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Social networks have become the Internet’s most used applications. Billions of users
actively participate on social network sites, especially Facebook and Twitter. Top businesses
around the world have begun to use Facebook as a marketing channel to promote their brands
by creating the brand pages. Many research works have studied marketing on Facebook.
However, research works on investigating the practical uses of social network sites for
business have limitations.

In this study, Facebook profile pages of 75 brands were selected from the top 100 best
global brands 2013 conducted by Interband company. Then, the data of those brands from
“www.quintly.com” were analyzed by using SPSS. After that, we obtained the top ten brand
pages with the highest and lowest interaction rate score. Then the method “Kansei word” was
used to calculate Interaction Rate (which has the strongest relationship with the fan change
rate).

From the result of Kansei word, we investigate the influences for the ranking positions of
interaction rate score. Thus, we conducted an interview to ask them several questions. Then,

we found that the top ten ranks with the highest ranking interaction rate score can clearly



broadcast their mission and vision with fun, elegance, and starry-eyed posted contents.
However, the bottom ten ranks contain boring contents, such as advertisement of their
products. As a result, Facebook users are not interested in the contents of the page. This also
gives a negative representation of their brand.

For practiced implication, we proposed a method for using Facebook social media as a tool
for brand promotions. First, the old concept of “marketingl.0” or “marketing2.0” should not
be applied into brand promotions on Facebook. Second, the missions and visions should be
clearly defined. Third, the content should indicate the missions and visions to customers.
Finally, the Facebook brand page should be used to show the feedbacks or responses from the

customers, not just take it as a sale’s tool.
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4.2 Best Global Brands 2013 {Z2W\\T

AV BE =TT RE, 1974 -, vy R TR SNEMREROTZ o Kavb
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A% —77 2 Ko [Brand Valuation (77 > NEREAM) ) (%, 1SO 12 L0 R
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BOERE REE N7 +—~ U R) & ERAEIIZEHE L 7= “Best Global Green Brands”
DUR—FEIRSARLTND,

A H =TT T, Al a vy b HHRL_LD 7 V=T 4 B
TAEFBLIIVZAZ =D, —DOF =L 7=y NelitlET 5, 77
MEREM - 77 > REBSAESRE A2 ) — R har Py b 7T Faa - Ry r—
VB e TN THA U ERABT LTS X T c An = Ay
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Best HO®

GIOhal The New Top The Leadership ~ Sector Articles & Charts Methodology &  Contact Info &
Brands 100 Issue Overviews Interviews Applications Downloads

2013

1 2 3 5 6
(M% i B Microsoft @
+2% +4% +3% +7%
79,213 $m 78,808 $m 59,546 $m 46,947 $m

Go gle : . 9 )
. P (e -
+28% +34%

+5% +20% -5% +17%
98,316 $m 93,291 $m Rinam ot o o e
11 12 13 14 15 16 17 18
2N b
(N ] 'Bc @ - Louls .
~) VUITTON ORACLE
Mercodes B @ cisco ISNEP Gillelte
+6% +10% +7% 3% 1% +1% 16% +9%
31,904 $m 31,839 $m 29,053 $m 28,147 $m 25,843 $m 25,105 $m 24,893 $m 24,088 sm
19 20 21 22 23 24 25
conon 2 o B
Y = 4
+7% +10% +8% +12% +1% +7%

4.1 Best Global Brands 2013 & A A —
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4.2.1 Best Global Brands 2013 OB E K%z
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ay.aspx
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4.2.2 Best Global Brands 2013 75 &E L 70

BRRIZHONT

FHR DO N—%FlE LT, Facebook Z#IEE L TV, HHWEZ T /N— L=
T AV IDOR=IN7 T 7 RuEFR< . Best Global Brands 2013 225 75 fED 7 5
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Alcohol : Budweiser

Apparel : H&M, Ralph Lauren, ZARA

Automotive : Audi, BMW, Chevrolet, Ford, Harley-Davidson, Honda, Hyundai,
Kia, Mercedes-Benz, Porsche, Toyota, Volkswagen

Beverages : Coca-Cola, NESCAFE. Sprite

Business Services : Accenture, IBM, XEROX

Diversified : 3M, Caterpillar, GE, Joha Deere, Siemens

Electronics : Nintendo, Nokia, Panasonic, Philips, Sony, Canon

Energy : Shell

Financial Services : Allianz Knowledge, AXA. Citi

FMCG (Fast-moving consumer goods H H{H# 1) : Colgate, DANONE, Gillette,
Heinz, Johnson&Johnson, KLEENEX, L’ Oreal Paris, Pampers

Home Furnishings : IKEA

Luxury : Burberry, Cartier, Gucci, Hermes, Louis Vuitton, Prada. Tiffany&Co.

Media : Discovery, Disney, MTV

Restaurants : KFC, McDonalds, Pizza Hut, Starbucks

Retail : Amazon.com, eBay

Sporting Goods : adidas, Nike

Technology : Adobe, Cisco, Dell, Google, HP. Intel, Microsoft, Oracle, Samsung,
SAP

Transportation : UPS

4.3 quintly.com {22\ T

Facebook D/3HTY —/WFITHESL K TTEN, — Ry =70 A Mo~ Ee
EEDRN, FDORNTH, KREOMRED Facebook ~X—Y DOF —H Zifit, ¥—4
EAUO— RTELH—ERILH - &R0,

Quintly.com %, N—YOREE R THIEEOEMZ Y TILF A LTBEFTE D Y
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— VX VAT 4 TR —E X Th 5, #HED Facebook ~— T & Ll 4 25 Z &
T, BT IV REBAT 7 REO—FEEEITH) Z LB TE D
Facebook LV iEfitxn TS 11 b HEEL DiEWT THDO~—T LIS
OIEFREZMET 2 Z LR AMRE] D F VIX, BiH O Facebook ~—L D ptia 45 2 &
SAMRE CTH D, Tl | £, Twitter 7 U FDO 7 4+ r U —HEIILH, I FX
FERORIEZEMIICE=2 U 7 L, Bl Zz4EE L CRIE IS > T\ D, il
[RATOEERLT 77 h & 14 BOBRLEZEDOTZ LT AT Mhid D,

U B3 sneex\ao@gma l.com
# quintly s

Package: Free-Edition (Uparade To Business)
Valid until: Unlimited

Statistics

]

| & pashboard * || 1 Interactions/con * | © Help [»)

~
() Dashboard Interaction
Quick analysis 400k o
B e The interactions overview
& Interactions/Content

contains all relevant analsysis
200k

for fan interactions. E.g. User-
Location/Places 5 posts sharfg ‘anc Likes
&) FB Page detsils Per click on (Bl you can geta

more detailed analysis and a
12/10 1217 12/24 12/31 wag ws0 ws1 ws2 ws3 short documentation.
Administration (4] — Microsoft — BMW — Microsoft — BMW
Parameter
~| Manage pages In lh; ufperpsinhol‘the view you

: &4 User posts - Chart - Post distribution - Chart COF QO IuS hecen

&8 Manage users L = type different groups, intervals and
[ Events > ” periods

500 100%

a:| My account

g Support

@ Help

400 s0%
H Tour i
») Logout
= 300

5 =i 0%
e =) Microsoft BMW
Increase your page engagement wag w50 ws1 ws2 ws3 @B Link @8 Music @8 Photo B Status B Flash I Video
with custom and innovative — Microsoft =— BMW B Misc
tabs from our partner.

& Interactions distribution - Chart = Own posts - Table B
9 1008 Own posts Co... | Likes | Type
— BMW -04.01.2013 12:44  View post 384 32.. Photo A
TABS FOR

Configure your own individual BMW M& Gran
Coupe - with our new visualizer app:
http://on.fo.me/TBIKQp

FREE

Microsoft - 03.01.2013 16:56  View post 64 886 Photo
powered by 247GRAD Through April 30, buy a qualifying Office product
and download the next version free when

available: hitp:/bit ly/RvidQd

0% BMW -03.01.201313:37  View post 1964 11. Photo
Microsoft BMW A special racing year needs a special car. To
C Like Sh celebrate the DTM season victory we now present
I Comments; B Likes: [l Shares the BMW M3 DT Champion Edition o
7 Interactions - Table
Name ow... Likes % Co... %
Microsoft 41 51495 -34. 4382 -33
BMW 19 1040,... 40% 20929 47%
v
< >

4.3 quintly.com DA A —¥
i : quintly.com
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#< 4.1 Facebook -1 > %4 k& Quintly.com @ X
Hi#t : http://d.hatena.ne.jp/ryuka01/20110728/p1
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# 4.2  Quintly.com @ L 23y r— ORERERE
H i : quintly.com
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AT DTV Z Facebook D77 v K=V D5 — 2 OFIZ 2 0 1 341
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W LT, &3t E LTIL, %D Own Posts %13 19936 {EA4INEE L, = —HF —3 4
FATH LT oA 388119 12 INEE L 72, A IO quintly.com 726, G54 6 fil
WMoOTFT—42%F v run—RLll, BRNLRHEBEIEIUL TO—HROBY TH D,

Interactions
Interactions distribution

Fans Post
Fans Total Own post

Fans by country

Fans change

Fans change rate

Fans change per weekday

Fans distribution

Fans distribution development

Own post by hour

Own post by weekday
Own post by time

User posts

User posts by hour
User posts by weekday
User posts by time
Post type distribution

Interactions rate
Interactions rate by post type
Interactions rate by hour
Interactions rate by weekday
Interactions rate by time
Post/Interactions Comparison
People talk about

People talk about rate

Avg People talk about

Avg People talk about rate
Response time

Response time distribution
Avg Like per Own Post

Avg comments per Own Post

Avg share per Own Post

Avg Interactions per Own Post
Key Interacting Users

# 4.3 Quintlycom b X v u— R LT —XHAO &L
Z L CiRbLEE 1 5 MEDOT — X 1X keyMetricsTable (24 H L Cu iz,
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keyMetricsTable

Page Fans +/- PTAT PTATRAvg AvgPTATRate Ownlposts Likes C Shares L Likes C
Microsoft 2642936 490652 62574 50308 2.1292 336 667397 105707 92033 14043 3197 3289
BMW 13871275 1639592 346852 290089 22192 145 9286469 156590 1111420 8598 9110 1963
Coca-Cola 68612150 11777765 1137175 890650 1.4288 2113 2569269 135482 255998 50337 134652 39816
AllianzKnowledge 45936 129 178 92 0.2001 33 833 50 170 0 0 0
Starbucks 34786845 1492587 327894 284534 0.8344 59 2676724 42406 111276 20259 67782 79647
Disney 44672800 4383560 493625 859924 1.998 196 18638587 232889 1924369 0 0 0
AudiiUSA 7023545 835043 183806 185864 2.8098 217 5346948 70554 517571 4369 10961 1296
Harley-Davidson 4695023 327236 163034 185603 4.0873 402 6972434 98653 1079126 5890 16256 2152
MTV 45803861 5014486 264921 463870 1.0641 971 7203035 354429 224985 0 0 0
Accenture 190183 33766 2023 2075 1.1981 944 22880 388 835 0 [ 0
FordiMotorompany 1902507 165867 29398 38723 2.1175 164 500016 42607 102118 7509 32107 9152
Porsche 5704449 817253 81146 99347 1.8733 136 2643025 51781 347886 2428 137605 8215
Mercedes-Benz 10578806 1336613 230542 263060 2.6554 366 9920274 141066 891356 7700 18663 2178
Volkswagen 1100171 565692 29508 29172 3.672 126 234837 18492 26603 2365 5000 1992
McDonald's 29085206 2412239 210721 275860 0.9877 66 755793 85310 36333 0 0 0
H&M 15058357 1704721 167627 208736 1.4675 895 2767859 53575 105485 18315 676683 59964
adidas@Driginals 20802233 2676770 249683 220821 1.1283 555 1664837 29716 107420 5667 1416 762
Nike 14190995 2472959 79207 85871 0.6776 46 817295 27989 82113 0 [ 0
Nokia 11010152 1468679 173995 163257 1.5941 322 3400290 177356 248445 69398 6523 8807
KFCEKentucky®Friedhicken 6332216 388475 44464 75916 1.2229 216 1056977 80321 52481 7543 7446 6839
ZARA 18771683 2977546 111123 96272 0.5533 65 676357 11196 25800 3388 4098 1738
Burberry 15427061 709559 202027 98736 0.6591 197 3851444 49269 302129 1637 8313 709
Google 13685038 1819748 312688 84992 0.68 53 207550 26851 30564 0 [ 0
Sony 4055773 419913 40118 34749 0.9089 230 491288 21297 47882 5382 4717 7555
Honda 2754319 243275 42120 20977 0.7959 233 269958 11864 22661 4074 3608 1548
eBay 5913727 1210878 115769 107326 2.0239 350 1780065 81157 117837 9881 6834 22677
Gillette 1636996 232584 57257 28448 1.9498 222 321311 29452 27845 1610 1945 1018
L'OrealParislUSA 2052788 356380 16824 23928 1.2413 185 139384 15464 13911 3403 2085 4108
Intel 20693243 4619536 883512 482444 2.6495 153 7947097 181752 457723 10251 3555 1643
Gucci 11026617 1208812 96972 117326 1.1214 196 2720121 33061 177918 0 0 0
Amazon.com 19222317 3969625 145011 251961 1.4398 242 1391102 93827 189637 14430 7179 16882
Pampers 1697689 280231 77487 64748 4.1503 155 1370736 59059 34536 3799 6271 5252
Philips 2834539 2603106 83643 92646 7.9991 94 57574 2468 5624 1146 1160 1704
Hermés 1257631 377423 16395 24430 2.2423 94 236495 2408 19694 0 0 0
JohnDeere 1715058 240189 26248 42165 2.6289 466 355067 15386 43620 3073 25673 1775
UPS 900055 276854 27343 77941 9.6604 230 1694158 54219 132228 6274 8179 18436
HP 2412660 187337 25642 20018 0.8689 314 359895 18849 49073 3688 1008 4221
SAP 194639 29043 4882 2535 1.4352 158 30746 995 7858 340 5259 549
NESCAFE 6840409 5165448 174789 265176 5.9662 116 90812 4595 18594 883 1179 418
Tiffany®To. 4314816 799281 165775 187492 4.7969 191 5326959 55310 276095 1387 3762 815
IKEARUSA 2232024 863838 88080 81514 4.3978 331 1523587 32387 85948 2642 2939 3280
Panasonic 236607 16028 3024 1895 0.8288 147 32092 1814 4276 1023 522 1966
Oracle 296278 67822 6397 5575 2.1664 382 56933 2751 11662 0 [ 0
Cisco 443276 78508 9382 7680 1.9383 240 113701 5499 17568 617 2192 163
Chevrolet 1913072 195194 33034 42753 23512 332 1052664 49143 143032 4919 9393 3152
Louis® uitton 14171751 1993271 273188 296728 2.2483 218 3540097 36445 158000 0 [ 0
Ralphiauren 6864501 805282 98679 93790 1.4236 295 2564118 30080 151100 1388 280 51
HeinzKetchup 1106857 14629 2578 5437 0.4943 165 78294 22882 7740 951 695 791
SamsungiMobile 22216212 6404019 754666 562991 3.2186 181 9916637 261105 594491 30260 7237 15173
Kia@Motors@Worldwide 2822441 531432 70834 69088 2.6251 189 1057565 34953 186411 3001 6936 1378
Dell 5843368 4741450 126363 76848 1.6087 209 218029 15394 20516 2082 1048 4389

Fans :

PTAT :

PTAT &

# 4.4  keyMetricsTable ™ —#E
Fans |Z—>® Facebook 7 7 v R_X—Z T\l | 2 L7z —HF—0
¥<Tdh D, Fans IZ—>D Facebook 77 > R_— T &4 50, fixd B
RETH B,
BEINZHEAN (201 3F1H1IH2L, 201 3H6H31HET) I
Fan OO ZR L TWAHIEETH S, Fan OO —E KN O
Facebook 77 v RR— U DiEE N RN 5 EERSBHEN, 50D Y —
XL AT 4 TRHRIZB W T, Fan OO AKIIBELWZ ETH D, K
77 FiZ Facebook 7' 7 v R_— U O E IR AN E 5 O T, [E#E Fan 00
I & Lh 2D 2 SITERIE R,
E kI3 People Talking About, = O#fElL—->? Facebook 77 & R — 73
WEEAMIEEONEN Y =7 SN TH D,
FIRIEHEEHIZLL T O®m Y Th D,
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—DONDT T R—=IZ [Like) %9

—ODT T RR—=VICEFRT D

7T v RR—=UPERE LT=NAIC Like) Comment| [Share] 3%
FEMBEI KDL
TTURN=U DA R MERNISINT 5 &

2P —RELT-NBEOFRCTT T RR_—=V a2 Ay a T 5
2P LIZEEORTT T RR—=U X 7T 5
MEOLGIZTF =y 74095

Fxv A EHRE [Share) 35

Fxv A4 NG R% [Like] $5

JaXosr— g w2EL

PTAT Avg: Z OFfElZ—>® Facebook 7 7 > R~— vkt H BICEEONAEN
VT SNTEBETH D,

Avg PTAT rate : —>® Facebook 77> R_X—YD— AND7 7 &7V O People
Talking About Rate T& 5,

Own posts : —->® Facebook 7' 7 > R {— 38 E S - HIMN ORI TH 5,

Likes : #Fg LIZNAEIC Tl | 2 LZRETH D,

Comments : #FfE L7-HNFICT AL M E2 LEEEETH S,

Shares : B LIZNRICa Ay MEfMAIZY =7 LTZREETH 5,

User posts: —-> Facebook 7 7 > K= —HF—RNE M LI WNEOHTH 5,

Interaction Rate : FFHEDOAXIFILATDO L D TH 5D,

(#Comments + #Likes + #Shares) N 100%
#0wn Posts #Fans

Response Rate : User post OFFfEIZ%} L T, Facebook 77 > R_X—U 3=z A2 K
LR oZETH 5,
Fans Change Rate : 7 7 > OFMEFIZKT LT L7127 7 L OO LFEEFE L T 5,
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Fan OO —EHM N D Facebook 77 ' R_— T DOIEE N F 2 Gl 5 EHE
RBEBIEN, LML, 50V =¥ /L AT 4 TIRRIZEBW T, Fan O oD B
I L2 ETHD, %77 Kidk Facebook 77 o R— U DidE = BRIANE 5 D
T, E#E Fan OBOEZ L5 2 L IZERRIT 20,

KT T ROAEBUED T 7 o DBDZEZBLE L T, Fan Offixtay 725 & Fan o
WO Tl < . AWFZEIL [Fans Change Rate], 7 7 > OFEICx LT, #E L
277 DBOEREFR L T HIREEAPLEEE LTI,

% LT, Facebook 77 v R_—UIZT 572 SADFRIREOH T, EDFIEIE—
% [Fans Change Rate] #¥2 L CWH 0 &ffAT 72012, 75 —%%2SPS
SIZEAL, MBS ZITo T2,

BRI TO®EY Th b,

fanChangeRate
IR 0. 87
PTAT 0.18
PTATAVG 0.16
AVGPTATR % 0. 35%%k
OWNPOST -0. 14
LIKES 0.04
COMMENTS 0
SHARES -0. 03
USERPOST 0. 08
ULIKES —-0. 02
UCOMMENTS 0. 25%
USHARES —0.03

wk1% KUETHZ ()

*5% KEETHRE (i)

# 4.5 Interaction Rate & fli/XF *— % L OFHBEBERFK

U bDFRERTHDE, ZFEOHFZET [Fans Change Rate] ([ZFHBIL T\ 5 Z
EW oo Te, ZO=>0OFE DT — &3 lnteraction Rate |, [ Avg People Talk About
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FHREBAMRE & =S O#AiX A5, linteraction Rate] X [Fans Change Rate| &
LEEMEOHDIEETHDI I EN oo, BAKNBFEDL TS LI,
lInteraction Rate] @\ Facebook 77 o K~_X— 1 &, [Fans Change Rate] %
@, ZLTCY—r T 4 T ORIEICERT DICOEETH D,
t, 9 —J Tinteraction Rate] DFHEGIEEZEY K> THLH L, TOwn Posts] D &
I 7B EmM) 7 fEfE 4 TFans Change Rate] #Z:L TW 5 Tt AYiz=—+%
—EENF X 72N O Tinteraction Rate] 7% [Fans Change Rate] =24 L TCW\W5A 2
EMW oo,
(#Comments + #Likes + #Shares) N 100%
#0wn Posts #Fans

==
46 HES
ARFE T, quintly.com 7> HE - 72477 » KD Facebook ~<— DT —Z (Z2\ T
#A4 L. Tnteraction Rate] & Facebook D75 > R_X—T DR EIZOWTORER
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FanChangeR FanChangeR FanChangeR FanChangeR
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At Philips, we're here to deliver innovation that matters to you. Watch great stories of how we're improving lives around the
world at www.philips.com/innovationandyou
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