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[Abstract]

The purpose of this study is to find out influencing factors of deteriorating customer
engagement focusing on regular-use customer in MLM (Multi-Level Marketing) business
based on a new customer classification. The survey conducted on customers of
company A, a major MLM company. As the result, the text analysis shows that three
classifications, a favorable customer, a disgust customer, and a neutral customer, are
existed. The related factors of decreasing the disgust customers’ engagement were
motivation/interests, difficulties of a recruiting activity, human relations, and changes of
circumstances. Therefore, some regular-use customers in MLM business are continuing
memberships with negative emotions. The customers could have a different tendency
comparing with other business customers.

Customer classification, customer engagement, loyalty, Multi-Level Marketing
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