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B Abstract =

Domestic and international energy and eco-friendly companies take advantage of social media for image enhance-
ment and product promotion. However, there were no in-depth empirical analysis to verify specific effectiveness of
social media use in these sectors. The purpose of this study is to reveal the key factors that are considered to use
social media effectively for energy and eco-friendly companies. For this purpose, we regarded the effectiveness of
social media as Post Awareness and Word of Mouth. Characteristics of social media as a medium were measured
separately, media richness and media genre, as independent variables of social media effectiveness. We investigated
413 posts in Facebook brand page of energy and eco-friendly companies and conducted a content analysis. As a result,
post awareness of users was greater when post has richer media such as video. For media genre, word of mouth
appeared to be greater when the posts provide information.
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(Table 1) Effectiveness Factor of Facebook Fan Pages Used in Previous Studies

Construct

Definition

Items

Engagement(Cvijikj and
Michahelles, 2013;
Jahn and Kunz, 2012)

an interactive and integrative
participation in the fan—-page
community

(1) Number of lies, (2) Number of comments,
(3) Number of shares, (4) Interaction duration
(Cvijikj and Michahelles, 2013)

o | am an integrated member of this fan-page
community

o I am an engaged member of this fan-page
community

o I am an active member of this fan—page
community

o ] am a participating member of this fan—page
community

o ] am an interacting member of this fan—-page
community(Jahn and Kunz, 2012)

Brand Post Popularity
(De Vries et al.,, 2012)

the number of likes and the number
of comments on a brand post

(1) Number of likes, (2) Number of shares

Brand Commitment
(Kang et al., 2014,
Park et al., 2009;
Jahn and Kunz, 2012)

the strong and positive
psychological attachment of
consumers to a specific brand

o If the restaurant brand had no available
reservations, I would have no problem
finding a different restaurant with which I
would want to make reservations”

I consider myself to be highly loyal to the
restaurant brand

When another brand has a special deal(e.g.,
discount price for meal), I generally visit that
restaurant with the better deal’(Kang et al.,
2014)

o

o

o

I feel I am part of a community around this
brand

o | am an active supporter of this brand

I interact with this brand(Park et al., 2009)

o

o

I feel I am part of a community around this
brand.

I am an active supporter of this brand.

I interact with this brand(Jahn and Kunz,
2012).

o

o

Word of Mouth
(Jahn and Kunz, 2012;
Chen et al., 2013)

how two or more consumers
promote the information of
products, brands, or services to
other consumers by face-to—face
contact, in turns to affect the
evaluation and intention of
consumers

o

I recommend this brand to other people
I introduce this brand to other people

I say positive things about this brand to
other people(Jahn and Kunz, 2012)

o

o

(1) Transmit motivation,
(2) Click like and share(Chen et al., 2013)
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(Table 2> Facebook Brand Page List of Energy
and Eco-Friendly Companies

Name of
Facebook Page

URL

Green Energy
Savings Limited

https://www.facebook.com/www.gr
eenenergysavings

MLK Green
Industries

https://www.facebook.com/MIkGree
nindustries

Superfan-Save
Energy

https://www.facebook.com/pages/S
uperfan-Save-Energy/318325578230
8757ref=stream&hc_location=timeline

LED Light-Save
Light

https://www.facebook.com/saveligh
tuk

Green Air Care

https://www.facebook.com/GreenAi
rCare?fref=ts

Aztec Renewable
Energy, Inc.

https://www.facebook.com/AztecRe
newableEnergyInc

Neptun Light, Inc.| .

https://www.facebook.com/NeptunL
ight

Power Highway
(Renewable
Energy Solutions)

https://www.facebook.com/powerhi
ghway

Save Energy and
Change to LED

https://ko-kr.facebook.com/pages/S
ave-Energy—-Change-to-LED/12406
3840951073

Go Green Solar

https://www.facebook.com/gogreen
solar

Go Green https://www.facebook.com/gogreen
‘Warehouse warehouse

Buy Energy https://www.facebook.com/buyener
Efficient gyefficient

Solargenome.

efficient energy
bags

https://www.facebook.com/Solargen
ome

Caribbean Energy
Savers

https://www.facebook.com/pages/C
aribbean-Energy-Savers/163396123
299273

Cree LED https://www.facebook.com/CreeLE

Lighting DRevolution

S or https://www.facebook.com/pages/S
ave wate ave-Water-Save-Money/102623273

Save Money

109441

Future Energy
Savers

https://www.facebook.com/FutureE
nergySavers

MaxLite

https://www.facebook.com/pages/M
axLite/122602531129161
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(Table 3) Characteristics of The Collected Posts

Facebook
Frequency | Ratio(%)
Text 39 9.44
Media Picture 146 35.35
Richness Link 215 52.05
Video 13 314
. Yes 248 60.05
Information
No 165 39.9%
Media Yes 33 799
Playfulness
Genre vt No 380 R.25
Yes 405 194
Norm
No 8 98.06
Posting Weekday 31 82.6
date Weekend 72 174
India 30 7.3
Ttaly 8 19
o Jamaica 25 6.1
Nationality -
Pakistan 6 15
USA 323 78.2
United Kingdom 21 51
Product Product 275 66.58
/Service | Service-Product 138 3341
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(Table 5) Results of Regression Analysis for the

Valence
Variables Modell | Model2 | Model3
Text -540™"| -538"™ | -512™
i Picture 068 068 077
rooedia | Video 5807 | 5047 | 507
Link -08" | -.092" | -.101"
Message Length | -.001 | -.001 -.001
i Information -004 | -.004
1\G4§$: Playfulness -016 | -108
Norm -038 | -.061
Posting Date -.040
Sontrol | Nationality 02
Product/Service -0.96
Constant 72077 | 7907 | 83
R’ 162 | 163 | 169
F 1572277 9.804™" | 7.426™

“p<01, " p <005 ™ p <001

Table 6> Results of Regression Analysis for the
Number of Shares

Variables Modell | Model2 | Model3

Text -988™" | -967" | -563™

) Picture 013 031 074
Rll.\fgizs Video 697" | 6387 | 6517
Link -110 104 -.091

Message Length| -.002 | -001 | -.001

) Information 080" 087
geﬁi Playfulness 069 | 058
Norm -155 | 241

Posting Date 050

\%;I;ﬁi Nationality 080
Product/Service -302"
Constant 14027 | 1.268™" | 1.285™

R’ 149 | 162 | 193

F 14.300"| 97484 | 8733

"p <0l " p <005 p < 0.01.
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