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ABSTRACT

Social networks are becoming an additional marketing channel that could be
integrated with the traditional ones as a part of the marketing mix. Although
numerous examples of using social network platforms, such as Facebook and
Twitter, for marketing purposes exist, and despite the various efforts from the
companies and the general popularity of the medium, measuring the
effectiveness is elusive.

An approach towards overcoming these challenges is examination of the
existing examples of activities by companies and the customer’s responses to
them in a form of measurements and use of analysis tools. The results of such
examination could increase the general understanding of this new marketing
channel and identify specific methods to be applied in order to derive strategic
guidelines for marketing practitioners.

To contribute in this direction, the following five studies are presented within
this thesis, which address questions identified as relevant for social media
marketing:

User Generated Content

Analysis of the user-generated content offers the possibility to understand the
customers and explain how a certain product or a brand is perceived. This
study analyses the content shared by users on Facebook brand pages in terms
of topics, categories and shared sentiment. Obtained results indicate that
‘Product’, ‘Sales” and ‘Brand’ are the three most discussed topics, while
‘Requests and Suggestions’, ‘Expressing Affect’ and ‘Sharing’ are the most
common intentions for participation. In addition, positive sentiment is
expressed far more often than negative.

Monitoring Trends

User-generated content on social media platforms offers the possibility to gain
insights into the topics that attract the attention of a large fraction of users.
This study provides a twofold contribution towards trend monitoring over
Facebook public posts. A system for trend detection is proposed and
evaluated. Moreover, three categories of trending topics were recognized:
‘disruptive events’, ‘popular topics’ and ‘daily routines’, and analyzed in terms
of distribution and information diffusion in order to increase the
understanding of emerging trends on Facebook. The results of the method
evaluation showed that the proposed method performs well only on the most



XX Abstract

dominant topic groups. In addition, Facebook was shown to be valuable source
of news where information travels and spreads fast.

Patterns of Interaction

Social networks provide the technological platform for individuals to connect
and interact with other individuals or companies. This study analyzes the
activities and interactions between the members of brand communities on
Facebook. Based on the obtained results, categorization of active users is
proposed which distinguishes between (1) ‘Posters’, (2) ‘Commenters’, (3)
‘Likers’, and (4) ‘Sharers’. In addition, an analysis of participation level within
each of the proposed categories, and the interactions among the brand page
members and the moderator are analyzed from the perspective of their
evolution over time, pointing to the negative correlation to the community
size.

Customer Engagement Factors

To provide insights for practitioners willing to utilize social networks for
marketing purposes, this study analyses the influencing factors in terms of
characteristics of the content communicated by the company, such as media
type, content type, posting day and time, over the level of customer
engagement measured by number of likes, comments and shares, and
interaction duration for the domain of a Facebook brand page. Obtained
results show that there is a significant effect of all of the analyzed factors over
each of the observed engagement measures. Photos are found to be the media
type that triggers the highest level of engagement. Further, posts referring to
‘Fans No’, ‘Engagement Boosters’ and ‘Advertisements’ are the most popular
content categories. Finally, posts created between 2am and 2pm cause the
largest level of user engagement.

Increasing Engagement, Loyalty, Word-of-Mouth and Community Growth

With a growing number of companies integrating social media into their
marketing communications, increasing the number of fans became of interest.
This study presents a coherent model which explains (1) the relation between
content characteristics and engagement level, and (2) the relation between
engagement, loyalty, word-of-mouth, growth and community size. Analysis
shows that entertaining and informative content, as well as references to the
community success, increase the engagement. In addition, vividness increases,
while interactivity and post length decrease the engagement. Content should
be posted on workdays and not more than once per day. Finally, pages focused
on the brand as a whole and which allow fans to post on their walls achieve



Abstract XXI

the highest engagement. Finally, increasing the engagement leads to increased
loyalty, volume and valence of word-of-mouth as well as community growth.

The findings of each of these studies were used to draw conclusions in a form
of managerial implications which can be used as specific guidelines for social
media marketing practitioners.

Finally, as an outcome of the above described studies, an evaluation
framework is proposed, that allows companies to perform continuous
monitoring of the content and activities on their social media marketing
channels in order to measure the effectiveness of social media utilization for
marketing purposes. Each framework component is based upon the results of
the previously presented studies and is discussed from the perspective of the
data to be used, the method to be applied and the relevance of the obtained
results for social media marketing strategies. This thesis suggests that
continuous utilization of the proposed framework could lead to optimization of
the marketing efforts on social media platforms.






KURZFASSUNG

Soziale Netzwerke werden immer ein zusatzlicher Marketingkanal, der mit den
traditionellen Marketingkanalen als Teil des Marketing-Mix integriert werden
konnte. Obwohl zahlreiche Beispiele fiir die Verwendung von sozialen
Netzwerkplattformen fir Marketingzwecke, wie Facebook und Twitter
bestehen, und trotz der verschiedenen Anstrengungen der Unternehmen und
der allgemeinen Beliebtheit des Mediums ist die Messung der Wirksamkeit
schwer fassbar.

Ein Ansatz zur Uberwindung dieser Herausforderungen ist die Uberpriifung der
bestehenden Beispiele fiir die Aktivitaten der Unternehmen und der Reaktion
der Kunden darauf in der Form von Messungen und Verwendung von Analyse-
Tools. Die Ergebnisse einer solchen Untersuchung konnten das allgemeine
Verstandnis dieses neuen Marketingkanals erhéhen wund bestimmte
anwendbare Methoden identifizieren, um daraus strategische Leitlinien fir die
Marketingpraktiker abzuleiten.

Um in dieser Richtung beizutragen, werden die folgenden fiinf Studien im
Rahmen dieser Dissertation dargestellt, die die Fragen erortern, die als
relevant flr Social Media Marketing identifiziert wurden:

Nutzergenerierte Inhalte

Die Analyse der nutzergenerierten Inhalte bietet die Moglichkeit die Kunden zu
verstehen und zu erkléren, wie ein bestimmtes Produkt oder eine Marke
wahrgenommen wird. Diese Studie analysiert den Inhalt, der von Nutzern auf
Facebook-Markenseiten im Bezug auf Themen, Kategorien und gedulerten
Empfindungen geteilt wurde. Die erhaltenen Ergebnisse zeigen, dass Produkt,
Vertrieb und Marke die drei am meisten diskutierten Themen sind, wobei
Anfragen und Empfehlungen, Geflihlsausdruck und Veroffentlichung die
haufigsten Absichten fir die Teilnahme sind. Darlber hinaus werden die
positiven Empfindungen weit haufiger als die negativen zum Ausdruck
gebracht.

Trend-Monitoring

Die nutzergenerirten Inhalte auf sozialen Netzwerkplattformen bieten die
Moglichkeit einen Einblick in die Themen, die die Aufmerksamkeit eines
groBen Teils der Nutzer anziehen, zu gewinnen. Diese Studie liefert einen
doppelten Beitrag zur Trend-Monitoring Uber die offentlichen Facebook-
Beitrage. Es wird ein System zur Trenderkennung vorgeschlagen und
ausgewertet. Darlber hinaus wurden drei Kategorien von Trendthemen
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erkannt und zwar ,,storende Ereignisse”, ,populare Themen” und ,Alltag” und
analysiert im Bezug auf die Verteilung und Verbreitung von Informationen, um
das Verstandnis der aufkommenden Trendthemen auf Facebook zu erhdhen.
Die Ergebnisse der Verfahrensauswertung ergaben, dass das vorgeschlagene
Verfahren nur fir die beherrschenden Themengruppen gut funktioniert.
Darliber hinaus wurde gezeigt, dass Facebook eine wertvolle Quelle von
Nachrichten ist, wo Informationen sich sehr schnell verbreiten.

Interaktionsmuster

Die sozialen Netzwerke bieten die technologische Plattform fir den Einzelnen
sich mit anderen Personen oder Unternehmen in Verbindung zu setzen und zu
kommunizieren. Diese Studie analysiert die Aktivitaten und die
Wechselwirkungen zwischen den Mitgliedern der Marken-Gemeinschaften auf
Facebook. Aufgrund der erhaltenen Ergebnisse wurde eine Kategorisierung der
aktiven Benutzer vorgeschlagen, die ein Unterschied zwischen (1) posters, (2)
commenters, (3) likers, und (4) sharers macht. Darliber hinaus wurde eine
Analyse des Beteiligungsgrades innerhalb jeder der vorgeschlagenen
Kategorien und der Wechselwirkungen zwischen den Markenseiten-Mitglieder
und dem Moderator im Bezug auf ihre Entwicklung im Laufe der Zeit
durchgefihrt, wobei auf die negative Korrelation zu der Grolle der
Gemeinschaft aufmerksam gemacht wird.

Faktoren fiir Kundenengagement

Um Erkenntnisse fiir Praktiker, die soziale Netzwerke fiir Marketingzwecke
nutzen mochten, bereit zu stellen, analysiert diese Studie die Einflussfaktoren
im Sinne von Eigenschaften des vom Unternehmen Gbermittelten Inhaltes, wie
Medientyp, Inhalt, Tag und Uhrzeit des Beitrages Uber den Grad des
Kundenengagements, das uUber die Anzahl der Likes, Kommentare und
Veroffentlichungen und die Interaktiondauer flr die Domain einer Facebook-
Markenseite gemessen wird. Die erhaltenen Ergebnisse zeigen, dass es eine
signifikante Wirkung aller analysierten Faktoren auf allen beobachteten
Engagementmallnahmen besteht. Es kam vor, dass die Fotos der Medientyp
sind, der den groRten Mal an Engagement auslost. Weiterhin, die Beitrage, die
sich auf Anzahl von Fans, Engagement-Boosters und Anzeigen beziehen, sind
die beliebtesten Inhaltkategorien. Und schliellich, die zwischen 02:00 und
14:00 Uhr geteilten Beitrage schaffen den groBten Grad des Benutzer-
Engagements.

Zunehmendes Engagement, Loyalitdt, Mundpropaganda und Community-
Wachstum
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Im Hinblick auf die wachsende Zahl von Unternehmen, die soziale Medien in
ihre Marketing-Kommunikation integrieren, hat die Erhéhung der Anzahl der
Fans das Interesse geweckt. Diese Studie stellt ein kohdarentes Modell dar, das
(1) das Verhaltnis zwischen den Eigenschaften des Inhaltes und dem
Engagementgrad und (2) die Beziehung zwischen Engagement, Loyalitat,
Mundpropagand, Wachstum und Gemeinschaft -Grof3e erklart. Die Analyse
zeigt, dass die unterhaltsame und informative Inhalte, sowie Verweise auf den
Erfolg der Community das Engagement erhohen. Darliber hinaus die
Lebhaftkeit erhoht, und die Interaktivitdit und die Lange des Beitrages
verringern das Engagement. Inhalte sollen an Werktagen und nicht mehr als
einmal pro Tag geteilt werden. SchlieBlich, die Seiten die sich auf die Marke als
Ganzes konzentrieren und die den Fans erlauben, auf ihre Wande Beitrage zu
teilen, erreichen das hochste Engagement. AbschlieRend fiihrt die Zunahme
des Engagements zu einer erhdohten Loyalitdt, Volumen und Wertigkeit der
Mundpropagand, sowie zum Community-Wachstum.

Die Ergebnisse der beiden Studien wurden genutzt um Schlussfolgerungen in
Form von Managementimplikationen zu ziehen, die als Leitlinien fiir die SMM-
Praktiker verwendet werden kdnnen. Als Ergebnis der oben beschriebenen
Studien wird abschlieBend einen Evaluierungsrahmen vorgeschlagen, der es
den Unternehmen erméglicht, eine kontinuierliche Uberwachung der Inhalte
und Aktivitaten auf ihre Social-Media-Marketing-Kanale durchzufiihren, um die
Wirksamkeit der Social-Media-Nutzung fiir Marketingzwecke zu messen. Alle
Komponenten des Rahmens basieren sich auf die Ergebnisse der bisher
vorgestellten Studien und werden aus der Perspektive der verwendbaren
Daten, des anwendbaren Verfahrens und die Relevanz der eingeholten
Ergebnisse fir Social Media Marketing-Strategien diskutiert. Diese Arbeit lasst
vermuten, dass eine kontinuierliche Nutzung des vorgeschlagenen Rahmens zu
einer Optimierung der Marketing-Bemiihungen auf den sozialen
Netzwerkplattformen fihren kénnte.
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1. Introduction

Marketing has recently undergone significant changes in the way information
is delivered to the customers (Mangold and Faulds 2009, pp. 357-365). Social
media platforms have offered the possibility to overcome the traditional one-
way communication by providing technological platforms which support dialog
between the consumers and the companies (Hanna et al. 2011, pp. 265-273).
As a result of this change, many challenges were faced upon the marketing
practitioners (Bolotaeva and Cata 2010), resulting in numerous questions to be
answered. Among others, a question that attracted the attention of scholars
and practitioners is: How to evaluate the effectiveness of social media
marketing? Studies and results presented in this thesis were conducted with a
goal of providing an answer to this question.

1.1. Motivation

To provide a background and explain the motivation for the research
conducted as a part of this thesis, this section provides an overview of the
history of social media marketing, explains the state of the art in the domain,
and elaborates the challenges faced upon the marketing practitioners.

1.1.1.The Rise of Social Media Marketing

The emergence of the Web 2.0 has changed the way content is generated on
the web. Rather than being just passive consumers, users have become active
participants by sharing information, experiences and opinions with each other.
Social media, as a group of Internet-based applications that build on the
foundations of Web 2.0, provides the possibility for individuals to connect,
produce and share content online (Kaplan and Haenlein 2010, pp. 59-68). As
such, for brand owners, it offers the potential for (1) advertising - by facilitating
viral marketing, (2) product development - by involving consumers in the
design process, and (3) market intelligence - by observing and analyzing the
user-generated content (UGC) (Richter et al. 2011, pp. 89-103).
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The rise and continued growth of social media platforms have attracted the
interest of companies who see the potential to transmit their marketing
messages to the customers and enter into a dialogue with them using word-of-
mouth (WOM) principles, thus gaining a better understanding of their
customers (Hanna et al. 2011, pp. 265-273). As an outcome of this change in
the field of marketing, a new phenomenon known as social media marketing
(SMM) was introduced.

SMM, a form of WOM marketing, but also known as viral marketing, buzz, and
guerilla marketing, is the intentional influencing of consumer-to-consumer
communication through professional marketing techniques (Kozinets et al.
2010, pp. 71-89). This is not to be seen as a replacement for the traditional
marketing techniques but rather as an additional marketing channel that could
be integrated with the traditional ones as a part of the marketing mix
(Mangold and Faulds 2009, pp. 357-365). The advantage of this new electronic
channel is that it can be used to communicate globally and to enrich marketing
towards consumers at personal level (Brandt 2008, pp. 28-33). Through users’
feedback or by observing conversations on social networks, a company can
learn about customers’ needs, potentially leading to involvement of members
of the community in the co-creation of value through the generation of ideas
(Palmer and Koenig-Lewis 2009, pp. 162-176).

1.1.2.State of the Art

Companies, across all industries, are starting to understand the possibilities of
social media marketing. They have evolved their customer approach, shifting
from traditional “one-to-many” communication to a “many-to-many”
approach, and offering contact or assistance at any time through various social
media platforms, such as blogs, social networks, etc. (Berthon et al. 2007, pp.
39-48). Using the social network Facebookl as an example, this means that
companies set up and moderate a “Facebook brand page” while continuously
monitoring the consumers’ activities (see Chapter 3: “Facebook as a Platform
for Social Media Marketing” for details).

With the growing number of users and activities on social media platforms, the
number of companies that embrace SMM as a part of their marketing
campaigns is also increasing. According to a study conducted by Social Media
Examiner (Stelzner 2012), 94% of the companies employ one or more social

1 Facebook. http://www.facebook.com/. Accessed 2012-07-18
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media platforms for marketing purposes. At the same time, the number of
brand followers on social media platforms is also increasing, for example, in
US, the percentage of brand followers grew from 16% in 2010 to 33% in 20122.

Still, differences in social media adoption and utilization exist between
different industry domains in terms of the number of fans they attracted, as
well as in the level of engagement within these platforms, as two most popular
measures of success. For example, Fast Moving Consumer Goods (FMCG) are
found to be the leading industry domain on Facebook, with an average of
2'296’740 fans on their brand pages, yet the last one according to the level of
engagement3. Figure 1 illustrates these differences.
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Figure 1: Facebook industries by average engagement rate (January to March 2012)*

211 Shocking New Social Media Statistics in America.
http://www.convinceandconvert.com/the-social-habit/11-shocking-new-social-media-
statistics-in-america/. Accessed 2012-08-20

3 Finally here! The Biggest Global Social Media Report on Facebook Industries.
http://www.socialbakers.com/blog/527-finally-here-the-biggest-global-social-media-report-
on-facebook-industries. Accessed 2012-09-20
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Despite the popularity, viral marketing on social media platforms has not yet
reached the high expectations set (Clemons et al. 2007, pp. 267-276). This is
partially due to the newness of the communication medium and the lack of
understanding of the consumers and their motives for participation in brand
related conversation on social media platforms (Richter et al. 2011, pp. 89-
103). As an outcome, a perception gap regarding the priorities of consumers
and marketers occurred (IBM 2011; Pivot 2012), which might lead to
inappropriate approach of companies towards their fans on SMM channels.

In addition, the number of academic studies in the field, which might
contribute to the general understanding of the medium and provide guidelines
for its successful utilization, is still relatively small, thus providing only limited
support to the practitioners (Richter et al. 2011, pp. 89-103; Wilson et al. 2012,
pp. 203-220).

1.1.3.Problem

The above presented overview of the state of the art in the field of social
media marketing indicates existence of several problems faced upon marketers
interested in SMM. This section provides an overview of the three recognized
domains.

1.1.3.1. Lack of Understanding of the Communication Medium

Today, on account of the newness and lack of knowledge, companies
experiment with many different forms of interaction (Coon 2010). This
approach sometimes results in a great success, but in other cases leads to
failure, which might destroy the brand image.

For example, Coca-Cola managed to build the largest brand community on
Facebook by employing a strategy which integrated all existing, Coca-Cola
related, brand pages and focusing on the brand as a whole, instead on a single
product. In addition, Coca-Cola supports viral marketing by asking the page
members to create and share entertaining content, thus increasing the brand
awareness?. Another successful example is the Christmas ad campaign by
Nutella, which showed that marketing efforts on Facebook can outperform the

4 How Coca-Cola Has Cultivated the Biggest Facebook Brand Page.
http://www.ragan.com/Main/Articles/44132.aspx. Accessed 2012-08-20
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traditional campaigns, resulting in greater sales>. Moreover, Toyota showed
that even when the brand’s reputation is threatened by external factors,
appropriate social media approach might help the company gain new
supporters6.

By contrast, Wal-Mart’s initial attempt to join Facebook ended with failure due
to an inappropriate communication tone, focusing on marketing messages
instead on social interaction, and preventing fans to join discussions threads”.
Similarly, poor understanding of the medium at Nestle damaged the brand
when a consumer post about the destruction caused by palm oil forestation
was answered by a belligerent company representative with several hours of
delay. Furthermore, when the discussion continued, the only reaction from
Nestle was to delete the negative content created by the consumers, which
lead to flood of additional reactions from the fans, ultimately transporting the
problem to mainstream media (Fournier and Avery 2011, pp. 193-207).

These examples indicate that although social media is massively used for
marketing, what the potentials of this medium are, and how consumers
interact, remains largely unknown (Richter et al. 2011, pp. 89-103).

1.1.3.2. Lack of Established Strategies

Examination of the existing examples of activities by companies and the
customer’s responses to them are of high interest to the marketers and
therefore a subject to close examination in the form of measurements and use
of analysis tools. This results in numerous “social media strategies” which
recommend the “best practises” for creation of social media brand presence
and engagement in brand related dialog with the consumers.

Still, looking at the proposed strategies, great diversity can be observed in the
given recommendations. For example, in terms of frequency of posting, some
practitioners only suggest finding the optimal frequency, without proposing a

5 Case Study: Nutella Facebook Ad Campaign Outperforms TV.
http://www.simplyzesty.com/facebook/case-study-nutella-facebook-ad-campaign-
outperforms-tv/. Accessed 2012-08-20

6 How Toyota Used Social Media To “Digg” Itself Out of a PR Nightmare.
http://mashable.com/2011/09/01/toyota-digg-recalls/. Accessed at: 2012-08-20

7 A Failed Facebook Marketing Campaign. http://social-media-optimization.com/2007/10/a-
failed-facebook-marketing-campaign/. Accessed 2012-08-08



6 Introduction

method to be used for its selection8. In turn, others provide more specific
answers but with large variations in the proposed values, e.g. from “three
times per hour”9 to “once every other day”10. In addition, these articles and
reports rarely provide information on the dataset which was used to derive the
guidelines, such as the type of the analyzed brand, demographics of the
community members, etc., which are all factors that might influence the
obtained results.

Therefore, a structured academic analysis in this field, based on empirical
studies, is still outstanding and has yet to be addressed from different
perspectives (Wilson et al. 2012, pp. 203-220).

1.1.3.3. Lack of Methods for Effectiveness Evaluation

Despite the various efforts from the companies and the general popularity of
the medium, measuring the effectiveness is elusive (Shankar and Hollinger
2007). Some small cases have been reported, such as the Houston bakery
chain, that increased customer frequency in their stores thanks to the carefully
managed Facebook advertising campaign (Dholakia and Durham 2010, pp. 26).
In addition, an experiment regarding the effectiveness of company-driven
WOM communication showed that this can increase sales (Godes and Mayzlin
2009, pp. 545-560).

The observed situation is partially due to the absence of clear objectives and
goals which would define the measures and methods to be used, as well as the
concept of “success” (Dubach Spiegler 2011). This is mostly a result of the
relatively limited knowledge about the rules of communication on this new
medium (Richter et al. 2011, pp. 89-103) and the attempt to transfer the
existing theories and practices from traditional marketing to SMM (Hoffman
and Fodor 2010, pp. 41-49).

This thesis aims at closing the gap in the literature that leaves the problems of
understanding the usage of social media platforms for marketing purposes,

8 10 Tips for Posting on Your Brand’s Facebook Page.
http://mashable.com/2011/03/22/tips-brand-facebook-page/. Accessed 2012-08-08

9 Facebook Pages Shouldn’t Post More Than 1x Every 3 Hours.
http://techcrunch.com/2012/01/17/how-often-should-facebook-pages-post/. Accessed
2012-06-12

10 New Data: Post to Your Facebook Page Every Other Day for the Most Likes.
http://danzarrella.com/new-data-post-to-your-facebook-page-every-other-day-for-the-
most-likes.html. Accessed 2012-06-12
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and supporting the companies in the task of effectiveness evaluation of their
social media utilization, through continuous monitoring of the content and
activities on their social media channels.

To contribute in this direction, based on the results obtained from empirical
studies, an evaluation framework is proposed (see Chapter 9: “Evaluation
Framework for Social Media Brand Presence”). Continuous utilization of the
proposed framework would enable early problem detection, thus providing the
possibility for timely reaction of the companies in a form of strategy
adaptation in accordance with the specific characteristics of their brand
communities.

1.2. Research Questions and Contributions

The previous section presented and discussed some of the challenges faced
upon practitioners interested in utilizing social media platforms for marketing
purposes. These challenges can be summarized in the following three problem
domains:

e Understanding the usage of social media platforms;
e Defining social media strategies; and
e Effectiveness evaluation of marketing efforts.

The above listed problems are interconnected, i.e. by understanding the way
consumers engage with brands on social media platforms, list of implications
for practitioners can be derived, which could further be used for creation of
engagement strategies. In addition, continuous measurement through
methods applied for analysis can be used for effectiveness evaluation.

In the continuation, this reasoning will be formulated as a research question
and will further be elaborated by identifying related sub-questions.

1.2.1.Research Questions

To address the previously described problem, the main research question
which will be answered in this thesis is:

How to evaluate the effectiveness of social media marketing?
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In order to answer this question, an understanding of the usage of existing
brand pages is gained through analysis of different elements that describe the
utilization of social media for marketing purposes.

As a first step towards identifying the specific elements of SMM to be
investigated, a review of existing literature was performed (see Chapter 2:
“Related Work” for details). Based on this review, several specific domains
which are of interest for academia and practitioners were identified, which can
further be grouped into three main research areas: (1) user-generated content,
(2) users of SMM platforms, and (3) engagement on SMM platforms. In the
continuation each of these areas will be detailed and specific sub-questions
will be formulated.

1.2.1.1. User-Generated Content on Social Media Platforms

User-generated content (UGC) is the main outcome of consumers’ engagement
on social media platforms. As such, classification of the UGC could allow
companies to perform market analysis and rumour detection. In addition,
automatic extraction of aggregated information from the UGC shared outside
the SMM channels enables monitoring of the brand image and benchmarking
against competitors. Thus this research is further divided into two separate
problems.

Listening to Conversation on Social Media Marketing Channels
Communication on SMM platforms might differ, depending on the type of
offered product or service. Therefore, companies should analyze the UGC
created on their SMM channels in order to understanding the customers and
build an appropriate communication plan. To gain a better understanding of
the UGC on social media platforms, the following questions are answered in
this thesis:

RQ1: What are the topics of conversation?

Understanding the topics of conversation could bring benefits in terms
of organization of the team behind the social media channel that could
provide timely answers to users, as expected on social media platforms.
In addition, it would bring direct insights into customers’ opinions,
without the need to conduct costly market analysis.
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RQ2: What are the intentions for participation in brand communities on
social media?

Understanding the intentions for participation could provide insights
into: how to attract more users, and how to engage with them
appropriately, by offering content which is of interest to them.

RQ3: Which emotions are shared within the UGC and how?

Sentiment analysis is one of the most interesting questions for
companies and brand owners. It reveals the perception of the products
and/or services by their customers, i.e. the brand attitude. In addition,
monitoring of the sentiment fluctuations over time can be used as a
measure for success.

Monitoring Trends on Social Media Platforms

Buzz monitoring, as a simple count of mentions, was found to be a relatively
inaccurate method for monitoring the brand related communications. Thus
applying text mining technigues over a large amount of unstructured UGC
would yield more accurate results. In order to gain a better understanding on
the available methods for automatic UGC analysis, the following question is
answered in this thesis:

RQ4: How to monitor trends over the UGC on social media?

Apart from observing their own social media channels, companies
should listen to the conversation on a global level in order to monitor
trends which in turn could provide them the possibility to stay in line
with their competitors. Thus finding out which methods can be used to
automate this process could help practitioners achieve their goals.

RQ5: What are the characteristics of trending topics?

Classification of trending topics might be useful to select the most
appropriate topics to be communicated through the SMM platforms. In
addition, understanding the differences between the trending topics, in
the form of temporal distribution, provides the possibility for automatic
content classification and for selection of the suitable time for posting.

1.2.1.2. Users of Social Media Marketing Platforms

Customers who engage with brands through social media platforms are at the
core of SMM efforts. Thus, understanding the users of SMM platforms is an
important component for optimization of the marketing efforts. In order to
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gain a better understanding of the users, the following questions are answered
in this thesis:

RQ6: What are the interaction patterns on social media platforms?

Identifying and understanding the differences between the users in
terms of interaction patterns on social media platforms could provide
the possibility to approach them appropriately through proactive
moderation. In addition, this approach could reveal the most
enthusiastic users which could then be addressed directly.

RQ7: What are the characteristics of the social network created between the
users of social media platforms?

Answering this question would provide knowledge about the structural
characteristics of the brand communities, their evolution over time and
dependency from the community size. In addition, the obtained results
would provide the possibility to identify the critical points in the
network, as well as the influential fans. Finally, it will reveal the
importance of the “company’s voice” for the brand community.

1.2.1.3. Engagement on Social Media Platforms

Customer engagement is the new key metrics for success of SMM campaigns.
In order to increase the level of engagement, companies need to build an
engagement plan before engaging in SMM in order to avoid failures by
appropriately approaching their fans. In order to gain a better understanding
of the effect of the moderator actions over the level of engagement, as well as
to estimate the value of the conc