The role of social media when customers decide to purchase
telecommunications products and services
The influence of the post initiator on conversations topics and
sentiment across telecommunications brands Facebook pages in
the UK

Nicolas Le Clainche

Project report submitted in part fulfilment of the requirements for the degree of
Master of Science (Human-Computer Interaction with Ergonomics) in the
Faculty of Life Sciences, University College London, 2012.
NOTE BY THE UNIVERSITY
This project report is submitted as an examination paper. No responsibility can
be held by London University for the accuracy or completeness of the material
therein.

-1-

ACKNOWLEDGEMENTS

I would like to thank:
My supervisor Nadia Berthouze for her inspiration, guidance and input during
this project.
Jason Williams at Orange Labs, for his guidance and for the opportunity to
research a current topic.
Laurent Elfassy and Véronique Thirion at Orange, Tim Pritchard at Everything
Everywhere and Johanna Whitaker at Three for their time and contributions.

-2-

ABSTRACT
Telecommunications companies create social media pages run by
administrators to maintain relationships and develop conversations with existing
and potential customers. Whilst setting up Facebook brand pages, companies can
either allow both administrators and users to initiate conversations or exclusively
enable administrators to create posts. Users participate through comments and
interactions such as ‘like’ on Facebook, which expresses their agreement with
other users’ statements. Allowing users to start conversations on a Facebook
brand page may not only influence the posts topics but also the overall sentiment
of the conversations.
This research project evaluates the influence of posts initiated by either
administrators or users, on the conversations topics and sentiment towards the
brand, its products and services and service quality, on telecommunications
Facebook brand pages in the UK.
An initial exploratory qualitative study of the topics of posts initiated by
community managers and users suggests that brands tend to publish inspirational
and entertaining posts while users initiate conversations focused on personal
issues and practical product aspects.
A sentiment analysis study posits that users tend to initiate negative
conversations. In addition, while the sentiment expressed through comments on
both brand and user initiated posts is mostly neutral, brands which allow users to
initiate posts experience a larger share of positive comments on their posts.
These results are specific to the telecommunications industry in the UK and need
to be considered alongside extraneous factors subject to influence the
conversations’ sentiment.

-3-

CONTENTS

INTRODUCTION

6

CHAPTER 1.
LITERATURE REVIEW
1.1
Overview
1.2
Definitions
1.3
Facebook brand pages in the purchase process
1.4
Social media experience evaluation
1.5
Summary

9
9
10
11
20

CHAPTER 2.
METHODOLOGY
2.1
Grounded Theory
2.2
Sentiment analysis
2.2.1 Presentation of the method
2.2.2 Scope of the method
2.2.3 Techniques
2.2.4 Reliability
2.3
Eliciting sentiment from interactions
2.4
Summary

21
23
24
24
25
25
26
26

CHAPTER 3.
EXPLORATORY STUDY
3.1
Purpose
3.2
Resources and constraints
3.3
Ethics
3.4
Techniques for data gathering
3.5
Analysis
3.6
Report
3.6.1 The Facebook social network
3.6.2 Facebook pages considered
3.6.3 Influence of the post initiator on conversations
3.7
Interim discussion

27
28
29
29
30
31
31
36
39
48

CHAPTER 4.
SENTIMENT ANALYSIS STUDY
4.1
Purpose
4.2
Method
4.2.1 Sentiment analysis
4.2.2 Reliability study
4.3
Sentiment analysis results
4.3.1 Excluded data
4.3.2 Sentiment of user initiated posts
4.3.3 Sentiment of comments on user initiated posts
4.3.4 Sentiment of comments on brand initiated posts
4.4
Summary
4.5
Interim discussion

53
53
53
57
59
60
60
62
64
66
67

-4-

CHAPTER 5. GENERAL DISCUSSION AND CONCLUSION
5.1
Summary of findings
5.2
Implications for design
5.3
Study methodology and limitations
5.4
Further work
5.5
Ethical considerations

70
71
72
73
74

REFERENCES

75

APPENDIXES

79

-5-

INTRODUCTION
Social media can be defined as the forms of electronic communications
through which users create online communities to share information, ideas,
personal messages and other content (Webster, 2012). Social media is
constituted of social networks, defined as networks of social interactions and
personal relationships (Oxford Dictionary). These can be a website or other
applications which enable users to communicate with each other by posting
information, comments, messages, images and other forms of media.
Marketers see social media as an opportunity to engage with consumers
and prospects. For operating virally within a network of acquaintances, social
media allows advertisers to deliver a message and to interact with a wide
community of related individuals. Some of them will raise awareness and spread
a message by interacting with one another. Research suggests that this
phenomenon called word of mouth has a longer effect and a lower monetary
costs than traditional advertising (Trusov et al, 2009). However, all interactions
are not necessarily positive, and sometimes users leverage social media to raise
concerns, complaint or criticise brands and products.

This research project aims to answer the following questions:
1. What are the topics of conversations respectively initiated by brands and

users?
2. What is the sentiment of conversations initiated by users? Does the fact

of letting users initiate conversations influence the overall relative
quantity of negative mentions on a Facebook brand page?
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Focussing on brand presences belonging to an identical business sector,
on a specific social network allows to reduce confounding variables. In the UK,
the five major telecommunication brands O2, Orange, Three, T-Mobile, and
Vodafone provide similar products and services and engage with their audience
via national brand pages on Facebook, which is the most popular social network
with 955 million users worldwide (Facebook, 2012a) and 30 million in the UK
(Clicky, 2012). These brands present key differences in terms of community size
and policies for initiating content: O2 and Vodafone are followed by a large
community of more than 500,000 members each (Facebook, 2012b), Facebook
posts are exclusively created by community managers responsible for managing
the brand communications, users can only participate to the threads initiated by
the brand; in comparison, Three, T-Mobile and Orange present relatively small
communities, ranging from 170,000 to 17,000 users (Facebook, 2012c, 20012d),
their policies allow both community managers and users to initiate and
participate to conversations.

Two studies were conducted in order to address the research questions.
A qualitative study based on posts and users conversations analysed
using the grounded theory (Glaser and Strauss, 1967) elicited a discrepancy
between the conversations topics started by brands and users: while brands
initiate inspirational posts related to entertainment and products promotion, users
tend to be more factual with regards to their posts and comments which mainly
discuss service provision, customer service and practical product related
questions.
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Initial findings were furthered in a sentiment analysis study which
quantified the polarity of posts and interactions taking place on the Facebook
social media pages of the five UK telecommunications brands. The results
suggest that users majoritarily initiate negative posts. However, brands letting
users initiate posts as part of their social media policy do not encounter a higher
share of negative sentiment overall, and tend to receive more positive sentiment
on their posts. These results need to be brought in the context of the actual level
of service provided which may vary between the telecommunication companies
considered.

In a first chapter, this report presents the terminology employed as well
as the evaluation techniques adapted to social media. The second chapter
exposes the methodology employed in the two studies. Conversation topics are
analysed using the grounded theory in a third chapter, followed by a subsequent
sentiment analysis presented in a fourth chapter. The results of both
complementary studies are discussed in a final chapter.
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CHAPTER 1.
1.1

LITERATURE REVIEW

Overview

This chapter defines the concepts and terminology specific to social media and
reviews the influence of Facebook brand pages in the purchase process. This
leads to the selection of evaluation methods applicable to the phenomenon
studied.

1.2

Definitions
Social media is defined by Kaplan and Halenlein (2010) as a “group of

Internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User
Generated Content”. The Web 2.0 represents a new way to use the internet by
allowing users to create and modify content in a participatory fashion. The
internet based applications that constitute social media are social networks.

Social network sites are “web-based services that allow individuals to
construct a public or semi-public profile within a bounded system, articulate a
list of other users with whom they share a connection, and view and traverse
their list of connections and those made by others within the system.” (Boyd and
Elison, 2008). In addition, social networking sites enable users to send instant
messages between each other (Kaplan and Halenlein, 2010). Social networks do
not necessarily exist exclusively on websites, the service allowing the users to
create a presence and interact can be developed through applications running on
devices such as smartphones and tablets. Social networks can be distinguished
-9-

from one another using the concept of object-centered sociality (Knorr-Cetina,
1997) which focuses on the object of the social media as the reason why people
associate with specific others (Engestrom, 2005).

Social media profiles are the pages created by users on social networks.
Depending on the community and the features allowed by the social network, the
types of profiles and privileges may differ amongst users on the basis of their
role in the community. For example, on Facebook, a brand can create a brand
page, users can create a user profile.

One of the key aspects of social media is the influence of word of mouth (WOM)
on users’ behaviours. Kozinets et al. (2010) define WOM as the intentional
influencing

of

consumer-to-consumer

communications

by

professional

marketing techniques, and associates the notion to social media and viral
marketing.

1.3

Facebook brand pages in the purchase process
Social

media

brand

pages

can

play

an

important

role

for

telecommunications providers from a customer acquisition and retention
perspectives, as well as to gain valuable insights informing product development
and communications strategies.
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Cheung et al. (2003) identify three key phases in the purchase process:
the intention, adoption, and continuance, during which different aspects of social
media will play a specific role.
During the intention and adoption stages, people are likely to use specific
social networks to search for information, Facebook tends to be utilised for
information search purposes by a young audience with a large online capital
social (Lamp et al. 2012). Adolescents are considered as the most important
target market and largest consumer group of mobile phone services (Head and
Ziolkowski, 2012) and is the most represented demographic on UK
telecommunication Facebook brand pages. It is also a strong influencer in
households purchase decisions (Wang et al. 2007). The intention to purchase
products can be influenced by entertaining activities on social media as well as
word of mouth activity. Kim and Ko (2011) suggest that entertaining social
media marketing activities on Facebook positively enhance customers’ brand
perception, and by doing so, increase purchase intentions. It is generally
admitted that positive word of mouth has a beneficial influence on purchase
intentions (Bambauer-Sachse and Mangold, 2011), however, the influence of
negative WOM is debated.
After a purchase, 64% of users are likely to follow a brand, and when it
comes to telecommunication products and services, they expect to be kept
abreast of new products and technical innovations (GroupM, 2011). This is an
opportunity for brands to interact with users in a fashion leading to repeat
purchases.
Word of mouth plays an important role during the intention and adoption
stages of the purchase process and the nature of its influence is debated.
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1.4

Social media experience evaluation
Marketers traditionally rely on quantitative measures delivered by the

Facebook platform or additional tracking tools to measure the efficiency of
social media marketing activities (Facebook, 2012a). These include the number
of page views, the number of followers, the engagement rate, or the conversion
rate, which is the ratio of users performing the action desired by the brand
divided by the number of users visiting the content. If these measures provide
indicators of performance which are useful to compare different social media
marketing activities, this data lacks of insights informing how the actual
performance is achieved.
Understanding a social media phenomenon requires to utilise evaluation
criteria that encompass the scope of social media experience as well as its levels
of interactions. The social media experience can be appreciated using four
dimensions (Nambisan and Watt, 2011) which need to be applied at the level
where the interactions takes place.

1.4.1

The four dimensions of the social media experience

Nambisan and Watt

(2011) define online product communities as

product centered communities that enable customers to interact with the
company as well as amongst themselves. If product communities are usually
created by brands in the form of forums, the properties of this type of online
communities present strong similarities with Facebook brands pages from a
purpose, participants and interaction methods standpoint. The purpose of online
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product communities is to extend product support services to their customers, the
participants include brands, customers and prospects who discuss product related
matters in a conversational modality supported by the forum. A study on four
technology related online product communities suggests that customers attitude
towards the product, the company and the perceived service quality are
influenced by the four dimensions of the customer experience: usability,
hedonic, pragmatic and sociability experience (Nambisan and Watt, 2011).
Usability dimension
Human Computer Interaction (HCI) traditionally focused on usability through
task effectiveness, efficiency and satisfaction (Sharp et al., 2011 p10). Preece
(2001) proposes a set usability determinants specific to online communities
which follow the traditional approach from HCI. These focus on the dialogue
and interaction support, information design and navigation, and can be applied in
the form of heuristics. If these criteria enable to focus a usability evaluation
using determinants relevant to social media, their scope remains limited as it
does not account for the whole user experience. In 2007, Dix suggested that
contexts where users become producers of each others experience is a relatively
new concept to HCI. Joe McCarthy (2011) recognises the need to produce new
metrics or methods of analysis related to social media experience, which would
tie in with fun and engagement.
Emotional and hedonic dimension
In a study exploring the Facebook experience, Hart et al. (2008)
triangulated the evaluation methods to assess the social media platform: a
traditional usability evaluation was carried using Nielsen’s heuristics and a user
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experience evaluation based on two different frameworks (McCarthy and Wright
2004; Jordan, 2000) was conducted. The findings suggest that despite many
usability shortcomings, the platform delivered a positive user experience. Hart et
al. (2008) conclude that traditional usability methods do not capture the aspects
of users looking for fun and pleasure. Monk et al. (2002) suggest that the
evolution of computer technology towards entertainment requires HCI to address
hedonic requirements and to combine them with goal oriented requirements.
Several approaches to emotional and hedonic evaluation exist, the Four
Pleasures framework proposed by Jordan (2000) is particularly adapted to social
media. The socio-pleasure encompasses the enjoyment derived from
relationships with others from a social perspective where status and image are
important. Jordan posits that “the association with other types of products may
indicate belonging to a social group”. This is the case when people associate
themselves with a brand or product on social networks. The ideo-pleasure
reflects people’s values derived from entities such as music and art. This
approach is relevant in a social media marketing context, where brands tend to
make use of entertaining content to captivate and bond with their audience. From
a cognitive and emotional perspective, the psycho-pleasure ties in with the
emotional reactions engendered through experiencing the product. This can be
the excitement of receiving a message from a friend on a social network or the
laughter engendered by a funny video posted by a community manager. For
being attached to sensual aspects which mainly exist in tangible products, the
physio-pleasure is not currently relevant in a social media context.
If the Four Pleasures framework focuses on a positive valence of
emotions induced by the use of a product or service, the emotions encountered
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on social media can also be negative and pre-existing. For example in the context
of a Facebook brand page, users who encountered an issue with the service
provision may feel angry prior to leaving a negative or flaming post on a brand
page.

Utility dimension
In The hedonic/pragmatic model of user experience, Hassenzahl (2007)
opposes users hedonic and pragmatic goals as they are perceived as distinct
aspects of a product. Pragmatic goals relate to the perceived utility of a product
in relation to goals or tasks. Both Nielsen (1993) and Grudin (1992) distinguish
utility from usability. The utility dimension relates to a product usefulness and
focuses on its features and fitness for purpose rather than its efficiency or
efficacy. The utilitarian dimension presents a value for the assessment of social
media as it allows to capture how the experience on social media is valuable in
relation to the users goals. For example, the utilitarian dimension would help
analysing how useful is a Facebook page to find product information, get advice
or support from the community or the brand.
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Figure 1 - Utility and usability in the context of system acceptability Source:
Nielsen - Usability Engineering (1993) - A model of the attributes of system
acceptability

Sociability dimension
In addition to usability measures, Preece (2001) suggests to evaluate online
communities through sociability. Sociability is concerned with the social
interactions and can be structured around three key components: the community
purpose, the people, and the policies in place. For each component, Preece
proposes determinants of success. The measures related to the purpose of a
community are: the number of messages or posts per member, expressing the
member’s engagement with the community, the number of on topic messages,
the thread depth and the reciprocity of the contributions.
The determinants related to the people include: the number of participants in
relation to the size of the community, the expertise and personal characteristics
of the members, the roles in the community and the number of types of different
members, for example on a Facebook brand page these can be a community
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manager whose responsibility is to represent the brand on the social network, the
brand followers and the non-members visiting the page.
The notion of users social capital which expresses how a user is connected to
others can be included in this category.
The policies of an online communities are the rules guiding the interactions,
whether they are implicit or explicit. In a community users can develop a
language and rituals, for example the ‘like’ interaction is specific to Facebook.
Policies can be explicit, for example, as a policy some Facebook brand pages do
not allow users to initiate posts while others let any users contribute to the
content.
These determinants help the researcher to structure the evaluation of a social
network and need to be adapted to the community considered.
The social media experience needs to be appreciated through the usability,
emotional, utility and scalability dimensions, which are complementary
interacting with one another. These dimensions are applied at the level where the
interaction takes place.
1.4.2

Evaluating social media across incremental levels of interaction

In the field of human factors, Benedyk et al. (2009) suggest a holistic and
multidimensional approach based on Kao’s concentric rings model of
ergonomics (1976) which can be adapted to the evaluation of social media.
The Hexagon-Spindle Model allows to analyse complex situations by
considering the influential factors occurring at each level of interaction. This
method places the user the center and assesses influential factors taking place in
concentric levels, for example the workstation, the workspace envelope, the
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workplace environment and the external environment. For each level, the
situation is analysed through three main angles: the personal sector which
includes both individual and social factors, the contextual sector that
encompasses the products and tasks performed at each level, and the
organisational sector which considers management factors.

Figure 2. Hexagon-Spindle Model (redrawn from Benedyk et al, 2009)

The approach of the Hexagon-Spindle Model can be applied to social media to
identify the factors occurring at each level of interaction. Placing the user at the
center of the evaluation, the concentric levels would incrementally include: the
user, the Facebook brand page, the Facebook social network, as well as higher
levels of interactions such as the brand communications and service quality. This
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extensive view allows to include in the scope of the evaluation external factors
that have an influence on the social media phenomenon studied. For example,
the functionalities allowed by the social network have an incidence on the social
media brand page, which influences the user experience and its interactions with
other users. Similarly, knowing the brand prior to interacting with the social
media presence can influence the users’ perception of the brand page, this may
influence the experience.
In addition, the Hexagon-Spindle Model accounts for the personal and
contextual aspects of the user experience. For example, from a personal point of
view, the experience will be shaped by the user’s savviness with the social
network or her familiarity the brand, from a contextual perspective, the device
utilised or context where the Facebook brand page is accessed with impinge
upon the perceived experience.
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Figure 3. Benedyk et al. Hexagon Spindle Model (2009) adapted to social media

1.5

Summary

The evaluation of social media requires to combine and adapt traditional HCI
and human factors techniques in order to capture the dimensions of the
phenomenon. The usability, emotional, utilitarian and sociability dimensions
need to be appreciated at the level where the interaction takes place. For
focussing on the interaction amongst users occurring on Facebook brand pages,
this study will primarily utilise the emotional, utilitarian and sociability aspects
of the evaluation which take place at the user level. However, implications at
incremental levels may elicit usability issues or external influential factors
- 20 -

mapped on the Hexagon-Spindle Model (Benedyk et al., 2009) adapted to social
media.
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CHAPTER 2.

METHODOLOGY

Each dimension of the social media experience is assessed using relevant
research methods. For allowing the discovery of phenomenons in the absence of
pre-existing hypothesis, the grounded theory (Glaser and Strauss, 1967) is suited
to primarily study the sociability and utility dimensions of conversations, and in
an indirect fashion, reveal usability issues that may be translated into
conversations. From an emotional perspective, sentiment analysis allows to
evaluate how users perceive the brands and their products and services.

2.1

Grounded Theory

Qualitative research methods focus on understanding how people use, think and
feel about technology in the context of their lives (Cairns and Cox, 2011). In the
early stages of research, on subjects on which little is known, Strauss and Corbin
suggest that grounded theory is particularly useful as it allows to build theories
from both qualitative and quantitative data set, in the absence of pre-existing
hypothesis.
In the context of conversations held on Facebook brand pages, prior studies elicit
the topics discussed by users on specific consumer goods (Cvijikj and
Michaelles,

2011).

However,

little

is

known

in

the

domain

of

telecommunications brands in the UK. In addition, studies focussed on extracting
the topics discussed in a quantitative manner, but the relationships and
causalities were not researched.
The grounded theory will help eliciting the concepts or topics discussed by brand
and users, and understand relationships amongst these topics in three iterative
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phases. Initially, an open coding stage will allow to determine the concepts under
observation, using an event/action/interaction approach (Strauss and Corbin,
1990). A set of categories will be produced and tested against the data. Then, in
an axial coding phase, the categories will be related to subcategories and
relationships will be developed and tested against the data. Finally the selective
coding process will unify all categories and validate the hypothesis against the
data. The outputs will consist in generalisable findings with conditions, actions,
interactions and consequences. During each coding stage, the social media
evaluation dimensions proposed in chapter 1 will be utilised to structure the
coding primarily around the sociability and utility dimensions and secondarily
around usability and emotion.
In addition, the grounded theory can make use of both qualitative and a
quantitative data, therefore, once initial topics and relationships are defined, it is
be possible to quantify these in terms of recurrence in the data studied. This
approach allows to understand phenomenons occurring under a set of specific
conditions as well as to indicate a weighting providing insights with regards to
their frequency.

2.2

Sentiment analysis
The grounded theory supports the understanding of the conversation

topics which mainly inform the sociability, utility and to a lesser extent the
usability determinants of social media. Emotional aspects will be elicited using a
sentiment analysis study which allow to understand how brands, their products
and services, and service quality are perceived by users and expressed on
Facebook brand pages.
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2.2.1

Presentation of the method
Social media may be used as a source of information for marketing as it

provides instantaneous customer feedback on how products and services are
perceived (Ostrowski, 2010). Due to its popularity, data sets can be extremely
large and can provide an accurate and unbiased source of information. Opinion
mining, also referred to as sentiment analysis aims at identifying the viewpoints
about specific subjects in text (Lau et al, 2009).
Sentiment analysis involves the identification of the sentiment expressions, their
polarity and strength and their relationship to the subject (Nasukawa and Yi,
2003). The polarity of an item is defined on the basis of its semantic orientation,
which is positive when the elements analysed present good associations, and
negative, when the associations are bad (Turney, 2002).
2.2.2

Scope of the method

The orientation towards one subject can be binary, or more subtle, using rating
scales (Pang and Lee, 2005). Other models allow to analyse multiple related
opinion in a text (Snyder and Barzilay, 2007).
Sentiment analysis can be applied to a phrase, a sentence, an entire document, a
thread or an entire forum (Chmiel et al, 2010). Chmiel et al. (2010) posit that the
global emotion of a user is the sum of all emotions in the posts written by the
users, divided by her activity. The average emotion of a thread is the sum of all
emotions of the thread divided by its length. Due to the difficulty to reach a
consensus between evaluators at the level of a whole document, Nasukakwa and
Yi (2003) suggest to capture the polarity of each statement individually and to
treat the data for the end purpose.
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2.2.3

Techniques

Sentiment analysis can be achieved manually or automatically using two
methods. Using a sentiment lexicon or heuristic rules to identify opinionated
text. This approach may not capture context sensitive opinions and
conversational expressions. Using a statistical learning method which requires an
extensive training to become accurate (Lau et al, 2009). Other solutions make
use of a combination of both techniques (Thelwall et al. 2010a).
2.2.4

Reliability

Depending on the polarity of the emotions to be detected, the accuracy of
automated techniques varies between 60% and 90% for automatic detection
(Thelwall et al. 2010b). Most techniques achieve a precision ratio near 75%
(Nasukawa and Yi, 2003; Turney, 2002).
In studies where the researcher is the main instrument and where a bias may
occur, relying on several raters and proceeding to an inter-rater reliability study
helps to strengthen the findings (Marques and McCall, 2005). When measuring
agreement between more than two evaluators, the Fleiss’ kappa coefficient
traditionally used in psychology provides a measure for the consistency of
ratings. It corrects any potential agreement amongst raters that could happen by
chance. The coefficient is a value comprised between 0 and 1, 1 being the
highest value suggesting agreement amongst the raters (Cohen, 1960; Fleiss,
1971). Further methods have been developed and authors suggest to utilise
several methods and to carry out a pragmatic reliability study (Passonneau,
2003).
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2.3

Eliciting sentiment from interactions
Sentiment analysis relates to the evaluation of text documents, however,

some social networks have developed non-text based interactions which can
reflect the sentiment expressed by users in online conversations. For example, a
‘like’ or ‘share’ on Facebook or a ‘+1’ on Google+ can express users agreement
with a statement (Facebook, 2012b). The action-object pair conceptual
framework (Jansen et Zhang, 2009) proposes to analyse transaction logs using
the concepts of action, which is a specific expression of the user and object
which is the recipient of the action, and suggest that every interaction can be
transformed into an action-object pair. This framework can be applied to ‘like’
interactions attached to a post or a comment on Facebook, where the statement is
the object and the ‘like’ interaction is the action. This allows to consider a ‘like’
attached to a positive statement as positive and to charge the ‘like’ interaction
with a negative polarity when it is attached to a negative sentiment.

2.4

Summary
In order to understand the topics of conversation, the grounded theory

will support the analysis of the conversations between brands and users and
between users on the Facebook brand pages. The polarity of the conversation
will be elicited using the sentiment analysis employed both on the text and on the
interactions occurring on the Facebook pages. The evaluation dimensions and
levels of social media interaction support the research and the results analysis.
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CHAPTER 3.

EXPLORATORY STUDY

In the absence of hypothesis, the PRET À Rapporter framework proposed
by Blandford et al. (2008) supports the planning of the exploratory phase. In a
first section we decompose the purpose, resources, ethical issues, techniques
utilised for the data collection, and analysis. The results are developed in the
report section.

3.1

Purpose
The aim of the exploratory study is to understand the topics,

characteristics and relationships of the posts initiated by both community
managers and users, and their implications on conversations. The study can be
decomposed into two parts managed together due to the connexity of their
relationship.

Firstly, it is necessary to gain an in-depth understanding of the social network, its
features and available interactions as well as their consequences to appreciate the
conversations and the actions performed by the users.
From a user perspective:
●

What are the user roles of supported by the Facebook platform?

●

What are the privileges tied to these roles in terms of participation?

From an interaction standpoint:
●

What types of interactions are supported by the social network and the
social media pages studied?
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●

What is the meaning of these interactions on the social network? What
are their consequences?

Secondly, after exploring the social network and the social media pages studied
at a structural level, the exploratory study concerning the conversations and
interactions can be carried with the aim of:
●

Mapping the actual participants to the roles established by the social
network;

●

Understanding the topics of the posts initiated by each role within the
community;

3.2

●

Discovering the relationships between topics;

●

Identifying patterns.

Resources and constraints
The study was carried using the public version of Facebook.com, and the

Vodafone, O2, Orange, Three and T-Mobile Facebook brand pages accessed
using a desktop computer running a Google Chrome browser (version 21). The
pages were observed for a period of seven days, from the 9th July 2012, with a
cutoff point on the 7th day. O2 experienced an abnormal level of complaints due
to a major service disruption during this period, therefore the O2 data was
gathered between the 3rd and 9th August included. An exact HTML copy of
these pages was created as well as a PDF outputs converted into Microsoft Word
documents for their analysis.
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The analysis was carried using the qualitative data analysis and research
software Atlas Ti version 5.6 running on a remote cluster at UCL as well as
Google Docs spreadsheets to handle calculations.

3.3

Ethics
For focussing on existing web pages, this exploratory study did not

require any direct participants. After consulting Facebook’s legal terms of use
(Facebook, 2012c), Facebook users agree to make public and to let people access
and make use of the content they publish on the social network. Therefore, no
specific request was made to users to capture and analyse the data, however, as a
preventive measure, users’ identity and pictures are anonymised in the final
project report in order to protect their privacy.

3.4

Techniques for data gathering

3.4.1

Direct observation of the social network
Information concerning the operating mode of the social network was

retrieved from the Facebook developers pages (Facebook, 2012a) detailing the
functionalities available and the purpose of their design. The social media pages
were analysed at a structural and functional level, further information regarding
the purpose management of the pages was gathered from social media managers
of the brands.
3.4.2

Interaction logs
The posts, conversations and visible interactions constitute interaction

logs. These provide the advantage of being unobtrusive and reflect real user
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actions which otherwise could be influenced by a controlled setting or by selfreport method.

3.5

Analysis
The analysis was carried in two complementary steps. Firstly, the results

concerning the Facebook social network and the Facebook brand pages were
analysed and structured alongside the dimensions of the social media evaluation,
with a focus on the utility and sociability aspects. This approach informed the
analysis of the posts and conversation by providing insights with regards to the
coding.

Secondly, the posts and conversations were analysed using Strauss and
Corbin’s approach (1990) of Grounded Theory (Glaser and Strauss, 1967) and
supported by the software Atlas Ti v5.6 to document codes and relationships.
Memos were recorded separately by hand.
The initial observation phase allowed to structure the Grounded Theory
analysis. For example, the first phase of the study revealed that some Facebook
brand pages studied allowed both users and community managers to initiate
posts (Orange, Three, T-Mobile) and that some other pages did not (O2,
Vodafone). This suggested to analyse the Facebook pages independently on the
basis of the post initiators, in order to compare the codes elicited and network
diagrams.
The coding process was handled in an iterative fashion. In the context of
the project constraints the analysis started on two typical pages: Orange, which
presents a small community and allows both community managers and users to
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initiate posts, and Vodafone, whose community is fifty times larger than Orange,
and on which posts are exclusively created by the brand via community
managers. From the open coding performed on these two Facebook brand pages,
an initial set of categories, sub-categories and relationships were created and
then refined. Overlapping topics were merged, phenomenons observed on one
brand page were verified or contradicted by the study of the other Facebook page
during the axial coding phase, using the criteria: conditions, context, strategies
(actions and interactions) and consequences. This process led to focus the
analysis on the post initiator code for the creation of network diagrams
presenting hypotheses. Then this list of codes (Appendix A) was applied to the
other Facebook pages to verify the hypotheses and gain further granularity with
regards to the concepts discovered.

3.6

Report

The results are presented in three complementary sections. First, the observation
of the social network exposes its features and their meaning to the users, then,
the functionalities and specificities of each Facebook brand page are analysed. In
a third section the topics discussed are developed and analysed in relation to the
dimensions of the social media evaluation at the level where interactions take
place.
3.6.1

The Facebook social network

This section presents how the social network functions alongside its key features
relevant to the study.
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Types of Facebook presences
The platform presents different types of presences with specific functionalities
based on the type of entity which owns the page and its purpose.
The most common type is the Facebook profile aimed at individuals who want to
connect with their friends, exchange messages and media such as image, music
and videos. Organisations can create Facebook Pages which allows them to
share stories, connect with other Facebook users via the ‘Like’ interaction, add
further functionalities using ‘Apps’, which allow bespoke functionalities.
(Facebook, 2012d). Pages are managed by admins who create and manage
activity in groups and pages (Facebook, 2012e). Admins can post information
and news feed updates to people who ‘like’ their pages.
The Facebook Brand page
The top of the page presents a large image called ‘cover’, followed by a
statement presenting the page and its purpose in the ‘about’ section. The main
section of the page called ‘highlights’ or ‘timeline’, chronologically presents the
posts, recent activity and milestones created by the brand. In addition, if users
are allowed to create posts on the brand page, these are presented in the top right
hand section of the timeline. The different sections of the Facebook brand pages
are chosen by the page admin, by default these include the posts by the brand,
called ‘Posts by Page’ (where the ‘Page’ is the Facebook brand page) and the
‘Friend Activity’ which displays the actions performed by any users’ friends on
the page, including posts, ‘like’ and comments interactions.
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The two main forms of public interaction on the platform are the posts
and comments, to which specific amplifying interactions such as ‘share’ and
‘like’ can be associated.
Facebook Posts
Concept
Posts are short pieces of content published on the Facebook platform
which can be initiated by an author who is either the community manager of the
brand, or, depending on the privileges set for the Facebook page, a user who is
registered with Facebook (Facebook, 2012f) The type of media used in a post
can consist of text, images, videos, locations and polls. Community managers
can restrict the type of media posted by users to specific media types such as
text only for example.
Visibility of Facebook posts
The visibility of the posts is moderated by three factors: the author, the
EdgeRank algorithm which proceeds to relevance ranking, and moderation tools
utilised by brands.
Posts issued by users are published on the brand Facebook page and on
the author’s activity feed only, provided that these are not moderated by the
brand. Brand posts have a wider reach as they are distributed to the brand
followers pending the influence of the Edgerank algorithm.
Brand posts are displayed on the Facebook brand page and users’ feed.
Due to the large amount of posts that users receive on average, listing the posts
chronologically by default would lead a brand post to appear at the top of the
page for a few minutes in most cases, after that, the post would descend towards
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the bottom of the page below the fold, before disappearing from the users’ sight.
By default, Facebook ranks posts by order of relevance using the proprietary
algorithm EdgeRank (Facebook, 2012g). The number of interactions with posts,
such as comments, share and ‘likes’ are criteria which increase the posts weight
in terms of relevance, giving it more chances to appear at the top of users’ News
Feeds. Therefore, if all brand posts are listed in users’ Facebook feed, these but
may not always be actually visible.
Posts and comments are often handled by moderation tools that queue
possibly controversial content. Page administrators can discretionarily amend or
delete any post or comments on the page they manage. In most cases this would
be done when the content contains strong language or breaches services terms.
Actions available on a post
Posts allow users to comment or ‘like’ the post. In addition, when the post is
created by a brand only, users can share the post.
Comments allow users to engage in the conversation by giving their opinion in
the form of text, images, videos or links. All users can comment on a post that
they can see. In a similar fashion as for posts, a ‘like’ interaction can be attached
to a comment.
Users can spread posts by using the ‘share’ functionality which enables them to
select the recipients, the visibility of the content, and an optional personal note.
In order to express their agreement with a specific piece of content, users utilise
the ‘like’ button, which has different functions and meanings depending on its
context.
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The different types of ‘Like’ interactions on the Facebook platform
Facebook defines ‘like’ interactions as “a way to give positive feedback or to
connect with things you care about on Facebook” (Facebook, 2012b). The
effects of clicking on ‘like’ vary depending on both the context where the button
is placed and the object to which the function is attached to.
Like attached to a Facebook page
The ‘like’ functionality on a Facebook brand page allows users to demonstrate
their attachment to a Facebook page. As a result, they are join the Facebook page
community and receive updates from the organisation or brand via their
Facebook feed.
Like attached to a piece of content
The Facebook ‘like’ is a way for users to endorse a piece of content which can be
a post on the Facebook page or any other types of content on external sites. The
‘like’ interaction has further different meanings, properties and polarity
depending on its context:

Like button on a component extraneous to Facebook.
On a third party digital component, whether it is an App or a page, the like
button allows users to demonstrate their engagement and to share the content via
their Facebook Newsfeed (Facebook, 2012h).

Like button on a post
When attached to a post on the social network, the Facebook ‘like’ lets users rate
the content and demonstrate their engagement with it. The user interaction is not
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related on their Facebook news feed. The consequences and polarity of the
interaction will depend on the author of the post:
●

When the ‘Like’ interaction is attached to a post from a user, the fact of
‘liking’ the post does not have any implications other than incrementing
the number of likes displayed to show the popularity of the comment;

●

When the ‘Like’ interaction is attached to a post from a Facebook page
admin, clicking on the ‘like’ button not only demonstrate the users’
engagement, but also increases its visibility on the brand followers’ (or
brand ‘Likers’) News Feed. As a result, the like interaction on a brand
post will participate in increasing its visibility to other brand followers.

Like button on a comment.
When placed on comments, either from users or moderators, the like button only
represents a value of engagement and does not have any other implications on
the social network.

Because of the different meanings and consequences of the ‘like’ interaction,
each type of ‘like’ needs to be analysed individually. In addition, different types
of ‘like’ cannot be compared as they represent different actions and values to the
users.
3.6.2

Facebook pages considered

Communities sizes
Facebook pages communities consist of the brand page’s followers.
Followers are users who clicked on the ‘like’ button attached to a brand page,
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they are likely to remain in contact with the brand by receiving brand posts
updates on their Facebook profile page, via the News Feed.
The number of followers was retrieved from the Facebook brand pages at
the time of the study. O2 and Vodafone represent the largest user communities
with more that 500,000 followers each, while T-Mobile was followed by just
more than 120,000 followers and other telecommunication brands presented
communities of fewer than 57,000 users. In order to put these figures in context
with UK retailers, in July 2012 the UK high street brand Topshop was the
retailer with the largest Facebook community, followed by 2,400,191 users
(eDigital Research, 2012). Other retailers such as Sainsbury’s, Amazon UK, John
Lewis, or Phone 4U would present communities sizes similar to O2 and
Vodafone. The modest number of the Orange, T-Mobile and Three Facebook
communities could lie in their recent creation. For example the both the TMobile and Three Facebook communities were 16 months old at the time of the
study.

Figure 4 - Comparison of Facebook UK telecommunication companies brand pages
community
size
in
terms
of
‘likers’
(July
2012)
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Facebook brand pages’ purposes, functionalities and roles

Telecommunications companies Facebook brand pages were analysed in
light with the functionalities allowed by the platform, and fall into two categories
on the basis of them allowing users to create posts or not.
Both O2 and Vodafone are the largest UK telecommunication Facebook
brand pages, their purpose is to get users to share experiences and provide
feedback, however, users cannot initiate posts and can exclusively participate via
comments and like.
T-Mobile, Three and Orange have different declared purposes. In their
‘About’ statement, Orange explain that the page aims to update their customers
on their latest news, while both T-Mobile and Three intend to engage with users
in two ways conversation.
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Table 2 - UK Facebook pages telecommunication brands community sizes, age
groups, purpose and author privileges. Data retrieved from telecommunication
brands Facebook pages (July 2012).

Brand

Community
size

Most
popular
age group

O2 UK

575,250

13-24

Purpose of the community

Post author(s)

Hear stories from users and get users to
‘like’ the page.

Brand admin only
can create posts
Users are not
allowed
to
created posts

Vodafone
UK

542,009

18-24

Improve customer experience, obtain
customers insights with regards to the
services offered by the brand, answer
service related question using the support
tab.

Brand admin only
can create posts
Users are not
allowed
to
created posts

T-Mobile
UK

124,791

18-24

Present marketing campaigns media, keep
customers up to date with competitions and
offers, get customers to upload photos and
videos of the brand’s events.

Brand admin and
users can create
posts

3 UK

57,057

25-34

Get users to share product experiences and
give feedback in line with clear participation
policy.

Brand admin and
users can create
posts

Orange
UK

17,684

18-24

Keep users up to date with the latest from
Orange

Brand admin and
users can create
text only posts

3.6.3

Influence of the post initiator on conversations topics
Posts can be created by users or by brands. This section presents the

topics initiated by brands as well as the comments generated by users on these
topics.
Conversations initiated by brands
Categories of brand initiated posts
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During the period of the study, the brand posts were different between
brands in terms of quantity and topics. Vodafone published 14 posts over seven
days, whilst Three only issued 2 posts. Other brands produced 5 posts,
equivalent to one post per business day. The quantity of posts issued had an
influence on the number topics observed.
Table 3. Brand initiated posts - Data collected - 7 days

Brand

Number of brand posts

O2
Vodafone
T-Mobile
Three
Orange

6
14
5
2
5

Number of comments
253
1475
169
66
14

Initial posts categories were documented using Atlas Ti using the Orange
and Vodafone pages (Appendix C and D) then a set of categories was derived
from all telecommunication brand pages and quantified using two main
categories of post topics: product and entertainment, further divided into subcategories (Appendix A).

• Brand product posts: posts referring to the brand’s product and services either
directly or indirectly, these include: products promotions (posts presenting a
product or service from the brand issuing the post), competitions (competitions
related to a product or service from the brand issuing the post), product related
entertainment (posts alluding to a brand product or service in the context of an
entertainment focussed post) (Appendix B).
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• Product posts - non brand related: posts that relate to telecommunications
products and services but that does not directly relates to the brand. During the
period studied, this type of posts existed only in the form of polls.(Appendix B).

• Entertainment focussed posts: posts exclusively aiming to entertain and that
does not contain any reference to the brand’s products or services. These include
lifestyle related questions as well as statements and status updates (Appendix B).
Quantity of posts per category
During the period under consideration, Vodafone proposed a wider number of
topics mainly focussing on entertainment in the form of questions (35.7%),
status updates (14.3%) and statements (14.3%), totaling 64% of the posts. Brand
products topics represented a large share of the topics with direct brand products
promotions (7.1%), brand product competitions (7.1%) and brand product
entertainment related posts (7.1%) totalising 23% of the posts.

T-Mobile published fewer posts focussing on brand products through promotions
(20%) and competitions (40%) representing 60% of the topics. Entertainment
related posts represent the remainder of the topics discussed.

Orange and O2 majoritarily covered topics related to brand products. Orange
mainly proposed brand products promotions (60%) and brand products related
entertainment posts (40%). The posts published on the O2 page presented brand
products promotions (66.7%) and brand products competitions (16.7%)
representing 83.4% of the topics. Other posts are related to third party products
in the form of a poll.
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Three released only two brand posts exclusively entertainment themed.

Figure 5. Vodafone - Brand posts topics

Figure 6. T-Mobile - Brand posts topics

Figure 7. Orange - Brand posts topics
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Figure 8. O2 - Brand posts topics

Figure 9. Three - Brand posts topics

Users comments on post initiated by brands
Conversations initiated by brands on Facebook pages mainly relate to
products and entertainment topics, therefore one could hypothesise that users
would join the conversation and participate to these topics. This section presents
an analysis of users comments on brand posts pages.

The grounded theory coding of the users comments on brands posts
started with the Orange Facebook page and translated into a network diagram
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(Appendix C). The initial results suggest that users mainly follow the topics
proposed by the brand and comment on these by sharing their experiences or
asking further questions. In addition, users tend to also deviate from the post
topic initiated by the brand to discuss other matters. The subjects covered
include: gratefulness and positive mentions, service questions, request to clarify
offers, and service related complaints. The extension of the coding to the
Vodafone Facebook community (Appendix D), which is a larger and more active
than Orange, confirmed the trends discovered on Orange and provided further
detail with regards to the issues discussed.

On entertainment related brand posts, users tend to develop the topic set
by the brand by sharing their experience or viewpoints. For example users would
discuss during what music festival the pictures posted by the brand were taken or
would share entertaining domestic experiences (Appendix F).

The mentions are generally positive and the brand also encourages users
to participate further. Comments posted on entertainment and product related
brand posts lead to criticism towards the brand, its products or service quality.
The types of negative mentions fall into two categories: negative statements,
which are critiques that do not provide a rationale, for example a user expressing
negativity towards the brand without specific ground, and complaints.
Complaints topics revolve around service and content. Service related
complaints are tied to service provision and network coverage issues, account
and billing, and unresolved customer service issues, where users have been in
contact with the customer service but did not obtain satisfaction and decide to
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express their concerns on the Facebook brand page. Another type of complaints
results from the lack of content relevance and intrusiveness of the posts. For
example, users would reproach to the brand the lack of relevance of the music
artists, the triviality of the posts topics or the interference of brand posts on their
personal Facebook profile.

Negative comments lead to two opposite phenomenons: further criticism
and positivity. For example, following the formulation of critiques towards the
brand by a users, other users would either reinforce a negative comment by using
the ‘like’ interaction to show their endorsement, or would negatively comment
further. Another type of response can be a positive mention: to a negative
comment, users would react with a positive mention, either by expressing their
satisfaction with the products and services, when these are criticised, or by refocussing the conversation on the topic initiated by the brand. This type of
positive mention can lead to further positivity when users add further comment
or rate a positive comment using the ‘like’ interaction.

Finally, in terms of reciprocity of the conversation, despite the length of
the threads, which can include more than 700 comments, users tend to rarely
interact with one another on entertainment related brand posts, their comments
express their views towards the main post topic and are addressed to the group
instead of a specific user.

Brands initiate posts themed around entertainment and brands product. If some
users follow these conversations, some others initiate specific topics which
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topics are unrelated to brands posts. This phenomenon has been observed on
Facebook brand pages allowing users to initiate conversations and pages that do
not let users start posts.
User initiated posts
The brands Orange, Three and T-Mobile allow users to initiate posts on
their Facebook brand pages, while O2 and Vodafone restrict the privilege of
starting conversations to community managers exclusively.
A total of 264 user posts and 787 comments were analysed using the
grounded theory. Categories were developed on a small scale using the data of a
single Facebook page for seven days (Appendix E), then hypothesis were tested
against a larger dataset by extending the categories to all Facebook brand pages
considered (Appendix A).

Table 4. User initiated posts - Data collected - 7 days

Brand

Number of user posts

T-Mobile
Three
Orange

92
147
25

Number of comments
174
564
49

The topics initiated by users are consistent consistent across all brands.
Service provision issues represent the most occurring topic: 47% of the
posts deal with service issues for Three, 27% for T-Mobile and 24% for Orange.
These relate to situations where users report or vividly describe problems on the
social media page.
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Complaints afferent to the customer service, where users did not obtain
satisfaction and express their dissatisfaction, account for 28% of the topics for
Orange, 21% for T-Mobile and 12% for Three. These topics are related to
service issues as well as account related matters such as billing or credit rating,
as well as situations where users do not feel valued and expect to obtain extra
advantages at the time of their contract renewal.
Questions asked by users via the Facebook page represent 29% of the
posts for T-Mobile, 28% for Orange and 26% for Three.
Product conversations account for 16% of the conversations for Orange,
10% for T-Mobile and 8% for Three. In these threads, users discuss products,
features, release dates.
A residual part of the user initiated posts are complaints with regards to
the brands’ marketing strategies, spontaneous positive mentions after receiving a
great service, or statements revealing usability issues. For example a user
reproached to the brand that her post was deleted. Her contribution was not
deleted, but she could not see it due to the complex page structure of the
Facebook brand page.

Figure 10. Three - User posts topics
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Figure 11. Orange - User posts topics

Figure 11. T-Mobile - User posts topics

The conversations induced by users tend to be short: the average thread
depth is 2 comments per user initiated posts is 3.7 for Three, 2 for Orange,
comment and 1.8 for T-Mobile. Also the exchanges tend to occur within two
protagonists, in general a user and the brand, or a user and her Facebook friends.

In terms of negativity amplification or reduction in the context of
comments, the patterns observed are similar to the ones occurring on brand
initiated posts, with a slight nuance. Negative statements can lead to positive
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ones, countering the negativity, or would be amplified by other users. It has been
observed that amongst the users who amplified a negative comment, some of
them previously left a negative contribution. The time and date markers on the
Facebook page allow to track the sequence of interactions. It was observed that
within a few minutes, some users initiated several negative posts, and would also
increase the negativity of other posts either by adding further negative comments
or by amplifying them using the ‘like’ interaction. Another type of users
amplifying negativity are Facebook friends of the original poster. In addition,
after analysing individually the negative posts initiated by users on the Orange
Facebook page, it appears that users who initiate posts are not necessarily
following the brand, and do not belong to the brand community of ‘likers’.

3.7

Interim discussion
User initiated post are mainly factual and predominantly relate to service

provision issues, customer services complaints and use the social media presence
to ask questions and engage in one to one public conversation with the brand.

The topics initiated by brands and users can be analysed using the four
dimensions proposed for the social media evaluation primarily through utility
and sociability and secondarily emotions and sociability.
From a utility point of view, it appears that the topics initiated by brands
and users are disconnected. Users express their desire obtain personal support
with regards to service related issues, make their dissatisfaction public or ask
questions. In the meantime brands are initiating promotional and inspirational
topics focussed on entertainment and brand products.
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The deviation from the original post topic can have two explanations.
Firstly, users may complain because their issues were not initially addressed by
the customer service at an interaction level which is extraneous to the social
media page. Studies (Lee and Song, 2010) have shown that dissatisfied
customers would switch to a an alternative provider, complain to the service
provider or engage in negative word of mouth, in addition, in many cases
observed, most complainers had already taken actions with the customer service
before posting a complaint. Secondly, social media brand pages may support the
need for users to retaliate towards the brand (Bishop, 2007). In these cases, the
motive is not necessarily linked to a wrongdoing from the brand, but can simply
result from a price increase, a lengthy contract or to obtain extra advantages from
the company, in the context of a contract renewal for example.
The sociability aspect focuses the analysis on the interaction between all
protagonists.
Conversations originated by brands present long threads with many
participants with a low reciprocity. In contrast, threads initiated by users are
shorter, involve few participants who are engaged in a highly reciprocal dialog.
This difference of engagement may find its cause at two levels. From a usability
perspective, the Facebook page layout makes user initiated posts less visible than
brand posts, brands can reduce this visibility further by displaying user posts to a
page which is hard to reach. This issue was suggested by users accusing the
brand moderator to have deleted their post. They simply could not see their
contribution due to the complex page layout. In this occurrence, a usability issue
occurring at the level of the social network has an influence on the sociability
dimension at a user interaction level. By making user posts less visible, other
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users are less likely to see them and contribute. Secondly, the lack of reciprocity
in the brand conversations can also find its roots through the usability dimension:
the social network displays all comments at the same level, by doing so all
comments are displayed without any thread incrementation allowing to
differentiate the contributions of the conversation. This results in a cacophony of
replies, making users contributions difficult to follow leading to a fragmented
conversation. In contrast, user initiated posts which are shorter tend to remain
on-topic, which seems to stimulate the reciprocity.
Complaints led to either an amplification of the statement, or to a positive
correction maintaining the topic set by the brand. The negative development of
conversations can be the result of emotional contagion. A study suggests that
Facebook users who make a status update with emotional content, leads their
friends to make valence consistent posts (Kramer, 2012). The opposite
phenomenon has been observed too, users highly engaged with the brand tend to
bring the conversation back to the original topic (Bishop, 2007).
The questions raised by users and the themes of the questions formulated
provide some important insights with regards to topics that matter to them. For
example many users asked questions regarding products release dates or
requested product features.
Another study which observed conversations on a Facebook brand page
related to a chocolate bar (Cvijikj and Michaelles, 2011) suggests that
similarities can be found with regards to the topics discussed such as product,
contests, questions and complaints, however, the share of these topics is
considerably different. For example service provision and customer service
issues occupy a large share of user initiated posts on telecommunication
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companies brand pages while these are residual for the fast moving consumer
goods page.
The utility and sociability aspects analysed together suggest that from a
user perspective Facebook brand pages have at least two purposes: the first one
is to act as a source of inspirational entertainment. Brands succeed in this as the
length of the threads or the number of ‘likes’ suggest that users engage with the
content. The second purpose is to allow users to meet personal goals by asking
questions, publicly expressing their dissatisfaction and to receive a personal
customer service via the Facebook page.
The limitations of the results lie in the small amount of data gathered
during seven days which may not represent the variety of topics initiated by
some brands such as Three, which only published two posts during the period of
the study. In addition, a single researcher performed the grounded theory
analysis, this may induce an evaluator bias. Further exploration of the user
interactions could help identifying users patterns.

The exploratory study suggests that while page administrators initiate
inspirational posts related to entertainment and products promotion, users tend to
be factual with regards to their posts and comments by mainly discussing
services provision, customer service and practical product related matters.
Therefore, one can hypothesise that brands that allow users to initiate posts
encounter a higher share of negative sentiment than brands that do not allows
users to start conversations.
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CHAPTER 4.
4.1

SENTIMENT ANALYSIS STUDY

Purpose
This follow up study aims to determine if letting users initiate posts

negatively

influences

the

overall

sentiment

of

conversations

on

telecommunications Facebook brand pages.
Brands are not likely to publish posts that would criticise their own
products or service, therefore, this study only explores the sentiment expressed
by users on user initiated posts, as well as comments and like interactions on
both user and brand posts.

4.2

Method
In order to address the question, a sentiment analysis was carried on posts

originated by users and comments initiated by both brands and users. This
required to establish a scale defining the polarity of the sentiment, proceed to the
coding of both posts and comments according to the definitions established, and
to measure the rater’s inter-reliability before analysing the results.
4.2.1

Sentiment analysis
The sentiment analysis study was performed in two stages: a data

collection phase which re-employed the captures performed during the
exploratory study, followed by the analysis of the data in order to elicit the
sentiment expressed overall in each of the five UK telecommunication
companies Facebook brand pages.
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Data collection
During the initial exploratory study, the posts and comments of each
Facebook brand page were saved as HTML and PDF whilst preserving their
presentation on the social network. The Facebook interface does not present by
default the entire thread of each post but only reveals the first two comments of
each post, requiring the user to expand the thread to access to the conversation.
Therefore, each thread was expanded before being captured. The data collection
covered a period of seven days running from 9th July 2012 for all brands, except
for O2 which experienced an abnormal level of complaints due to an
extraordinary service issue, the data was recorded for an equal amount of time as
other brand but from the 2nd August. The collection was stopped at the end of
the 7th day. As a result, the most recent posts received a lower level of
interaction than the oldest ones. The intention was to capture the activity as users
would experience it when accessing the Facebook pages on the last day of the
study. If this approach limits the amount of the data captured for some posts, it
gives a true representation of the sentiment on the Facebook pages at a specific
time. The data captured consists of 31 brand posts, 264 user initiated posts, 2696
comments and a total 3555 ‘like’ and ‘share’ interactions.
Data analysis
The data analysis not only covered the text captured, but also additional
interactions that conveyed sentiment on the social network. The Facebook
platform exploratory study suggest thats users not only express themselves using
text, but also through meaningful interactions such as the ‘like’ interaction which
conveys sentiment. Therefore, the scope of the analysis included the text of the
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posts and comments as well as the ‘like’ interactions attached to the users’
contributions.
Coding strategy for text

Each post was manually analysed using the criteria of the sentiment
expressed, its polarity and its relationship to the subject (Nasukawa and Yi,
2003). Before proceeding to the coding, definitions of negative, neutral and
positive sentiments were set. This study exclusively focuses on the negative and
positive mentions attached to the brand and its products and services, and
general service quality provision. Nambisan and Watt (2010) suggest that their
perceived

levels

have

an

influence

on

the

purchase

intentions.

The following definitions were established for the coding (Appendix G):

A negative mention criticises, points out negative aspects of the brand, products
and services, and general service. A negative post or comment can be a
complaint, an issue raised, or a negative statement directly related to the brand in
consideration.

A positive mention compliments, advocates, praises, expresses gratefulness, and
is attached to the brand, its products and services and general service. A positive
mention can be a statement expressing positivity towards the brand, a user
recounting a positive experience with the brand, the quality of its services.
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Positive or negative mentions attached to entities external to the brand in
consideration are not classified as part of this study and are coded as neutral.

Coding strategy for interactions

‘Likes’ reinforce a previous statement (Facebook, 2012b) When a user clicks on
‘like’, she agrees with the comment made. Therefore, a like amplifies a comment
and follows its polarity. The ‘like’ interactions related to posts and comments
were coded as follows:
Negative like: Like interaction attached to a negative comment in the context of a
thread.

Positive like: Like interaction attached to a positive statement. This can be the
case when a user reinforces a positive mention made by another user as well as
when a user endorses a brand response providing a resolution or closure, which
is then judged positively.

Neutral like: Like interaction attached to a neutral comment

Both the text and the like interaction of the data were coded according to their
positive, neutral or negative polarity towards the brand, its products or services,
and perceived service quality. The coding was performed by a single evaluator,
therefore, before proceeding to the results analysis, it was necessary to assess his
reliability through an inter-reliability study.
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4.2.2

Reliability study

In order to measure the evaluator bias in the coding process, the sentiment
analysis performed by a single researcher was assessed with additional raters.
The agreement between the raters was measured using the Fleiss’ kappa
coefficient. The reliability study was planned according to the controlled
experiments method proposed by Blandford et al. (Cairn and Cox, 2011).
Participants
The reliability study took place with a total of seven participants, 4 males and 3
females, aged between 26 and 32 years old, two of them took part to the pilot
study. For working in the advertising industry they were familiar with the
Facebook platform. They all lived in the UK for the last five years, were fluent
in English and were familiar with all telecommunications brands considered.
Ethical considerations
The study did not involve any vulnerable participants, informed consent was
given, privacy and confidentiality were maintained by anonymising data from
the outset, a number was affected to each participant at the beginning of the
study.
Design
In order to test whether participants would consistently evaluate as positive,
negative or neutral a specific set of user comments and ‘like’ interactions, they
were tasked to code 16 pages extracted from the Facebook brand pages
considered. Because of the importance of the context surrounding statements,
participants were given the exact Facebook pages instead of isolated comments
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to code, then, individual comments and interactions rating were extracted for the
analysis. Coding guidelines defining positive, negative, neutral comments and
likes, illustrated with examples, were provided. It was hypothesised that
participants would disagree on the ratings of individual comments and
interactions, this difference would be analysed using the Fleiss’ kappa
coefficient to determine the interrater agreement coefficient.
The experiment was designed within subjects, all participants coded the same
documents.

The independent variables were the comments and ‘like’

interactions to be rated, the dependent variable was the rating that would be
given to each comments and ‘like’ interaction. A confounding variable could
result from a learning effect. The number of participant did not allow to proceed
to a latin square variation order, therefore, the order of the brand pages was
randomised.
Apparatus
Participants were provided with hard copies of the pages to code, a copy of the
coding guidelines (Appendix G) and both a red and green highlighter to annotate
the documents.
Procedure
A pilot study with two participants on two pages was initially run. This allowed
to ensure that an agreement would be found on three raters (the researcher plus
the two participants) before running of the experiment at a larger scale. The pilot
study was remotely executed, participants were tasked to highlight Adobe PDF
documents. After confirming that three raters were on agreement on a reduced
data sample, the main study was run as a group. Participants were given the
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coding guidelines, had five minutes to read them and ask questions before
proceeding to the coding. Each participant started the coding on a different page
to balance the learning effect resulting of the order of the conditions.

Analysis
The quantity of data collected exceeded the amount that could be analysed
within the constraints of the study. Therefore a small randomised sample of the
data was analysed. Five comments and five like interactions were randomly
selected in each of the eight conditions using an online tool (Randomizer.com,
2012), leading the researcher to collect the ratings of 40 comments and 40 ‘like’
interactions across four participants (instead of five),. Results were reported on
an online Fleiss’ kappa calculator (Justrandolf.net, 2012).

Results
The Fleiss’ kappa coefficient calculated across 40 comments is 0.82, and 0.79
for the 40 ‘like’ interactions, which suggest a an acceptable value or agreement
amongst raters (Fleiss, 1971). It is however recommended to triangulate the
reliability methods.

4.3

Sentiment analysis results
This section presents the results of the sentiment analysis performed on

the user generated content on the Facebook brand pages. After excluding data
likely to skew the study, the results are presented using the criteria of the post
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initiator: the polarity of the sentiment expressed in posts created by users is
presented, then, the polarity of comments on both user and brand initiated posts
is detailed.

4.3.1

Excluded data
On the Facebook brand page maintained by the network Three, two users

originated more than 20% of the negative comments in less than 24 hours. Their
behaviour consisted in initiating negative posts on different topics, adding
negative comments to other users’ posts and endorsing other negative comments
in series. If these behaviours have a meaning and need to be considered, in the
context of the small amount of data gathered during the week, the contributions
of these users skewed the data. Therefore, only the first post, comment and ‘like’
published by these users were taken in account per 24 hours period. The
consequences on the conversations resulting from these posts have also been
removed. For example the ‘like’ interactions attached to these series of negative
posts and comments resulting from the users considered, have been excluded
(Appendix H).
4.3.2

Sentiment of user initiated posts
Amongst the five UK telecommunication companies, only three of them

allow users to create posts on their Facebook brand pages, this section reports on
the polarity of the posts, their attached ‘like’ interactions, the resulting comments
and their related ‘like’.
Sentiment resulting from the analysis of the text of the posts
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Users tend to majoritarily initiate negative posts towards brands, their
products and services: 65% of the posts initiated by users are negative on the
Three Facebook brand page, 56% for Orange and 50% for T-Mobile. Other posts
tend to be majoritarily neutral and a small fraction of the posts initiated by users
is positive. The results are consistent across all brands, with slight variations of
sentiment.

Figure 12. Sentiment expressed in the text of user posts

Sentiment resulting from the ‘likes’ attached to user initiated posts
The ‘like’ interactions attached to user initiated posts are highly negative and in
excess of 75% of the ‘like’ interactions attached to comments for all brands,
reaching 100% for Orange. ‘Like’ interactions present a more extreme polarity
than the posts themselves.
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Figure 13. Sentiment expressed in the ‘like’ interactions of user posts

4.3.3

Sentiment of comments on user initiated posts

Sentiment resulting from text of the comments
The comments resulting from user initiated posts are majoritarily neutral in
terms of sentiment towards the brand, its products and services, with 77% for TMobile, 71% for Orange and 69% for Three. Neutral comments aside, the
overall polarity is negative. On average brands encounter 22% of negative
sentiment on the comments left on user initiated posts, with 28% for Three, 20%
for Orange and 19% for T-Mobile.
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Figure 14. Sentiment expressed in the text of comments on user posts

Sentiment resulting from the ‘like’ interactions attached to the comments
‘Like’ interactions are majoritarily negative for both Orange and Three, where
they represent respectively 64% and 60% of the interactions on the comments. In
contrast T-Mobile presents a relatively low level of negative ‘like’ interactions
on user comments. In addition, ‘like’ interactions appear to be more valenced
than the comments they relate to.

Figure 15. Sentiment expressed in the ‘like’ interactions on comments (user posts)
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4.3.4

Sentiment of comments on brand initiated posts

The sentiment expressed in the comments created by users on brand posts are
compared across the five UK telecommunication companies. Results are
presented at the level of the user comments attached to the brand pages and their
related interactions.
Sentiment resulting from the text of the comments
The comments left by users on brand posts majoritarily express a neutral
polarity towards the brand, its products and services, with 89% of neutral
comments for Vodafone, 86% for T-Mobile, 71% for Orange and 59% for Three
and 56% for O2.
Brands that allow users to initiate posts generally present a larger share of
positive sentiment on the comments compared to other brands: for Orange, 21%
of the comments are positive, 13% for Three, and 7% for T-Mobile. The two
brands which do not allow users to initiate posts present a very low level of
positive comments towards the brand on the posts initiated by the brand page
admins. Only 4% of the comments are positive on the O2 Facebook brand page
and 2% for the Vodafone.
Negative sentiment still dominates the overall valence of the comments
on posts initiated by brands for all brands except for Orange.
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Figure 15. Sentiment expressed in the comments of brand posts

Sentiment of the ‘like’ interactions on users comments on brand posts
The ‘like’ interactions are more valenced than the comments. Fewer
neutral ‘like’ interactions are present. Brands which exhibited a higher level of
positive sentiment on the comments see this trend being confirmed with the
‘like’ interactions. For example the polarity of the ‘like’ on the comments is
exclusively positive for Orange which presented the highest percentage of
positive comments. The difference of sentiment between brands that allow users
to initiate posts and those who do not, increases with the ‘like’ interactions.
Orange, Three and T-Mobile experience an overall positive sentiment expressed
on the ‘like’ interactions on the comments present on the brand posts, while the
‘like’ interactions are predominantly negative for O2 and Vodafone who do not
let users initiate posts.
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Figure 16. Sentiment expressed in the like interactions of brand posts

4.4

Summary
From the sentiment analysis performed on the text, comments and related

‘like’ interactions, user initiated posts are majoritarily negative. Whilst the
valence of the comments tends to be more moderate than the posts to which they
are attached. The ‘like’ interactions related to the posts and their comments are
highly polarised towards negativity.
The analysis of the polarity of comments on user initiated posts suggests
that comments are less valenced than the posts, but present an overall negative
trends in a similar measure for all brands. The ‘like’ interactions are highly
negatively polarised for all brands, except for the brand T-Mobile.
Comments created by users on brand posts are majoritarily neutral for all
brands. Brands which do not allow users to initiate posts do not significantly
experience a higher relative volume of negative sentiment compared to brands
which allow users to create posts. However, the three brands which enable users
to initiate posts present a larger share of positive comments. The sentiment
expressed through ‘like’ interactions confirms the trend identified on the polarity
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of the comments, and exhibit a higher share of positive ‘like’ for brands that
allow users to initiate posts. Again, the ‘like’ interactions are more valenced than
the comments.

4.5

Interim discussion
The results of the sentiment analysis suggest that users tend to initiate

negative posts, the phenomenon has been observed across the three brands
allowing users to start conversations on brand pages. The results are consistent
with one study but contradict another research. A large scale sentiment analysis
carried on 2.5 million posts on BBC forums (Chmiel et al. 2010) shows that
threads predominantly express negative sentiment. Another study posits opposite
results: a Facebook brand page promoting chocolate bars experienced only 2%
of negative sentiment on user posts, when telecommunication companies
encounter more than 75% of negative sentiment. Therefore, the industry sector
related to the brand, may influence the polarity of user initiated posts.
Comments on both user and brand initiated posts present a larger share of
neutral sentiment. The post initiator does not seem to have any significant
influence on the percentage of negative sentiment on comments, however, two
trends have been identified.
Firstly, if the post initiator does not seem to influence the share of
negative comments on brand initiated posts, it could influence the proportion of
positive comments and ‘like’ interactions towards the brand, its products and
services. Brands which enable users to initiate posts present a larger share of
positive comments than brands who restrict the privilege of creating posts to
admins only. Possible moderating factors need to be considered. Simmel (1950)
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posits that the size of the social network has a negative effect over the
interactions between individuals. The size of the community could also influence
the polarity of the conversations. Indeed, brands that account for the largest
proportion of positive comments on the posts they create are also the smallest
communities: both O2 and Vodafone who account for more than 500,000 brand
followers experience a lower share of positive comments than Orange, T-Mobile
and Three whose communities are much smaller. A link between the size of the
community and the positivity of the comments could exist, this would require
further research.
Another factor could lie in the actual level of user satisfaction from the brands
considered. The service provided by the companies and the efficiency of the
customer service can influence the level of negative sentiment on Facebook
brand pages. The phenomenon has been observed during the first weeks of July
when O2 experienced an extraordinary service provision issue that led to a large
share of criticism on their Facebook page, with threads exceeding 7,000
comments, mostly negative.
Secondly, the sentiment expressed through interactions such as ‘like’ is
highly valenced both in positive and negative polarities, depending on the
brands. Comments tend to be more neutral across all brands, however, the
sentiment resulting from the ‘like’ interactions presents a very high share of
negativity on user initiated posts, also, the ‘like’ interactions are highly
positively polarised on brand pages that allow users to initiate posts. The
moderating factors related to the size of the community and the actual user
satisfaction may apply.
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This second study presents limitations with regards to the quantity of data
gathered: the posts were captured for a period of seven days only, and were
manually analysed. The small scale of this study required to exclude behaviours
likely to skew the results, on a larger scale the effects of topical factors would be
reduced. A larger data set, analysed using a machine method may provide more
accurate results less prone to be influenced by topical phenomenons. In addition,
using the analytical method of the Hexagon-Spindle Model (Benedyk et al,
2009) adapted to social media, a phenomenon identified at a user level needs to
be appreciated in a wider context. Extraneous factors occurring at other levels
have an influence on the the level examined. This study focussed on the
sentiment expressed at a user interaction level on Facebook brand pages. Factors
such as the actual customer satisfaction with the brands or the brand perception
may have a tangible influence on the sentiment.
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CHAPTER 5.

GENERAL

DISCUSSION

AND

CONCLUSION

5.1

Summary of findings
This study participates in understanding the role of social media in the

purchase process by appreciating the influence of the post initiator on
conversation topics and sentiment of telecommunication Facebook brand pages
in the UK. The results posit that brands propose inspirational content related to
entertainment and products. Users engage with these topics but also deviate from
the themes set, ask questions and instigate negative sentiment through posts and
comments.
In the conversations that they initiate, users majoritarily express a
negative sentiment towards telecommunications brands, their products and
service quality.
A neutral sentiment dominates comments on all brands, however, brands
which let users initiate conversations present a larger share of positive sentiment.
These trends are observed at a larger scale on ‘like’ interactions which appear to
be highly valenced.
These results need to be appreciated in the context of moderating factors.
The industry sector influences the topics and sentiment of Facebook brand pages,
a similar study on a different type of product contradicts the results of the present
study (Cvijikj and Michaelles, 2011). In addition, external factors such as the
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actual level of customer satisfaction with the product and the size community
may have an influence on the sentiment of the Facebook brand pages.

5.2

Implications for design
Conversations topics and sentiments induced by users suggest that the

existing content and functionalities of telecommunications Facebook brand
pages partially fulfil the users goals. Cooper

et al. (2007) propose to

differentiate three types of goals: experience goals, end goals and life goals.
Experience goals relate to how users want to feel. The author illustrate
these goals as ‘feeling smart’, ‘feeling cool’, ‘have fun’. These relate to the
emotional and hedonic dimension of the evaluation. In the context of the
Facebook brand pages studied, the engagement that users communicate through
‘likes’ and comments on brand posts demonstrates that telecommunications
companies generally successfully meet these users needs.
However, the posts and comments initiated by users suggest that end
goals which relate to the functionality and utility of a product are not always
fulfilled. There is a need to cater for user expression. Expressing retaliation or
criticism are goals that users look to achieve on the Facebook pages studied.
They achieve this through posts and comments. By allowing users to initiate
posts, brands attempt to channel these conversations, creating pockets of
negative sentiment separated from the brand conversations. This study suggests
that users naturally attempt to deviate brand conversations to expose their
dissatisfaction to a wider audience, this phenomenon may need to be managed at
an emotional level in the design.
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Life goals represent users’ personal aspirations, these relate to the
sociability dimension of the evaluation and can be illustrated by the roles they
want to play in the community. Users acting as brand advocates achieve these
goals by re-focussing a conversation that diverged from its original topic, or act
as product experts by advising others. Providing spaces on the Facebook brand
pages for these users could participate in developing brand communities that
would cater for the questions that users ask, and initiate a real dialog within a
self moderated community. Social media platforms start to cater for these types
of users. For example on its forums, Apple encourages and these users to advise
others by rewarding them with social status in the community by granting them
‘levels’

(Appendix

I).

Identical

solutions

could

be

developed

for

telecommunication brand communities via Facebook apps.

5.3

Study methodology and limitations
This study presents both limitations and methodological developments.

The utilisation of the grounded theory for the topics analysis allowed to not only
understand the topics discussed but also their relationships, however, the manual
analysis of the content reduced the amount of data that could be treated. The
relatively small amount of data analysed did not permit to capture a wide enough
scope of topics with regards to the brand posts and led to exclude user initiated
conversations subject to skew the results. In addition, the scope of this study
measured the sentiment toward the brands, products and service quality. The
sentiment expressed towards other subjects can participate in the evaluation and
could be to be assessed.
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From a methodological perspective, evaluating the Facebook pages using
the usability, utility, emotional and sociability dimensions allowed to cover the
scope of the social media experience and participated in structuring both the
research and the report. Also, while other studies evaluated social media either at
the level of the Facebook page (Hart et al, 2008) or at the level of the users
interactions (Cvijikj and Michaelles, 2011), the application of Benedyk et al’s
Hexagon Spindle Model (2009) adapted to social media permitted to holistically
appreciate the influence of external factors occurring at incremental levels.

5.4

Further work
This project studied Facebook brand pages through the angle of the

conversations, which reveal how users feel about brands, their products and
services. If the dialog occurring on the social media pages allows issues and
topics to surface, there is a need to better understand. The data suggest that
different and segmented user groups exist: users who use the page to complain,
users who engage with the inspirational content, users who have genuine
questions and brand advocates who positively participate. Further investigation
could be carried in two ways. Firstly by understanding the interactions
performed by specific users on the social media pages in order to elicit typical
behaviors. Secondly, through interviews in order to better define user goals.
In addition, this research focussed on the active users on Facebook pages.
Another angle would be to understand how Facebook brand pages are perceived
by users who consult them. Due to the Facebook interface which emphasises
brand posts and makes user initiated content less obvious, a discrepancy between
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the actual sentiment contained in the page and the the sentiment perceived by
lurkers may exist. Eyetracking could inform on what users see, emotional
assessment and think aloud could provide valuable information on the influence
of these conversations.
Comparing the results with Facebook pages published by organisations
with different purposes and products may also participate in appreciating the
influence of the companies, products and purpose on the social media pages.
Finally, due to the number of external factors subject to influence the
conversations and perception of social media, further work should be carried
with a holistic approach.

5.5

Ethical considerations

Social influence is known to change an individual’s thoughts, feelings,
attitudes, or behaviors (Rashotte, 2006). Because of their networking
capabilities, social networks can be used as powerful persuasive tools (Fogg,
2003). This study assessed the social media pages of telecommunications
companies and incidentally suggests that the limited social functionalities of the
some Facebook pages are dissonant with the social engagement intentions stated
by some brands.
When developing social media strategies, practitioners need to define the
stakeholders, their goals, determine the gains and losses for each party, and
decide responsibly.
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APPENDIXES
A. Codes elicited using the Grounded Theory
B. Examples of brands posts
C. Network Diagram - Brand posts and user replies - Orange
D. Network Diagram - Brand posts and user replies - Vodafone
E. Network Diagram - User initiated post - Orange
F. Example of users comments on a brand post
G. Coding guidelines provided to participants
H. Example of excluded conversations
I. Example of user levels in the Apple community
J. Data and calculations - Brand posts and user posts and associated comments
and ‘like’
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Appendix A. Codes elicited using the Grounded Theory
●

Posts

1. Post author
○ Community manager
■
Unsigned post
○ User
■
Brand follower
■
Not brand follower
2. Posts media type
○ Text (Status update)
○ Image
○ Video
○ Link
1. Post interactions
○ Share
○ Like
○ Comment
1. Post topics
■

■

●

When author is a brand
● Entertainment
● Product related
● Hardware related
● Poll
● Question (differentiated from polls due to different functionalities)
When author is a user
● Support request / Question
● Complaint
○Customer service
○Service provision (coverage, disruption)
○Hardware (Mobile provided)
○Lack of product availability
○Customer feels undervalued (Contract renewal stage)
○Marketing (Marketing techniques employed by the brand)
○Threat to change provider
○Dissuade to contract with the provider
● Negative statement
○Brand related (no rationale)
● Competitor mention (positive or negative)
● Gratefulness
● [ Like Interaction ]
Comments
○ On a brand initiated post
■<Brands never comment on their own posts, except in the context of a
response>
■Comment author is a user
● Gratefulness
● Utility
● Complaint
○ Customer service
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○
○
○

Service provision (coverage, disruption)
Hardware (Mobile / smartphone / accessories)
Marketing (Marketing techniques employed by the
brand)
○ Lack of product availablility
● Competitor mention (positive or negative)
■Like Interaction

○

On a user initiated post
■ Comment author is a brand
●<same as response to a comment>
■ Comment author is user
●Reinforce negative statement
●Positive statement countering previous negative statement
●Maintain sociability
●Provide solution <Useful>
■ Like Interaction

●

Responses to a comment
○ When Response author is a brand
■Apology
■Delegation (to online customer service)
■Closure
● Manage conversation in private
■Product information
■Solution provision
■Maintain sociability
■Discussion (casual)
■<No response>

○

Brand response to a user comment
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Appendix B. Examples of brands posts
1. Example of brand product post

2. Example of product post - non brand related

3. Example: Entertainment focussed status update
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Appendix C. Network Diagram - Brand posts and user replies Orange
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Appendix D. Network Diagram - Brand posts and user replies Vodafone
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Appendix E. Network Diagram - User initiated post - Orange
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Appendix F. Example of users comments on a brand post
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G. Coding guidelines provided to participants
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Appendix H. Example of excluded conversations
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Appendix I. Example of user levels in the Apple community
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Appendix J. Data and calculations - Brand posts and associated
comments and ‘like’
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