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Main Category

Sub Category

Product-Focused

New product launching information, Inherent Characteristics, Coordination, etc.

Brand-Focused

CSR, Event, Promotion, Brand Story etc.

Consumer-Focused

Consumer-Participated Coordination, Image and Message of Symbolic Characters or Places

Sources: Chung & Lee, 2011; Kim, Chung, & Choi, 2013; Lee & Kim, 2012; Park et al., 2018
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Table 2. Image Categories of SNS Postings

Journal of Public Relations, Vol.23, No.4, Aug, 2019 7

Categories

Contents

Specification

Detailed photos and specifications of the product

Professionally-directed

Professionally directed images in studios or runways

Storytelling

Images with fictitious or routine stories (e.g., season, daily life)

Customer-Participated

customer’s review, reply share, reply events, campaigns with customers’ participations

Source: Kang & Kim, 2017.
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Table 3. Taylor's Six Segment Message Strategy Wheel Model (Taylor, 1999)

Message

Category Strategy

Content

Ratoin

characterized by the Pavlovian Learning Model. Consumer decisions are made on the basis of
rational buying motives, but consumers do not invest large amounts of deliberation time and
buy according to habit. Communication has a dual role

Trans-

. Acute Needs
mission

characterized by the acute need consumers have to buy a product or product part. Consumers
desire information, but time limits the amount of information that can be gathered as well as
the duration of deliberation. With limited time and information, consumers are likely to choose
what is available.

Routine

characterized by the Marshallian Economic Model, where consumers are assumed to be
rational, conscious, calculating, deliberative individuals. Consumers’ desire for product
information is high.

Ego

characterized by Freudian Psychoanalytic Model. Consumers’ emotional needs are fulfilled by
products that are ego-related. Purchase decisions are emotionally important to the consumer
and allow the consumer to make a statement to him/herself about who he/she is

. Social
Ritual

characterized by Veblenian Social-Psychological Model. Unlike in Segment 1, where products
are used to make statements to one’s self, in Segment 2 products are used to make a
statement to others. Emotional needs are fulfilled by products that are visible to others.
Conspicuous consumption is very much at work

Sensory

characterized by Cyrenaics philosophy. In this segment products provide consumers with
"moments of pleasure" based on any of the five senses: taste, sight, hearing, touch, or smell.
Though there is not a "formal strategy" recognized in this segment, sensory appeal is quite
common and "moment of pleasure" strategy or Cyrenaics strategy seems apt.
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Table 4. Categories of Creative Strategy (Frazer, 1983)
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Area Creative Strategy Description
usp Focused on product attributes
Preemptive Superiority of the product over competitors

Informational
Hyperbole

Exaggerating some attributes

Generic(Informational)

Providing information about generic category

User Image

Expressing positive images of the user

Brand Image

Expressing positive images of the brand

Transformational
Usage Occation

Showing the occasion of using the product

Generic(Emotional)

Providing positive emotion about general cateogory
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Type of account Category Brand Number of Contents
Beanpole 48
Apparel(TD)
Hazzys 50
Originals 51
Domestic Sports
Underarmour 50
Uniglo 52
SPA
8Seconds 52
PoloRalphlauren 51
Apparel(TD)
Lacoste 48
Originals 51
Global Sports
Underarmour 52
Uniglo 52
SPA
H&M 52
Sum 609
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Table 6. Coding categories of the Content Analysis

Ofl Thet BHAX HE S AH|XF BhS kel A

Aehs 4 o= AYsigint AH g A=F
I o] A=ke] 7] =2 W
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Category Items and their descriptions
1. Product-focused
New product introduction, Inherent attribute of the product, Coordination, etc.
2. Brand-Focused
Content . - . .
Social Responsibility, Event, Promotion, Brand Story, Symbol, Diary, etc.
3. Customer-Focused
Customer-participating coordination, Symbolic characters or places, etc.
1. Specification
Detail information of product and emphasizing the attiributes of the product
2. Professionally-directed
Professionally-directed images from studios, runways, etc.
Image
3. Storytelling
Fictitious, Daily, Seasonal images
4. Customer-Participated
Sharing reviews, Reply events, campaigns to encourage customers’ participation

Sources: Chung & Lee, 2011; Kang & Kim, 2017; Kim et al., 2013; Lee & Kim, 2012; Park et al., 2018.
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Table 7. Categories of Contents and Images

Variables Types Frequency %

New product introduction 143 235
Product- Inherent attribute 120 19.7

focused
n=372(61.1%) Coordination 47 7.7
etc 62 10.2
Social responsibility 3 0.5
Event, Promotion 37 6.1

Content Brand-
focused Brand story, Symbol 36 5.9

= [+
n=102 (16.7%) Diary 8 13
etc. 17 2.8
Customer- Customer-participating coordination 48 7.9
focused Symbolic character or place 79 13.0
— [}
n=135(22.2%) otc. 9 15
Specification 136 22.3
Professionally-directed 341 56.0
Image

Storytelling 63 10.3

Customer-Participated 69 11.3
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Table 8. Distribution of Contents and Images by Types of Postings
Content Category
Posting type
Product-focused Brand-focused Customer-focused Sum
Observed Freq. 290 57 101 448
Photo Expected Freq. 273.7 75.0 99.3 448.0
% 47.6 9.4 16.6 73.6
Observed Freq. 82 45 34 161
Movie Expected Freq. 98.3 27.0 35.7 161.0
% 13.5 7.4 5.6 26.4
Pearson’s X2 = 20.197 (df = 2, p < .01)
Image Category
Posting type
Specification | Prof.-directed | Storytelling |Customer-Part. Sum
Observed Freq. 113 244 30 61 448
Photo Expected Freq. 100.0 250.9 46.3 50.8 448.0
% 18.6 40.1 4.9 10.0 73.6
Observed Freq. 23 97 33 8 161
Movie Expected Freq. 36.0 90.1 16.7 18.2 161.0
% 3.8 15.9 54 1.3 26.4

Pearson’s X2 = 36.673 (df = 3, p < .01)
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Table 9. Distribution of Specific Types of Contents by Posting types

Posting types
Content Category Photo Movie
Observed | Expected % Observed | Expected %
Freq. Freq. ° Freq. Freq. °
New product introduction 111 105.2 18.2 32 37.8 5.3
Product- Inherent attributes 81 88.3 13.3 39 31.7 6.4
focused Coordination 45 346 7.4 2 12.4 3
etc. 53 45.6 8.7 9 16.4 1.5
Social Responsibility 3 2.2 .5 0 8 0
Event, Promotion 21 27.2 3.4 16 9.8 2.6
Brand-
Brand story, Symbol 12 26.5 2.0 24 9.5 3.9
focused
Diary 7 5.9 1.1 1 2.1 2
etc. 13 12.5 2.1 4 4.5 7
Customer-Participated Coordination 48 35.3 7.9 0 12.7 0
Customer- Symbolic characters or places 50 58.1 8.2 29 20.9 4.8
focused
etc. 4 6.6 7 5 2.4 .8
Sum 448 448.0 73.6 161 161.0 26.4
Pearson’'s X2 = 82.645 (df = 11, p < .01)
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Table 10. Distribution of Message Strategy and Creative Strategy

Variable Types Freq. %
Informational 373 61.2
Message Strategy Transformational 233 383
(Overall) Mixed 3 5
Sum 609 100.0
Ration 320 52.3
Acute Needs 6 1.0
Message Strategy Routine o1 8.4
(Specific) Ego 72 118
Social 151 24.7
Sensory 12 1.9

usp 86 14.1

Preemptive 7 1.1

Hyperbole 7 1.1
Generic(Informational) 172 28.2

Creative Strategy

User Image 85 14.0
Brand Image 132 21.7
Usage Occasion 71 1.7
Generic(Emotional) 49 8.0
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Table 11. Posting Types of Message and Creative Strategy

SNS EZHE HFLIAH|0[ F2kofl chet BA4A HE S AH|X} EES o] S

Overall Message Strategy

Posting types

Informational Transformational Mixed Sum
Observed Freq. 299 148 448
Photo Expected Freq. 274.4 171.4 2.2 448.0
% 49.1 243 73.6
Observed Freq. 74 85 2 161
Movie Expected Freq. 98.6 61.6 .8 161.0
% 12.2 14.0 3 26.4
Pearson’s X2 = 22.932 (df = 2, p < .01)
Specific Message Strategy
Posting types Acute
Ration Routine Ego Social Sensory | Mixed Sum
Needs
Observed Freq. 248 6 46 43 94 10 1 448
Photo Expected Freq. 233.2 4.4 37.5 52.2 110.3 8.1 2.2 448.0
% 40.7 1.0 7.6 7.1 15.4 1.6 2 73.6
Observed Freq. 69 0 5 28 56 1 2 161
Movie Expected Freq. 83.8 1.6 13.5 18.8 39.7 2.9 .8 161.0
% 11.3 .0 .8 4.6 9.2 2 3 26.4
Pearson’s X2 = 32.493 (df = 6, p < .01)
Creative Strategy
Posting Types Pre- | Hyper- | Generic| User | Brand | Usage | Generic
UspP Sum
emptive | bole (Info) Image | Image |Occa-sion| (Emo.)
Observed F. 77 3 5 128 65 78 48 44 448
Photo Expected F. 63.3 5.1 5.1 126.5 62.5 97.1 52.2 36.0 448
% 12.6 5 .8 21.0 10.7 12.8 7.9 7.2 73.6
Observed F. 9 4 2 44 20 54 23 5 161
Movie Expected F. 22.7 1.9 1.9 45.5 22.5 34.9 18.8 13.0 161
% 1.5 7 3 7.8 33 8.9 3.8 .8 26.4
Pearson’s X2 = 37.276 (df = 7, p < .01)
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Table 12. Customer’s Responses by Posting Types
Descriptive Stat. (per 10,000 follower) Kruskal Wallis
Response Type
N Mean S.D. Median Ave. Rank x2
Photo 448 73.47 68.44 57.38 334.87
Like 48.845***
Movie 161 54.62 71.79 31.42 221.88
Photo 448 .38 2.10 .03 302.56
Share .339
Movie 161 1.14 7.84 .03 311.80
Photo 448 74 3.14 A7 308.18
Reply .558
Movie 161 1.83 9.44 15 296.14
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Table 13. Customer’s Responses by Content Category

Descriptive Stat. .
Kruskal Wallis
Response Content Category (per 10,000 follower)
N Mean S.D. Median |Ave. Rank x2
Product-focused 372 66.82 68.68 52.78 304.76
Like Brand-focused 102 68.91 73.42 43.52 294.30 712
Customer-focused 135 72.77 70.34 52.81 313.76
Product-focused 372 .35 1.95 .03 295.17
Share Brand-focused 102 .83 3.44 .03 325.07 3.227
Customer-focused 135 1.04 8.30 .04 316.93
Product-focused 372 .68 3.14 .16 294.64
Reply Brand-focused 102 1.57 5.35 17 333.03 4.139
Customer-focused 135 1.58 9.52 15 312.37
Descriptive Stat. .
Kruskal Wallis
Response Content Category (per 10,000 follower)
N Mean S.D. Median |Ave. Rank x2
New product introduction 143 63.12 67.54 45.87 178.21
Product- Inherent attributes 120 61.63 53.94 51.41 17593 |[17.367***
focused
Coordination 47 77.86 32.17 70.56 247.49
etc. 62 77.02 106.41 47.99 179.86
Social Responsibility 3 92.70 29.48 81.67 77.33
Brand- Event, Promotion 37 81.46 102.88 54.00 51.16
2.569
Like focused | Brand story, Symbol 36 60.72 | 50.14 | 4019 | 4950
Diary 8 54.37 30.03 51.68 50.38
etc. 17 63.17 58.36 37.75 49.47
_P el
Customer-Participated 48 6478 | 3923 | 5509 | 72.07
Coordination
Customer-
lic ch .
focused | ~ymPolic characters or 79 7820 | 8552 | 4831 66.27 650
places
etc. 9 64.28 43.35 57.54 69.06
New product introduction 143 .50 2.25 .09 226.93
Product- .
Share Inherent attributes 120 A7 .85 .00 147.09 |49.171%**
focused
Coordination 47 .07 13 .00 140.55
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Descriptive Stat. .
Kruskal Wallis
Response Content Category (per 10,000 follower)
N Mean S.D. Median |Ave. Rank x2
etc. 62 .57 3.12 .04 204.35
Social Responsibility 3 .04 .07 .00 33.00
Brand- Event, Promotion 37 1.80 5.51 .07 55.05 4010
focused Brand story, Symbol 36 29 86 .04 53.50 ‘
Diary 8 .04 .03 .04 47.63
etc. 17 41 1.13 .01 41.65
Cust -Participated
ustomer-rarticipate 48 59 2.10 10 80.15
Coordination
Customer-
Symbolic charact 11.155%%*
focused | “YMPOIC characiers or 79 19 53 02 59.16
places
etc. 9 10.78 31.79 10 88.33
New product introduction 143 .83 3.40 .20 203.97
Product-
roduc Inherent attributes 120 .45 1.59 12 166.60 7.967**
focused
Coordination 47 .32 .52 .24 185.00
etc. 62 1.06 5.25 A2 185.85
Social Responsibility 3 31 .28 .39 50.17
Brand- Event, Promotion 37 3.40 8.52 27 55.51 5 156
Reply | [°€Us€d | Brand story, Symbol 36 51 1.04 16 50.94 '
Diary 8 15 .09 17 42.75
etc. 17 .80 1.59 A2 45.32
-P ici
Customer-Participated 48 72 218 17 71.70
Coordination
Customer-
Symbolic charact 2.223
focused | >YMPOIC characters or 79 85 2.67 14 64.89
places
etc. 9 12.45 35.75 .28 83.11
**p < .05. ***p < .001.
= Tolleon ARl AT f9o] =2 et Uepsth FAIFoRE AmEH 1 Zrojy )
A=) =S vERd Zof 7]Q13tt ‘AwE o] M= AR RRge] QlojA] TR =2 4
o

oju] ol Higt AnjA vk ApEA o2 AF Ho] FoUn A2 112 g0l 7MY =2
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Table 14. Customer’s Responses by Image Types

2boi| chet A

to| &7

Descriptive Stat. .
Kruskal Wallis
Response Image Types (per 10,000 follower)
N Mean S.D. Median | Ave. Rank X2
Specification 136 64.94 39.06 57.93 326.09
Professionally-directed 341 69.43 78.92 48.13 296.40
Like 9.684**
Storytelling 63 66.21 82.86 41.06 263.36
Customer-Participated 69 72.88 55.24 59.38 343.97
Specification 136 .23 .65 .08 332.43
Professionally-directed 341 A7 2.69 .02 283.49
Share 22.143%**
Storytelling 63 14 .40 .02 282.25
Customer-Participated 69 2.23 11.59 13 378.02
Specification 136 A7 .95 .23 327.88
Professionally-directed 341 .88 4.20 .14 290.27
Reply 13.277%%
Storytelling 63 .78 2.92 12 275.21
Customer-Participated 69 3.10 13.18 .27 359.88
**p < .05 ***p < 001,
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Table 15. Customer’s Responses by Message Strategy
Descriptive Stat. .
Response Message Strategy (per 10,000 follower) Kruskal Wallis
(Overall)
N Mean S.D. Median | Ave. Rank x2
Informational 373 63.64 47.03 52.78 307.13
Like Transformational 233 76.71 95.35 51.65 303.33 1.859
Mixed 3 33.02 12.78 31.67 169.33
Informational 373 40 2.00 .03 299.95
Share Transformational 233 .89 6.68 .04 312.72 .866
Mixed 3 .08 11 .03 333.50
Informational 373 .79 3.27 .16 302.47
Reply Transformational 233 1.43 7.98 .16 309.64 439
Mixed 3 17 .18 .07 259.83
Descriptive Stat. .
Response Specific (per 10,000 follower) Kruskal Wallis
Message Strategy
N Mean S.D. Median | Ave. Rank x2
Ration 321 61.20 42.10 51.53 183.12
Infor-
ntor Acute Needs 6 116.41 58.04 | 12437 29433 | 7.315%
mational
¢ Routine 51 71.90 67.11 57.75 202.15
Like
Ego 71 66.56 48.02 54.49 123.08
Transfor- Social 151 78.99 104.21 49.98 114.00 1.061
mational
Sensory 12 115.40 174.03 43.27 108.14
**p < 05,
Table 16. Customer’s Responses by Creative Strategy
De:;r(l)%gvfe ﬁtat. Kruskal Wallis
Response | Overall Creative Strategy (per 10, ollower)
N Mean S.D. Median | Ave. Rank x2
Informational 273 64.67 46.78 54.49 312.97
Like 1.016
Transformational 336 71.59 83.93 50.74 298.52
Informational 273 45 2.17 .05 316.74
Share 2.284
Transformational 336 .70 5.62 .03 295.46
Informational 273 .85 3.39 .23 319.92
Reply 3.575
Transformational 336 1.17 6.84 14 292.88
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Descriptive Stat. .
Kruskal Wallis
Response Creative Strategy (per 10,000 follower)
N Mean S.D. Median | Ave. Rank x2
usp 86 76.55 56.52 64.29 159.48
Preemptive 7 76.47 55.61 98.28 149.57
Infor-
mational Hyperbole 7 90.53 38.90 78.28 193.71 | 16.956%**
Generic 172 57.04 39.61 44.56 122.15
(Informational)
Like
User Image 85 96.43 116.34 58.62 192.84
Brand Image 132 60.18 64.57 41.19 152.03
Transfor- .
mational | Usage Occasion 71 70.50 87.79 46.68 166.58 | 9-425
G .
en.erlc 49 61.23 35.45 58.63 176.86
(Emotional)
UspP 86 .33 .79 .08 152.18
Preemptive 7 1.46 1.59 .69 215.43
Infor- * %k
mational Hyperbole 7 63 1.00 19 175.29 | 17.449
Generic 172 41 2.58 03 | 12387
(Informational)
Share
User Image 85 .75 3.22 .02 163.35
Brand Image 132 .88 8.31 .03 173.28
Transfor-
mational Usage Occasion 71 74 3.17 .03 167.38 579
Generic 49 18 41 03 169.60
(Emotional)
UspP 86 .65 1.23 31 152.02
Preemptive 7 2.20 2.56 75 207.07
Infor- e
mational Hyperbole 7 1.25 2.23 38 155.64 | 13-136
Gener.lc 172 .81 4.01 .16 125.09
(Informational)
Reply
User Image 85 1.63 511 14 168.84
Brand Image 132 1.21 9.38 14 173.19
Transfor-
mational Usage Occasion 71 1.32 5.39 A3 166.13 550
Generic 49 31 45 13 | 16215
(Emotional)

**p < .05, ***p < 001,
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Table 17. Content Types by Product Category and Cultures
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Content Types
Product Category Product- Brand- Customer- sum
focused focused focused

Observed Freq. 46 34 19 99
Apparel Expected Freq. 56.6 21.4 21.0 99.0
% 15.0 1.1 6.2 324

Observed Freq. 56 18 29 103
Global Sports Expected Freq. 58.9 22.2 21.9 103.0
% 18.3 5.9 9.5 33.7

Observed Freq. 73 14 17 104
SPA Expected Freq. 59.5 224 221 104.0
% 23.9 4.6 5.6 34.0

Observed Freq. 71 10 17 98
Apparel Expected Freq. 63.7 11.6 22.6 98.0
% 234 3.3 5.6 323

Observed Freq. 72 16 13 101
Domestic Sports Expected Freq. 65.7 12.0 233 101.0
% 23.8 5.3 4.3 333

Observed Freq. 54 10 40 104
SPA Expected Freq. 67.6 12.4 24.0 104.0
% 17.8 3.3 13.2 343

Global Pearson’s x2 = 20.356 (df = 4, p < .01)
Domestic Pearson’s x2 = 22.802 (df = 4, p < .01)
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Table 18. Image Types by Product Category and Cultures
Image Type
Product Category Specifica- Prof.- Story- Customer-pa sum
tion directed telling rticipated
Observed Freq. 16 61 17 5 99
Apparel Expected Freq. 23.3 54.0 17.5 4.2 99.0
% 5.2 19.9 5.6 1.6 32.4
Observed Freq. 38 38 27 0 103
Global Sports Expected Freq. 24.2 56.2 18.2 4.4 103.0
% 12.4 12.4 8.8 .0 33.7
Observed Freq. 18 68 10 8 104
SPA Expected Freq. 24.5 56.8 18.4 4.4 104.0
% 5.9 22.2 3.3 2.6 34.0
Observed Freq. 24 63 2 9 98
Apparel Expected Freq. 20.7 56.3 2.9 18.1 98.0
% 7.9 20.8 7 3.0 323
b Observed Freq. 36 48 7 10 101
cs)tirrle- Sports Expected Freq. 21.3 58.0 3.0 18.7 101.0
% 11.9 15.8 2.3 3.3 33.3
Observed Freq. 4 63 0 37 104
SPA Expected Freq. 22.0 59.7 3.1 19.2 104.0
% 1.3 20.8 .0 12.2 343

Global Pearson’s x2 =

36.366 (df = 6, p < .01)
Domestic Pearson’s x2 = 61.772 (df = 6, p < .01)




[Provider:earticle] Download by IP 125.143.159.181 at Tuesday, November 5, 2019 2:24 PM

Journal of Public Relations, Vol.23, No.4, Aug, 2019 29

Table 19. Message Strategy by Product Category and Cultures

Specific Message Strategy
Product Category _ -
Ration Acute Rpu Ego Social sen Mixed Sum
Needs tine sory

Observed Freq. 48 1 18 29 2 1 99
Apparel Expected Freq. 42.4 7.1 16.2 304 1.9 1.0 99.0
% 15.7 3 5.9 9.5 7 3 324

Observed Freq. 51 1 11 39 0 1 103
Global Sports Expected Freq. 441 7.4 16.8 31.6 2.0 1.0 103.0
% 16.7 3 3.6 12.7 .0 3 33.7

Observed Freq. 32 20 21 26 4 1 104
SPA Expected Freq. 445 7.5 17.0 31.9 2.0 1.0 104.0
% 10.5 6.5 6.9 8.5 1.3 3 34.0

Observed Freq. 78 1 0 7 12 0 98
Apparel Expected Freq. 60.2 1.9 9.4 6.8 18.1 1.6 98.0
% 25.7 3 .0 2.3 4.0 .0 32.3

Dome Observed Freq. 61 0 7 6 27 0 101
stic Sports Expected Freq. 62.0 2.0 9.7 7.0 18.7 1.7 101.0
% 20.1 .0 2.3 2.0 8.9 .0 333

Observed Freq. 47 5 22 8 17 5 104
SPA Expected Freq. 63.8 2.1 10.0 7.2 19.2 1.7 104.0
% 15.5 1.7 7.3 2.6 5.6 1.7 34.3

Global Pearson’s x2 = 47.083 (df = 10, p < .01)
Domestic Pearson’s x2 = 56.942 (df = 10, p < .01)

Table 20. Creative Strategy by Product Category and Cultures

Overall Creative Strategy
Product Category

Informational Transformational Sum

Observed Freq. 63 35 98
Apparel Expected Freq. 51.1 46.9 98.0
% 20.8 11.6 323

Observed Freq. 61 40 101
Domestic Sports Expected Freq. 52.7 48.3 101.0
% 20.1 13.2 333

Observed Freq. 34 70 104
SPA Expected Freq. 54.2 49.8 104.0
% 1.2 23.1 34.3

Domestic Pearson’s x2 = 24.315 (df = 2, p < .01)
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Table 21. Creative Strategy by Product Category and Culture

ZARLIA014T TI=foi| TSt BRI HE S AH|XLEES:

Product Category

Creative Strategy

USP Pre- | Hyper- |Generic| User | Brand | Usage |Generic sum
emptive| bole | (Info) | Image | Image |Occa-sion| (Emo.)

Observed Freq. 6 0 0 29 8 43 11 2 99
Apparel | Expected Freq. | 12.3 1.0 0 24.3 12.6 30.7 104 7.8 99.0
% 2.0 .0 0 9.5 2.6 14.1 3.6 7 324

Observed Freq. | 20 0 0 25 17 27 13 1 103
Global Sports | Expected Freq. | 12.8 1.0 0 25.2 13.1 32.0 10.8 8.1 103.0
% 6.5 .0 0 8.2 5.6 8.8 4.2 3 33.7

Observed Freq. | 12 3 0 21 14 25 8 21 104
SPA Expected Freq. | 12.9 1.0 0 255 13.3 32.3 10.9 8.2 104.0
% 3.9 1.0 0 6.9 4.6 8.2 2.6 6.9 34.0

Global Pearson’s x2 = 57.049 (df = 14, p < .01)
Creative Strategy
Product Category USP Pre- | Hyper- |Generic| User | Brand | Usage |Generic| o
emptive| bole | (Info) | Image | Image |Occasion| (Emo.)

Observed Freq. 12 0 0 51 7 10 14 4 98
Apparel| Expected Freq. 15.5 1.3 2.3 31.4 14.9 12.0 12.6 8.1 98.0
% 4.0 .0 .0 14.8 2.3 3.3 4.6 1.3 323

Observed Freq. 19 2 5 34 21 11 6 3 101
Domestic| Sports | Expected Freq. 16.0 1.3 2.3 32.3 15.3 12.3 13.0 8.3 101.0
% 6.3 7 1.7 1.2 6.9 3.6 2.0 1.0 333

Observed Freq. 17 2 2 12 18 16 19 18 104
SPA Expected Freq. 16.5 1.4 2.4 333 15.8 12.7 13.4 8.6 104.0
% 5.6 7 7 4.0 5.9 5.3 6.3 5.9 343

Domestic Pearson’s x2 = 64.649 (df = 14, p < .01)
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Table 22. Customer’s Responses by Product Category and Culture

Responses Category (p"?re1s(c;(l)%t(;vfe°ﬁz?:’.er) Kruskal Wallis
N Mean S.D. Median Ave. Rank x2
Apparel 197 53.51 38.83 40.86 259.53
Like Sports 204 82.29 90.62 62.78 338.69 21.315%**
SPA 208 69.14 66.49 52.74 315.03
Apparel 197 .55 6.80 .00 223.22
Share Sports 204 .70 2.69 .05 345.35 65.306***
SPA 208 51 2.55 .05 342.89
Apparel 197 .86 7.68 A3 266.49
Reply Sports 204 1.43 4.69 18 325.32 14.069***
SPA 208 .80 3.63 A7 321.54
Global 306 56.87 45.15 44.56 275.70
Like 17.056***
Domestic 303 80.22 86.43 62.76 334.59
Global 306 A3 .38 .04 337.50
Share 21.781***
Domestic 303 1.04 6.23 .00 27217
Global 306 .33 .95 .16 308.91
Reply .306
Domestic 303 1.73 7.77 18 301.05
*xkp < 001,
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An Exploratory Investigation on SNS Brand
Communication Strategy with Visual Factors
and Its Relationship with Consumer’s
Responses

Analysis of Postings on Fashion Brands’ Instagram
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Objectives

Currently, brand communication campaigns are largely utilizing Instagram, a
third-generation SNS platform with more visual components. The current study investigates
corporate strategical activities on this newly-popularized platform and customer’s responses
to them. Academic implications are provided for any following studies about corporate brand
communication activities with SNS.

Methods

A content analysis was conducted employing Instagram account of 12 fashion brands. The
fashion industry can take full advantages from this newly popularized platform due to the
inherent characteristics of Instagram. A total of 609 postings were collected and their image
types, content types, message strategy, creative strategy, and customer’s responses were
analyzed.

Results

The postings included photos more than movies, and professionally directed images and
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product-focused images were found to be dominant. Significant differences were found
between specific product categories and between the cultures. Informational message
strategy, user image creative strategy, and brand image strategy were observed to be popular.
Customer’s responses were found to be most positive for customer-participated contents.

Conclusions

In the present study, a comprehensive investigation of Instagram postings is provided with
normative perspective, which includes potentially effective factors. Furthermore, practical as
well as academic implications are offered.

KEY W O RD S Instagram, Corporate PR, Brand Communication
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