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Firm - Generated Content and Customer Engagement .
An Empirical Study Based on Dual Coding Theory

SHAO Ming - xing, TIAN Meng — ying, FAN Jing
(International Business School, Beijing Foreign Studies University, Beijing 100089 )

Abstract : Based on dual coding theory and using Sina Weibo data, this paper explores how linguistic and multimedia fea-
tures of firm — generated content affect customer engagement. The results show that conscious content significantly boosts ra-
tional loyalty, while subconscious content more effectively triggers emotional attachment; media richness enhances emotional
attachment; company reputation negatively moderates these effects, low — reputation firms benefit more from conscious con-
tent to boost rational loyalty and from subconscious content and rich media to enhance emotional attachment; content pub-
lishing time also plays a moderating role, conscious content performs better in the morning, while subconscious content is
more effective in the evening, evening is a relatively ideal release time regardless of the media format.
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