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Abstract:

In recent years, companies have used social media to build long-term relationships with their customers. Using this
interactive social media, companies are seeking new relationships that will communicate with their customers and
bring long-term value creation. Sashi (2012) argues that the emergence of interactive Web 2.0 has led to an
explosive increase in customer engagement, and that practitioners have become interested in social media to help
to build close relationships with their customers. The study on the effectiveness of various customer influx methods
using the social media that companies utilize for an increase of customer participation is insufficient. Based on the
theoretical study of Sashi (2012), this study explores how social media play a role in establishing long-term
relationships between companies and customers, and how effective social media usage is. A field experiment of
mobile viral promotion in open market shopping mall of company A was conducted and analyzed. The results of
this study are summarized as follows. First, from the planning for the mobile viral promotion, it is necessary to
prepare the planning plan in accordance with the purpose of the promotion to increase the possibility of success.
Second, social media promotion should consider promotional strategies from the beginning to overcome differences
of the customer engagement matrix to develop transactional customers to delighted customers, loyal customers, and
fan. Third, if the incentive of social media promotion is universal, it is likely that the customers are a transactional
customer, and it is difficult to bring the repurchase. Therefore, it is necessary to analyze clearly the needs of the
target customers, to make a plan based on the needs, and so on. Fourth, in order for social media promotions to
bring repurchase or additional use, it is necessary to use related products or services. Finally, the online marketplace,
which consumers and businesses can be easily connected, can have a network of companies and consumers quickly
and easily, but the consequences of this can be either quick success or quick failure.

