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Evolution Process of Negative Customer Engagement in Online Brand
Community: Becoming Even More Negative? Or Turning into Positive?

ZHANG Jun-hui, SHAO Jing-bo

Abstract: Focusing on online brand community, this paper selects Xiaomi online community
forum as the research object, and uses netnography to analyze the evolution stages of negative
customer engagement and the engagement states in different stages from the point of view of
time series, clarifying the differences between short-term and long-term evolution process of
negative customer engagement. The results show that the short-term evolution of negative
customer engagement in online brand community can be divided into five sub-processes:
venting, constructive discussion, threatening withdrawal, negotiation, retaliation (or evasion or
compromise). In the long run, the customers who can develop community identity will gradually
turn into positive customer engagement, and those who are unable to develop identity will quit.
The conclusion can enrich and improve present customer engagement results, and provide
valuable reference for marketing management practice in Chinese context.

Key words: online brand community; negative customer engagement; short-term evolution; long-

term evolution; netnography
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