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Abstract With the increasing use of the SNS, WOM(Word of Mouth) has become an even more powerful and
useful resource for consumers and marketers. In this paper, we investigated the effects of message polarity
(positive, neutral, negative) and type (factual, evaluative) on WOM through SNS (twitter). A total of 13.4
million twitter messages were collected and 1.0 million retweeted messages were analyzed. The results showed
that message orientation, type, URL and hashtag have a significant (<0.01) effect on retweet counts and the
interaction between message orientation and other factors were observed. It also observed that message type,
URL and hashtag have significant (0.05) relationships with retweet speed.
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(Table 1) Summary of ANOVA Test (Dependent
Variable: Retweet Counts)

Source DF SS MS F PrCF)
Polarity(A)| 2 715076 | 357,538 | 74420 |< 22e-16
Type(B) 1 3659 | 3659 | 7617 | 0005779
URL(C) 1 |2311,051|2311,051 | 481.039 | < 2.2e-16 ™
Tag(D) 1 667,224 | 667,224 | 138881 |< 22e-16 ™
AxB 2 RI74 | 46087 | 9592 | 68206
AxC 2 181,651 | 90,825 | 18906 | 6.16e-09 ™
AXD 2 188570 | 94285 | 19625 | 3.00e-09 ™
Error  |1,001,208|4.81e+09| 4,804
Total  |1,001,219]4.81e+09

P<05, “p<01, “p<.001
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(Table 2) The Polarity within Message Type
Group ANOVA Tests(Dependent
Variable:Retweet Counts)

Source| DF SS MS F PrCF)
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(Table 3) The Polarity within URL Group ANOVA
Tests(Dependent Variable: Retweet Counts)

Group |Source| DF SS MS F PrCF)
i Polarity| 2 20969 | 10,484 | 1.5481 02127

IVJVIT:L Error | 163811 | 1.11e+09 | 6,772

Total | 163813 | 1.11e+09
. Polarity| 2 770,344 |385,172| 87.133 | < 2.2e-16™
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URL Error | 837403 | 3.7e+09 | 4,420

Total | 837406 | 3.7e+09

"p<.05, “p<.01, “p<.001
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(Table 5) Summary of ANOVA Test (Dependent
Variable: Retweet Speed)

Source | DF SS MS F PrC>F)
Polarity 2 LI2E+05 | 56143 | 1704 | 0.181%
Type 1 1.87E+05 | 187,374 | 5687 | 0.01709"
URL 1 2.06E+06 | 2059950 | 62522 | 264E-15""
Tag 1 815E+05 | 814,838 | 24.732 | 659E-07 "
Error | 802982 | 2.65E+10 | 32948

Total | 802,987 | 2.65E+10

p<.05, “p<.01, " p<.001
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