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Abstract

Purpose:

Design/methodology/approach:

Findings:

engagement in a virtual environment and identify areas of customer engagement in shopping centers 

on the internet.

Research limitations/implications: The authors of the article are aware of the limitations of their research: 

the analysis of statements in social media does not have to overlap with oral statements in an offline 

generation of the shopping center.
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Originality/value: The analysis presented in the article is of great cognitive importance. As far as the 

and particular areas of this phenomenon

Keywords: areas of customer engagement, customer engagement, shopping center.

JEL:

klienta centrum handlowego

Streszczenie

Cel: 

Metodologia: -

Wyniki: -

Ograniczenia/implikacje badawcze: 

centrum handlowego.

-

1. Introduction
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2. Literature Review 

is important for many enterprises – the analysis of the opinions of internet 
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actual customer opinion. 

differences in the subject, object, and context of the CE phenomenon 

to 

transactional nature of the  construct differs from the 

is a stimulus for entrepreneurs to focus on the CE phenomenon on the 
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Author Definitions of Term

Verhoef, 

etc. 

Kumar et al. 

Alexander 

factors. 

Beckers, 

initiated CEB
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Author Determinants

prices

store

facilities

time, loyalty cards, entertainment offer 
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decision than traditional media. 
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3. The Research Method and Description of the Research 
Sample 

4. Results 
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No.
Name  
of SC

Location 
Area in  

m2

Opening 
Date 

Facebook:  
number 

Google:  
number 

Westfield Arkadia

 4

Posnania

Bonarka City Center

Blue City

Gdynia

Port

Galeria Echo Kielce

Wola Park

Europa Centralna

Janki Janki

Aleja Bielany

Karolinka

Atrium Promenada
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No. Name of SC Location
Number 

(Tenants)

Number 
of Posts

Average 
Daily 

Activity

Sum 

Under the 
Most Popular 

Post

Galeria Echo Kielce

Karolinka

 4

Bonarka City Center

Blue City

Port

Atrium Promenada

Gdynia

Janki Janki

Posnania

Aleja Bielany

Europa Centralna

Westfield Arkadia

Wola Park
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No. Engagement Area „+” „-”
Number of Opinions 
with Commented SC 

Area (N=250)

 4

center 

security staff 

centers 

Ambience 

Clean toilets, halls of the center and 

Product prices and promotions in shops  4
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No. Engagement Area „+” „-”
Number of Opinions 
with Commented SC 

Area (N=250)

 4

 4

in the center

Pet-friendly policy

5. Discussion 
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platform. 

6. Conclusions 
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the facility is one of the most important sources of successes.

Unfortunately, for entrepreneurs, social media are still more of an 
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business secrets. 
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