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The Effect of Inflow Into a Site Via Facebook on
Customers’ Revisit : Drawing on the Moderating Effects
of the Average Site Visit-Depth

Jung Won Lee* - Cheol Park**

m Abstract m

Social media is one of the important marketing channels for companies, changing the way interacting with customers.
Marketers attract participation from customers’ in social media platforms by producing branded content, which helps
them gain various marketing results such as brand awareness, web traffic, and sales. The number of the empirical
studies on the effects of social media on marketing performance is still low although various success stories and studies
have been published. In particular, IT companies are trying to attract users onto their websites with social media
content and promotions; however, they regard the number of the visitors as a vanity metric, which has little effectiveness.

The study examined the Effect of the site introduced via Facebook, a typical social medium, on customers'’ revisit.
Precedent studies proved that revisit, one of forms of major visit for satisfactory results of a website, is suitable
for analyzing the operational output on Facebook pages. The results of the study demonstrated that Facebook content
has a positive impact on website inflows and revisits. Also, it turns out that the higher the average website visit depth
reinforces the positive relationship between the rate of the inflow and that of the site revisit.

Keyword : Social Media, Facebook, Visit-Depth, Revisit, Customer Retention
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[

(Table 1> Measurement of Variables

Variables Measurement Reference
Facebook The total number of Like acquired from content published in a Swani et al.
Page Performance company Facebook page for one month (2017)
Website Traffic Number of visitors to brand website for a month
- — — — - - — Plaza(2011)
Direct Revisit(t+1) Visitors who visited during the month through direct revisits
Revisit via search The number of revisitors to site through the search engine in a Choi and Varian
engines(t+1) month (2012)
Average Visit-depth | Average pageviews for visitors over a month Plaza(2011)
UGC Posts The number of Naver cafe articles related to a company written in
a month Stephen and
. The number of Naver News articles related to a company written Galak(2012)
News Articles .
in a month
ATEH Wy 42 o2y g 21 AY aAnte] A3E 43 7zl 19 ol F
o FEWASE 2R FEZ BAY £ 9 (t+D)e] A7 ANZFE ZA3ATE AE #9Y
= Aol 9l (Duan et al.,, 2008), =7} =4 2 2 AYEA o BE ol 7 g
el AEEE o4 g HEyE AR g8 dolHE 4% Plaza(2011)9] 475 3
£ Fsto] BEAE 4 ok B Ao A% Like 5 a15}o] Similarweb Ltd "lo|E S &-&3}o] 2+ ¥
of AAZE ot EAe HPAF(Vries et 2 2R3t} SimilarWeb2 2007d A 94
al,, 2012; Cvijikj and Michahelles, 2013; Sabate A" A GZ2AL 7]F 02 AOlE §-9%F 5 Ale]
et al, 2014)& Faste] RE ®igo] AR E 27 AR NB|2F AFsta ok Ee A
£ Fsto] 248t S WFE <Table 1> A e BRE dolah AIE FAg V|3t
2 oA 18 F(t+1)] L3 "olHE A5t
Avo] Fo]x] A= Liked: H4AAEE p|eto 2 FA = vlolH P g3ty
243 AP (Swani et al, 2017)S Fa3ho], T3tk UGC g+ dlelHelA 39 € &
719 Ho] A& Ho|A|o A 143t W3t Zel=9 29 7193 Ay BRa 3 2 2AHsen,
% Like 7= ZA3ATE & E0] A7]Y0] 84 T4 e sYsH AT gl EH V19T
shek 7 100709 EEl=E aste]) 300719 #HdE w2 F 55 SA3NATE

Atk R 5/ T3 RS #4838 7Y 5. 72 3

Hol & Holx el /ME Zr= dHolEE F&3)
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(Choi and Carian, 2012)& 3Fatate] vlos} 714 54 WFE e FAWAE Fetshr) S
A A S 7o) A=Y S AMe 4 Pearson ¥ £45 sk 1 23 7}
2359tk dolH AMB T A AE A= 7 7 A=A Yebd ABIAI7E 0582 tEEAAd
(B A=) A golHE A3 9t AL gle Aox UeEbT(EA1E, 2008).



(Table 2» Mean and Correlations

M .
(SD) Min Max 1 2 3 4 5 6
Ln 6.4
(Facebook Page Performance) (24) 69 131 1
Ln 34 "
(UGC Posts) 1.8 0 92 214 1
Ln 18 . .
(News Articles) ap | O | ST | A6 T
Ln 10.6 - - -
(Website Traffic) (23) 39 181 236 453 313 1
Ln 738 ok " o -
(Direct Revisit(t+1)) (2.4) L7 172 133 373 330 86 1
Ln 89 - - - - -
(Revisit via Search Engines(t+1)) | (2.0) 29 142 198 502 3T 5% AT !
Ln 1.3 e | B - -
(Average Visit-depth) (64) 0 41 140 002 025 042 155 L2
p <05, “p < 01.
5.2 7IMHE o} AHEA = 7k IAE vifs=A] 4519
t}, uj7j & 2A1S Baron and Kenny(1986) 2]
i 57RO Blas
®ATAAS SPSS SARAS BES Th e gagen. 24 4 39 MEe A%
o A=A o o A=
}éa Zjoo}'/\)\q. T/}j 7]’% 1< 7140{} 7233"]‘ 7] 8}7] -ﬂﬁﬂ Model 10“/‘_1% %%‘54\‘7]’ ?’{%\‘%‘T‘Oﬂ
o] ¥ H ¥ Sl O ol ak 3l
H el Aol AE AelS YA S e gae 29w, Model 2004 S
q0] oIk 1 %= - =
A FEE O A HEHE = 30, p o dEgTl Sausol WA EAE W
000), 7F4 1S A A= ATh BAs9
CTable 3 Hynothesis 1 Test Model 1914 FERFE 24 AYEA F2
anlie otnesIs es - -
P =243 Aspl A= 719 ol AR solA) At
DV : Website Traffic ALO|E el =kl Aol Jaks mFH o (B = 1198,
B Std P b = 005), Model 2614 APO|E $-912ks} 3 %)
UaCPosts | A9 | O | 0 A AEA ol DA dTE 4 A%
News articles 202 139 .000 B ~
ok @A Yeht sl aIrt gle Ao
Facebook Page 359 064 000
Performance : ‘ ' e rRHA R FEUSE AACRS F
R? 606 g AEA 2 4% Aol 7Y Hol s
o]z A= AlE Fywel -4 JFgS
7Hd 28 AF3 A7 AlolE e AW mHoWHB = 256, p = .000), AFO|E 4=
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02 Alo|E f§)Eko] Ho|ah Ho| x| 9} #t},



719 Holau4& T

(Table 4> Hypothesis 2 and 3 Test

Aol £ o]

(Table 5) Hypothesis 4 Test

DV : Direct Model 1 Model 2 DV : Direct Model 1 Model 2
Revisit(t+1) B | std| p |coeff| std | p Revisit(t+1) B |std| p | B [std]| p
UGC Posts 321 100 | .000 | .103 | .078 | .097 Website Traffic | .799 |23.108| .000 | .786 |22.674| .000
N icl 2 162 | . 1 122 | 082
= ews "’:‘; es | 20| 162 | 003 | 108 08 V?s;:rc?eg;th 257 7436 | 000 | 262 | 7627 | 000
acebook Page | 1a9 | 075 | 005 | -.049| 060 | 373 :
Performance Traffic’ 084 | 2421 | 016
Website Traffic 703 | .069 | .000 Visit-depth ’ ’ ’
R? 565 7% R? 679 68
DV ! Revisit Model 1 Model 2 DV : Revisit Model 1 Model 2
via Search via Search
Engines (t+1) B std b coeff | std p Engines (t+1) B std p B std p
UGC Posts 549 | 062 | .000 | 408 | .056 | .000 Website Traffic | .727 {18.028| .000 | .711 |17.611] .000
PI‘\Iev&}/DS a}l{tl;les 164 | 100 | 018 | .071 | .087 | 235 Vﬁ;:rseg;th 210 15951 | 000 | 246 16156 000
AceHOOk TaBE | o551 46 | 000 | 095 | 043 | 079 ,
Performance Traffic” 107 | 9642 009
Website Traffic A58 | .050 | .000 Visit-depth ' ' ’
R? 722 809 R? 564 575
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=
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o 3 w o 3 [
4 — E —_——
T, / Low Visit-depth I ) / Low Visit-depth
g ]
a <
! G
>
(0]
0 . x .
Low Traffic High Traffic Low Traffic High Traffic

{Figure 2> Hypothesis 4 Test
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