR BT I 2 L b B 22 Sk ) R ) 0 vy, St B
o, H S0 20 FEA A AR RN 1T 2R AR RN AR RS ] () S A2 I 20 16% o SR T, At A1 ] ]
R B, AR B M (B8 RN R T 3 T S o MR 0 — T T i IR 454 L P B 4230 (1)
W5, EAR 68% B A A I % R A B 2 SR (R A 33% M X A0 T, T S S pRfE 7
o B 14% 0870 R g, Horh HUA 1% 2458808 (Viswanathan55, 2018 ) o il ] LIAR 25 5
i D HLHSCHE P2 v AR AR B 1 2 B A, AT R LA AT S 5 HEFE 1T J] (Haenlein FlLibai,
2017) ,{HKumar% (2010) &3, H S # {8 = 0YIUE AN — 5 R HEAE3 0 ms R VR ¥ 5 2,
15 28y MBI AN G T s AU (B, DR el 1 1000 2 D St A Ry il R rh BPA 5 % 1
BAMEIAERE . Van Den Bulte%5 (2018 )BF5Y T AT TR i 5 4V UL EL 51 7E RT3 EA
SEAL IR VE FIRILT , 8 H 20 50 00 = 5 10 5 | RSl R = (W I B, FLIXSe i 5 4l F 5
B TR, HE SR B 4T . Viswanathan5 (2018 )8 T B A M P X T % #2511
TR D A ) BB 10 R AT RE IR SRS AR, e A R AR

(VO TR ) SR AN A 2T R

JB % SRR A il RE 7 A EE SR U, XAl A B3 A e R s A o B R ) o O T A
AT, He 5 (2019 ) F F SCASTZ H R 8 o0 A SE A2 R BOR 4R 3 T o] A A2 A S5
RS A FH R B DL A RN AL, LA T R B TR B 59 A0, AT 9 2 B AS ILAf  E
XoF I TP AR B (Cui FT W, 2016 ), T Bifi 25 E I 045 DA 118 45 b il 58 2 ) Y2308 (7% TGS 184, Jot
H 2T R S e K IR 25 2] BE BB AR IR S 5 SR TR A RAT N, ik —2F
S A B R T B S AL G BEFN 4, 2017) o b W 43R B3 5610 AR A2 S e ks

SiR BRI, i i 2R SR S AR BBl , Fe A AT S B, LARICEE 22 A A0 (L

M, BiEs58ARANNEREETR

S RE 1 A TR B AR 2R 2R TS ST A BUE T AR R Al
HNEB A1 BEIR (Mills I Turk , 1986 ) , 38 1 X AN R vk % 28, 5 58 N 1 08 IR Goalis BRI 2.
B, AR A oy SR 2 SR R ) BRI o R S ) B

(— )25 1) R )
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IR 2 5 ] 5 E R BT ARRE = fh AR S5 1 SEPRAS AT RIOR: Al 32 25 1 04, 4% R & L
Febrok S e & 2 5687, EM SE BUIA S5 2 ) R EAMEA

1. B IEE o RS SURI A AL 23 51 o VIP IR 8 23 51 A IX 3 5 SR B sk AR AL %
B Al A FRAY S5 B S ML R S 0 RN SO A4 5 70 A R DR G 400K, Jos %45 FH P2 2R
G CAR B2 o X e 1 2 [ R AR I AR 2 R o S R A T 42
F3 )2 o ¥ A ST ) B 8080 T B o BT ) 2 55 M, (LB AR 1 R i iR T
HAEFE ) B RE ST, B () U (5 TS H S 5 R K/ MRS X BB 0y A 3k
PR 3 T X ik S5 B A TIC S A, A7 B T A s iR B E 2 P 50, Roelens &5 (2016)
Fi 3 A 2 AR oA T A I PP (referral rank ) Jr ik , F LA S o 2 4k
AEFIIR ()T BT o 1% 53 38 ik i A T R A B S 5HRE | B0rE T 32 i 35 Al 1R 1)
FI R AE ]

2. BEE TR o — SR FH 23 By LS M0 Al , PR F I I AR, i i B LR R FIE
Y, E B T EE A e, R S B AT TR Bl AR B AR A X A 8 R e et o 1%
BTHERY E A2 TIRBIBUA RE T, RIE S A A8 1 5 A BRI HE A B8l /KIS R
EVIPEAr ERFA T 0 P49, DL K Wikipedia PN 08 B 5 45 B35 44 Bt B L 330 264
I 2 BT O FELRBTHE GBER R A E AR T F P 42 R T S & R T
2210 T B R R 1 R DA K SR R R S 5 R, BRI R B4 B3 A SRk SRR A
CF P TR E AL A R T O IR A5 2 2 SR W - 4590 (R IRNIEE, 2018 ).

3. A AR A BT 2410 H B A S0 REdE TR RE ALge ) EHAR Al rT LU BB
I 7K ) 8 A R A3 B R A R AT T 25 B, LG T B O BRARRAE S5 2
B, RRUSASCEIAA 2 TR BE DRSBTS (5 AN FEE ARt n] AL BE ) 5 7 1 , 52
AT 51 2 4 1 %) BEORG R FE R 49110, Zhang % (2019 ) F I SCAIZ S AR , LA % 1%l BE 117K
S BB AR A FR U BRI T I SR E 4 AR B b BV AT T R IR, ZE NS B
R 3R IR S5 b, AR R SR AE SR % TCIE AR HNAR AR 55 O S, 3B Je e 2 5 Fahk
D7 B 25

()i S AU

AR ARG S 5 i B A AT o RN B R IR S Al =z 18] DL K&
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Identification of Customer Engagement Capability:
Connotation, Methods and Strategies

Li Qiang, Weng Zhigang, Gao Dinghui
( School of Business Administration, Southwestern University of Finance and Economics,
Chengdu 610074, China)

Summary: In order to adapt to the increasingly dynamic and interactive business environment in
the era of digital economy, enterprises need to actively guide customers to participate in value co-
creation. At the same time, due to the difference of customer engagement capability, only by identifying
a small number of participants with strong ability and willingness can enterprises effectively achieve the
goal of co-creation. The traditional customer identification and segmentation is the demand
identification based on service sales target, and does not consider the particularity of capability
identification. Therefore, it is necessary to discuss the problem of capability identification in customer
engagement. The discussion on this issue is helpful for enterprises to clarify the objectives of customer
engagement capability, better integrate and utilize external customer resources, and carry out high-level
value co-creation.

The concept of customer capability has different connotations in different research backgrounds,
which has not been carefully analyzed by previous scholars. This paper reviews and summarizes the
literature on customer capability under the theme of customer engagement capability. On this basis, the
identification of customer engagement capability is defined as the process of selecting and determining
participants based on customer engagement capability in value co-creation. The reason for paying
attention to this kind of recognition lies in that, based on the convenience brought by the Internet
business model to the interaction between customers and enterprises, the engagement activities of
customers in multiple business links bring customer value beyond the traditional purchase behavior,
such as customer recommendation value, customer influence value, customer knowledge value, etc., and
the basis of measuring these values is customer engagement capability. Therefore, in order to develop
customer value in an all-round way, enterprises must switch from the traditional customer identification
for the purpose of transaction to the accurate selection of target customers from the perspective of value
co-creation, so as to effectively identify customer engagement capability. Specifically, the objectives of
customer engagement capability identification include innovation ability, communication ability,
recommendation ability, learning ability and knowledge level. Each kind of ability can bring different
types of customer value to enterprises. From the perspective of identification path, the main
identification methods can be summarized as result-oriented and process-oriented, focusing on the
“performance” of customer engagement and the interactive performance in the process of engagement
respectively. The two identification paths have their own characteristics, so we should match the
corresponding management resources from the aspects of rules, incentives and resource allocation.

Although scholars have carried out some research in this field, there are still a lot of problems to be
further discussed, such as how to expand the scope of recognition based on the growth of recognition

capability brought by big data and artificial intelligence, how to develop customer capability considering
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the dynamic characteristics of capability, and how to identify collective customer capability in the face
of the hierarchy of capability. Besides, there are positive and negative effects of customer capability.
How to prevent and manage the negative effects such as “value co-destruction” through capability
identification is also an important research direction.

In this paper, customer engagement capability is regarded as an important dimension of
segmentation, which makes up for the deficiency that customer segmentation only pays attention to
customer purchase behavior, but ignores non-purchase behavior, and further expands the application
scope of customer segmentation. The differentiation of the concept of customer capability and the
induction of the path of capability identification also help to inspire researchers to think and explore the
problem of comprehensive development of customer value, and promote the further study of value co-
creation.

Key words: customer engagement; customer value; customer segmentation; customer capability;
capability identification; value co-creation
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