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Abstract- Social Media is now determined as an excellent communicative tool to connect directly with consumers. One of
‘he most significant ways to connect with the consumers through these Social Networking Sites (SNS) is to create a
“zcebook fanpage with brand contents and to place different posts periodically on these fanpages. According to different
rosts or contents placed on the fanpages. consumer responses in different ways. Usually users become fans of particular
and fanpages or put like. comments or keep sharing on particular posts of fanpages. These types of consumer activities in
fznpages reflect brands® post popularity. Most importantly. in measuring social networking sites” effectiveness. corporate
~ouses are now analyzing metrics in terms of calculating engagement rate. number of comments/share and likings in
“anpages .So now. it is very important for the marketers to know the effectiveness of different contents or posts of fanpages
= order to increase the fan responsiveness and engagement rate in the fan pages. In the study the authors have analyzed total
1225 brand posts from 14 international brands of Electronics companies. Data of 9 months (From December 2014- August
2i13) have been collected for analyses, which are available online from Brand® fan pages. Study explored the impact of
ontents (most frequently posted contents) on the user actions or PTA (People Talking About) metrics. Cross section Data

Rezgression analysis was conducted by EVIEWS 9 software to analyze the non-parametric data.,

tndex Terms- Social media. Social networking sites. social media content analysis. social media metrics analysis. online

marketing. PTA metrics.

LINTRODUCTION

in order to implement a successful social media
marketing strategy. it is imperative to know and
understand the user’s behavior towards different posts
»n brand pages. It is important for the marketers to
_nderstand what types of contents motivate users to
¢ engaged in a particular page. It is noticeable that
users of the facebook fanpages tend to exhibit
Zvorable brand related engagement and also
sontribute different brand promoting actions.

Facebook brand pages is a current marketing tool and
sresently it is being unified as one of the chief
components in the brand's marketing campaign to
~zach out to customers and fans. To keep the brand
ages active and to promote the corporate fan pages it
< vital to understand the behavior of the consumers
sline and marketers should also identify the
~otivational factors that encourage consumers to be
sngaged in fanpages. It is notable that users or fans of

e brand pages tend to exhibit various brand related
sngagements and buying actions. The purpose of this
-=search is to examine the motivation that influences
customer engagement on a Facebook brand page. In
«wder to have a successful social media marketing
sampaign. it is important to understand the behavior
- customers on the brand pages and what motivates
==em 10 engage on a Facebook Brand Page which
= entually should lead to purchase of the brand's
=raducts or services. (BEJTAGIC-MAKIC, 2013)[1].
&ith each new fan. the company not only gains a

new potential active user but can also reach the fan’s
private network due to Facebook's technical features.
In this study the authors explored the descriptive
statistics of 17 Electronic companies. that will help
the companies to get a clear idea about the types of
contents and their variations in generating different
consumer actions or PTA metrics (Like. comments or
shares)

II. LITERATURE REVIEW

Fanpage and Its Requisite:

By creating a fan page within Facebook. companies
can profit from a range of technical features (Boyd.
2007) [2].Prior research highlights that these
technical features allow for a viral distribution and an
interactive exchange of information (Gallaugher.
2010) [5] .First. a company can initiate the interaction
with users by publishing a company wallpost, i.e..
writing on a fan page's message board (so-called
“wall™). Thereby. companies can choose a range of
media types (e.g.. status. link. photo. or app wallpost)
in order to spread information in the most adequate
way (Yu. 2011)[9] .Second. also the users of
Facebook can interact with a company. for example
by commenting on a company wallpost. These user
comments are listed directly below the corresponding
company wallpost in reverse chronological order.
Moreover. some companies even allow users to create
own user wallposts. In both cases. companies can
monitor and even mediate the dialog with users. for
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instance by reacting with company \\all POSTS
comments (Gallaugher. 2010)[3] Funherm s

(Joinson. 2008)[7]and thereb) pushmg m*r* i
time into the néws feeds of their friends
2009)[3] .Besides this. users can actively
spread company wallposts among their i
Facebook’s implemented “share™ button.
“like™ a whole fan page (instead of liking :
company wallpost) and become e\phcnn
this company. This “opt-in mechanism™ 1
commumcanon estabhshes a close contact

g

\\'allpost is automatically pushed into the ne
of all fans. they can be easily kept -up-to-d
large audience can be reached. (Debatin. 2
Taken together. the described technical feziurss o7
fan pages within Facebook allow con S %
distribute and exchange information
highly efficient within the social networking

3

Overview of Fanpages content Analysis

Many studies have been conducted on
contents in terms of generating like. ¢
shares. One study Results suggested that
of the content (inclusions of images

raises the 1mpac1 of the post in terms of [ikes
other hand. using images and a proper putiicaiius
time are significantly influencing the = -
comments. whereas the use of links may de
metric (Ferran Sabate, 2014)[4] . Ths
indicate that brand post vividness has z
positive effect on brand post shares. but not ¢
post likes. Brand post interactivity has z
negative effect on both brand post likes
post shares. Brand post novelty and ©
consistency have a significant positive ef
brand post likes and brand post shares. Finz!
post content type has a significant positive
brand post likes. but not brand post shares ¢
2015) [8]. Results suggest the more richness
content: the more likes and comments |
Moreover. comparing among  four

components. a hedonic benefit is the mos:
type of content that affect word-of-mouth nmost

IL. STUDY DESIGN

Ditferent comems on fanpage encourage
act differently. After exploring all the conten
electronic companies’ fanpages. authors discon
imporatant issues. In this paper the authors fdemi
the eftect of video and image conten:s
consumer actions. Fanpage users’ en
involve in liking. sharing and commenting
posts. After investigating. the authors discon ered that
all the video posting are not same. in case of
electronic fanpages, some videos are created 10 &

exactly product feature, showing know-how
describing details on how to use product. n s

z2d this type of videos as feature
siv. there are some video that is
users in a commercial way with
e. These videos are neither
wucts’ nut and shell nor the using
idens don’t show or describe anything
w4 3> use products. These videos are
] c. human entertaining elements.
nduated this types ot videos as
Similarly. in the fanpages there
of images. some posts are only
product design or picture. Or the
st a profile picture or changing the
osting companies logos .The author
: . ted such types of image as Only
. ”*A\ ©:pes of image don’t contain product

zmv exis, Besides these. there are some
details product links with a brief

< 10 another social sites or company
zes indicate the details of product
brief texts. the authors are

\zing.
ave investigated 17 global electronic
2¢ and the posts related to video and
lzted the number of video and image
fanpages during the last 9 months,
{ the number of comments. like and
7 posting. Finally the authors explored
impacts on consumers’ engagement
. Comment. Share).
i of Variables:
uthors indicated PTA metrics as the
comments and shares of each brand

Table 1: Variable clarifications

R e A L afacierystics
T LR »  Profile cover prctires post

o Prodpets’

SOCHd site

o Image with a link o company
the authors bsite

2 SR o Video demorstrating ad perts
of & product
o Video ahout tips arc  user
manal
*  Video  descriding  products
technical ssues
¢ Video reiated to upgrading
[ssues
3 B To ot o Nideos that duv mot show

product features exactly

o Niden
tage
o  Other eptertaining

related 1o procucts
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Data Collection procedure: content regularly on fanpages. Also Fanpages was
Sampling Technique: Non-probability sampling selected according to the number of active users in
technique is used to select Brand pages. The authors fanpages of Brands.

selected those brand pages which are active in posting

Table 2: Collected Data from Fanpaﬂes from the month of December 2014- \ugust 2015

Erterstring Vices oests TataFess Touilerm

comgarykams Jriylragepsss  'MadR Atha g3 IU000 Foinre g

ACER Malaysia - % 2 3 %
Blackberry 4 et 3 3

DELL Malaysia - X :
Etectrolux = B : i
1BM :: =l =L 32
INTEL -
LENOVO - = :

LG " - %
Microsoft A = #S ]
NOKIA : = i3 : 2
OFFO . 3 - 2
PHILIPS P

PLYSTATION - - 32
Samisurg TV 2 ~ :
Samsung Elat < -2 s
SONY EXPEDIA e £
{20% 3

II1. DATA ANALYSIS

1. Only Image postings:

The authors explored total 17 International fanpages
for the duration of 9 months to collects the number of
only image posting on their pages.

Table 1: Only Image Post- statistics “arasie Coefficent Ste. £ ot
Company Name ©Only Image | Torad Commentsf Total ike Fotad share
ACER 22 =T S3INS 540 c .364248 42 0327
BLACKBERRY 3 e %320 423
O2iLY HIAGE 44034 83 ~ 0238
DELL s 13 17 3 S s s °3 S G238
ELECTROLUX 13 43 e Ton = e
- - — Jependent Varianle. TOTAL_SHARE
IBM s 75 1 1296 : o
INTEL 19 2571 340K IMethod: Least Squares
LENOVO 11 Sie 228 Dste: 12/09:15 Time: 01:30
ol 4 ; ' P Sample: 117
MICROSOFT = St = incluged observations: 17
NOKIA g 45381 1087
QPPO 6 274 b ] 450
PHILIPS 7 828 18283 1226
PLAYSTATION i4 10k 53772 3734 ’ x =
\iariah Creffiriant !
SAM SUNG 1V 18 197e FETSEYR [IPem /eriable Loetice i)
ISAM SUNG He 0 “ 0
SONY EXPEDIA 29 Al6S Sdnddn 7842 c -358.4238 0.5563
XBOX 3 1543 71234 150% ONLY_IMAGE 216 2827 0.0004

Regression Analysis: : ’
Interpretation: Data were collected from those

fanpages which are active in posting contents.
Standard deviation of users are high (SD=
12046736.14255). Per day image postings varies
from 0-29 and average comments goes around 1703.
T el reg o Mean of total likes was 111286 and total shares 1726.

According to descriptive value. image posting
generate more likes compalcd to comments and
sharing. Only image posting is Significant (P= .03) is
generating comments and positively related to
COl'I]mtI‘Ilb(BLlﬂ\alUt.— .0015). Only image posting is
s also significant to Likes (P<.05) and with a higher

Depercer: Yarauie ONLY_IMAGE

Samegile. ' 17

Jaranie Cos*scrert Si¢ E*rc

TOTAL_COMMEN
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beta value (14934.69). Only image posting 2.-Image with details:

contributes significantly in producing Shares at arate  The authors have collected data on Images containing
of 216.2827(beta value). So. in summarized. only details information about products from Fanpages .
image posting is more efficient in producing likes

compared to likes or shares.

Table 4: Image with Details- post Statistics
CComp ansy Name :_?‘f::"‘ BRI AMBY p ot O TERRIACSTNE I'otal I.ike I'otal Shase
ACER =20 165310 28300 2138
BILACKEBEIRR Y 543 ' DO Z23232SA -+ 1 1 -3
ID>EL.X. = %1 L B0
EILECTROIL. UL 1 1320 20222 © 1 -3
IE3NA -3 1 S8 1633 S - T
I E=ET.. W A J ¥ 1S San it § 2DOT7 19743 V2651
I ETNO VO 5 ol 3 2RY 1 8OA349 1 S72
T. < prpey 2270 SRoas EGET iy
M ICROSOF T 20 <901 BA14036 1907S
TN CORK I 19 S22 T T7T7O00 S908
COF* PO 3O 2096 194800 “4OSs
PIIILIPS 11 i - o GITG-Y G3IS
;LAAYS—’—‘AVI<1‘) “3 = B X “A4 1 OGO7 RAG-AG
SAMSUNG 1TV -4 B 210> 1770240 22O 3G
??KS(]NCJ =% 7% 1 OGSSES T NS S ON p G i AT
T(}:"::’l>1/\ bl 13120 1188KR28 SAasa0
XNXIZIO>X e NIT OO 1000201 4 4256
ared 1o shares and comments. Details image
is not significant in generating comments (
) and sahres (p>.05). So Image with details is
ffective to generate Likes.
Yhded oCseaions 7 :
3. Feature Video Posts:
e G n ek From Fanpages of 17 companies the authors collected
i s, g on the videos containing products’ details
X " N tions and specitications.
waGz P08 - Table %: Descriptive statistics of Feature video posts
- Comsp ey Eee M Ul st ] Hstil el LT opel Share
ar Varagle TOTAL_LKE Naoe
ACER B a3 350 32
lerhod Least Sauares BUACKBERR] 133 1130 1o
:
Saroe ' Y DELL 2 4 17 1
- DL:.&;JIRL'L\ s 1 17¢ 1ok
=N i 371 4427 1072
INTEL 3 3323 jon7ve —s338
anase Ceeticie S S RIS Sn AENOVO - Go2 SIASE T
AG 2 RS 12un2 1397
IMICROSOFT | 8813 134778 R262K
C 27828 S 2[RC"% 2 Prdeid T, D oseEe NOKIA 13 2004 19245 TGR0
& = Eot o TR Wi e OPPO 3 1273 2Unl7 oNi2
OE TAlL_MAAGE_2OS g:00 6 445 474 & “BI%IE s PHILIPS
Secernen: Var.anie TOTAL_SHARE iL';\YM ATE L. F S I
TRNSUNG % = =
sielriod: ieas: Sqiaas ™ = S =rd
Samole - ;;:,(,1 e = 27680 638740 ool
3 SoNY 121 3ot s34
ncluged cbseristions: 17 EXPEDIA 7 4
ANROX e 12220 1S0ld 727
aabe Coa'lice Sy & Stze =% ;
Regression Table:
Jezen2é 27 3ze TOTAL_COMMENTS
£ 350.002 2o27RE e S Py
DETAH_INMAGE _POST 1878939 ‘06 3976 “lesae 33T s Pra e
Interpretation: Image with Details Information is cuses TSenATEnS 17
more active in generating engagement rate compared
to Only Image postings. Per day Details Image AL A UL N
posting varies from 11- 107 and it is more effective in
producing comments at an average rate of around g e o AN
5954. much higher than only image contents. This R PR O B R e
content is also more responsive to generate likes : ey el 2
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Interpretation: Feature Video contents are more
active in producing share compared to image
contents. Posting of feature video varies from 0 to 39
per day and average per day posting is 12.23.
Because of its’ interactivity. this contents is more
responsive towards sharing factor. Per day this
content can produce maximum 655749 likes. which is
comparatively higher than only image postings.
Feature video is significant is producing comments
(p<.05) and positively related with beta value 7611t
is also significant in generating Likes and shares
(p<.05) and more responsive towards sharing
variable.

4. Entertaining Video Posts:

In this part the authors collected video postings that
are not describing products features or user’s manual
descriptions in details.

Tahle 6: Descriptive statistics of Entertaining posts
5 B I-ntoertaining Iowtal A H ) s ¥

Company Name SR et Toral Flike INotal Share
ACER 3 <+ 359 32
BLACKBERRY (O o o o
DL Iy O 22 O
EILECTROLUX o o o o
113N Y= 2l 2 3200 886
INT EL 2= 071 42028 432S
IIENOVO 33 2180 163509 7842
I.C5 A 07 310+ 343
MICROSOFT 19 10751 153265 22489
NOKIA (8] O O O
OP PO > 128 4814 36+
PHILIPS 3 43 1405 122
PLAYSTATION |7 1151 12428 1719
SAMSUNG TV |5 20+ 6586 711
SAM SUNG Elece |53 16588 271506 21235
SON Y . -

14 538 TS 114
EXPEIDIA :
XI3COOX 1 108 o488 126

Regression table:

Interpretation: It is less expert in generating user

engagement compared to other three posts (mean of

likes. comments and shares are less than other three
variables). Though Per day entertaining video posting
rate ranges from 0- 33. it can generate insufficient
like. comments and shares compared 1o other three
posts. But this post is significant in generating
comments. likes and shares (p<.03) and more
effective in producing likes compared to shares or
comments.

CONCLUSION

The four types of Posts (Only Image post. Image with
Details. Feature Video posts and Entertaining Video)
have significant and different impact on producing
PTA result. Most electronics fanpages are encouraged
to post Images with details compared to other posts.

Besides. Feature Video is the most significant content
to produce share. comments and likes. In the PTA
metrics Analysis. share carries the most weight in
terms of WOM (Word of Mouth) value and Feature
Video is the vital content to generate Share
effectively. This paper will help the managers of
Electronics companies to make an effective analysis
on postings responsiveness according to users’
practical ground floor.
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