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Abstract

Firms take advantage of social media to engage with their customers. Broadly
speaking, the content they create and post for this purpose is of textual and visual
nature. While firms recognize the importance of visual content (images, videos),
previous research focuses almost exclusively on textual content. Therefore, we
develop a conceptual framework allowing for the holistic examination of the
relationship of the composition of both the textual and visual content of firm’s posts
and the level of consumer engagement. Based on our conceptual framework, we
conduct a study covering more than 67,000 posts of 347 members of the S&P 500. We
find that (i) a higher emphasis on emotional rather than informative topics in the
textual and visual content of a post is associated with higher levels of consumer
engagement, and (i1) the presence of human faces, the presence of joyful facial
expressions, and more printed text on the visual content is associated with lower levels
of consumer engagement.

Keywords: consumer engagement,; social media; machine learning

Track: Digital Marketing & Social Media



