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Abstract 

A Content Analysis of Beauty Brands’ Use in China of Sina Weibo to Improve 

Marketing and Customer Engagement. 

Author: Mengling Cao 

Advisor: YJ Sohn, PhD  

The purpose of this study is to explore how beauty brands use social media to 

meet customer’s needs and improve customer engagement through social media 

posts. The development of social media helps brands to extend their marketing areas 

and gain various benefits. Based on the uses and gratification theory and literature 

about customer engagement, this study proposes several aspects about posts include 

posting day, message originality, medium type, post content, and all affect customer 

engagements online. In this study, the researcher content analysis 2,676 posts from 

the Top 10 beauty brands on Sina Weibo, the biggest micro-blogging website in 

China. In the results, customer engagements on Weibo were positively affected by 

posts with videos, incentive posts, giveaway posts, news posts, shows posts, 

feedback posts, and post within celebrity or spokesperson content. 
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Chapter 1 

Introduction 

The rise of social media not only enriched the way that information is 

exchanged, but it also developed new marketing strategies online for disseminating 

advertising messages. InSite Consulting conducted a survey in 2011 which covered 

social media users in 35 countries; this questionnaire showed that 50% of them are 

associated with brands, 42% had a communication with brands on social media, 

and 36% posted content related to a brand or a company on social media. Due to 

the large audience, marketers saw social media as a market with huge potential; 

thus, they began to pay more attention to social media than before, such as 

increasing their brands’ advertising on social media. Nielsen (2016) source 

distributed an online questionnaire to nearly 400 corporate branding marketing 

managers and found that a social marketing platform has almost become a 

“branded action” for brands. Moreover, 76% of corporate managers increased their 

social media marketing budgets in 2015, and more than 60% of companies have set 

up special teams for social media marketing (Nielsen, 2016). Increased social 

media marketing budgets and advertising revenues indicate that social media was 

adopted as a potential market by companies and also means that competition on 

social media will be very intense. If a company wants to stand out in social media 

marketing, it must use social media effectively. To catch more attention from users 

is crucial. 
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With the help of social media, beauty brands have experienced a rapid 

development in the Chinese market. L2, as a firm focuses on research and business 

intelligence, released a report named Digital IQ Index: Beauty China 2017. In the 

report, Chinese consumers are increasing on digital investments. “ In the last five 

years, online beauty sales channels have rapidly expanded; cross- border e-

commerce and makeup are increasingly popular categories, and consumer 

preference is shifting to higher-end goods,” (L2, 2017). Moreover, L2 Inc. (2017) 

expects that in 2020, China will be the largest beauty market in the world. The huge 

potential of beauty brands in the Chinese online market would bring more 

opportunities to companies to attract customers and improve sales. 

Based on research, brand managers believe that Sina Weibo, the biggest 

microblogging platform in China, has a unique advantage in information 

communication, which can effectively enhance brand awareness and to a 

considerable extent reach the target consumer (Nielsen, 2016). Sina Weibo, the 

most famous Chinese microblogging website, was launched by Sina Corporation on 

August 14, 2009. “Weibo” means microblog in Chinese. Sina Weibo is similar to 

Twitter, which is the top microblog market around the world except in China due to 

the government blocking it. Like Twitter, Weibo users can open an account and 

post up to140 Chinese characters including images, music, videos and web-links. 

Weibo users can also follow, share, and comment on other posts. According to 

Weibo’s 2016 third quarter financial statement (Weibo corporation, 2016), there 

were 297 million active users per month, and its annual growth was 34%. 

Based on a report from Data Center of China Internet in 2013, Sina Weibo, the 

largest micro blog platform in China, has 160,000 official accounts from 

companies, and these official accounts attracted more than 80% of micro blog users 

in China.  
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In October 2016, there were 390,000 registered cosmetics accounts on Sina 

Weibo, and 40% of them were corporate accounts. Facing so many competitors, 

beauty brand companies must carefully and strategically plan a useful way to 

manage their posts and improve their customer engagements on Sina Weibo. 

This study aims to evaluate the current post strategies which affect customer 

engagement on China’s social media, and also help the marketers of beauty brands 

to enhance customer engagement and stronger brand awareness. Although social 

media as an effective tool for beauty brands to connect with customers are more 

and more popular now, little research focus on ways to attract and engage 

customers with posts in China. This paper includes the impact of content context, 

content type, posting day, and message originality on customer engagement. 

The next section provides a literature review of social media usage, customer 

engagement, and content strategy. The third section describes the research 

methodology. The fourth section discusses the research results. The final section 

discusses the research results, draws conclusions, and advises regarding future 

research directions. 
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Chapter 2 

Literature Review 

2.1 Social Media 

2.1.1 Social Media and Marketing 

Social media is defined 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” (Kaplan, Haenlein, 2010, p. 61). 

Dehghani and Tumer (2015) reported that social media has now rapidly changed 

marketing approaches with fast speed. The rising use of social media attracted 

marketers’ attention and became a useful tool for part of marketing strategy. 

Good use of social media gives marketing strategy many advantages. Platon 

(2012) reported that a successful campaign combines activities online and offline; 

with the addition of social media, the marketing strategy has several advantages as 

follows: “an increased interactivity and creativity, a large audience and rapid 

feedback.” Moreover, Kim and Ko (2012) also found that consumer relationships, 

purchase intention, and equity drivers are benefits from social media marketing 

behaviors. Furthermore, Shojaee and Azman (2013) pointed out that social media 

should be a part of a marketing strategy because it builds and improves brand 

awareness positively. Gaber and Wright (2014) found that consumers aware of a 

brand improved their attitudes about that brand because of social media. Lastly, 

another benefit of social media is increased consumption from consumers 

(Gaber,Wright, 2014; Dehghani, Tumer, 2015). In sum, social media is an effective 

tool for brands to engage with customers, enhance brand awareness, and finally 

influence customer consumptions. 
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2.1.2 Gratification of Social Media Usage 

Social media marketing is closely associated with customers. Knowing more 

about the needs of a customer, brand marketers can build and improve their 

marketing strategies more easily and send relevant information to a potential 

customer. To examine media-use motivations and behaviors, the uses and 

gratifications theory was founded in 1944 by Herta Herzog and developed with 

other researchers. It is the theory that focuses on why and how people satisfy their 

needs through media. Compared with mass media, social media meets a variety of 

needs for users. In the social media area, Leung (2013) researched the relationship 

between gratification and narcissism, and identified five motivations that affect 

people’s use of social media: “social and affection needs, venting negative feeling, 

recognition needs, entertainment needs, and cognitive needs” (p.1001). Moreover, 

through in-depth interviews, Whiting and William (2013) found ten accurate user 

gratifications for using social media: “social interaction, information seeking, pass 

time, entertainment, relaxation, communicatory utility, expression of opinions, 

convenience utility, information sharing, and surveillance and watching of others” 

(p. 364). The finally, Gao and Feng (2016) classified social media user gratification 

into five categories: “information seeking, entertainment, social interaction, self-

expression, and impression management” (p.869). 

Based on the literature review, this study identified several major categories of 

motivations for users of social median as follows: information, entertainment, 

social, and expression. 
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2.2 Consumer engagement 

2.2.1 Consumer engagement’s definition dimensions 

To define customer engagement was not easy because many authors lack 

consensus about customer engagement. In the theoretical aspect, some authors 

stressed customer engagement as a psychological process, and others research it as 

behavioral study. Bowden (2009) defined customer engagement as a 

“ psychological process that models the underlying mechanisms by which 

consumer loyalty forms for new consumers of a service brand, as well as the 

mechanisms by which loyalty may be maintained for repeat purchase consumers of 

a service brand ” (p. 67). Van Doom et al (2010) reported that although definitions 

about customer engagement were different, they have the same psychological view 

about customer engagement. In the behavioral view, customer engagement was as a 

sum of “behavioral manifestations that have a brand or firm focus, beyond 

purchase, resulting from motivational drivers” (Dessert et. al.2015). Customer 

engagement catches psychological and behavioral predisposition of customers to 

communicate with brands and other customers in social media (Dessert et al.2015).   

The dimensionalities of consumer engagement were inconsistent in the current 

literature. Researchers presented multiple approaches and different views; some 

researchers presented one dimensional view of engagement including most frequent 

behavior (van Doorn et al., 2010; Verhoef et al., 2010). Others reported a wider 

view including affective and cognitive dimensions (Brodie et al., 2011a). Although 

researchers presented various dimensions, their works were still significant to 

conceptualize engagement as multiple views which make with cognitive, and 

affective and a behavioral dimension. (Brodie et al., 2011a; Brodie et al., 2011b; 

Hollebeek, 2011; Hollebeek et al., 2014). 
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2.2.2 Customer Engagement in marketing 

 After defining Customer Engagement (CE) in literature, researchers discussed 

CE as customers have an activity to the firm in the marketing area (Kumar et al. 

2010; Brodie et al. 2011; Vivek et al. 2012). Moreover, Pansari and Kumar (2017) 

define CE as “the mechanics of a customer’s value addition to the firm, either 

through direct or/and indirect contribution. 

CE seems more and more important to the firm in marketing. CE became a 

useful tool to measure the firm’s activity because firms switched their goals from 

“selling” to connecting with their customers with emotion (Pansari et al., 2017). 

The firm has to think highly of CE as their primary goal. In a business perspective, 

the importance of CE was obvious. In the study from Pansari and Kumar (2017), 

the direct contribution from CE was customer purchase, and it influenced firm 

performance, such as market share, revenue, and higher profits. Moreover, the 

company received indirect contributions from CE, such as customer referrals, 

customer influence, and customer knowledge/feedback. Customer referrals 

appealed to the customers who were not attracted by traditional marketing channels 

(Kumar et al. 2010). Customer influence attribution means that the customer 

impacted firm’s profits because they exchanged brand, product, or related 

information through their social networks on social media platforms which attested 

a wide range of people’s activities online and offline (Hogan et al., 2003; Trusov et 

al., 2009; Kumar, 2013). The third contribution was customer knowledge/ 

feedback, which is how the customer helped the firm to improve product and 

service by giving their feedback and suggestions, which indirectly benefit the 

firm’s performance. 

Customer engagement is a crucial measurement to help companies measure 

their performance on social media. Jahn and Kunz (2012) reported that companies 
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could transform the online user to become a “fan” of their products due to better 

known social media fan-page usage and engagement. Moreover, Jahn and Kunz 

(2012) considered that in an ideal situation, fans, in their social network, fans saw 

the brand as “friends” in reality, and it was crucial to their daily lives. In the ideal 

situation, brand communication could be more seen as an interesting and 

reasonable conversation between friends than an obvious advertising.  

 

2.2.3 Customer Engagement on Social Media 

Gao and Feng (2016) reported that social media has an ability to engage with 

consumers in a long-term relationship rather than in an immediate conversation. 

After engaging with the customer as the first step to building a relationship between 

brand and customer, brand managers use social media to promote and protect the 

brand and to make their goods better.  

Khan (2014) defined customer engagement on social media as the following: 

“Customer engagement with the brand is a continuing intense relationship between 

a person and a product or service. The engagement can be expressed symbolically 

through the use and creation of mediated messages (symbolic customer 

engagement) and physically as actual product or service use or purchase (physical 

customer engagement).”(p.14) 

To measure consumer engagement on social media, prior researchers have 

some suggestions. Hoffman and Fodor (2010) reported that engagement can be 

measured by the following: the number of active users, the number of “likes”, the 

number of comments, and the number of users-generated contents. Several scholars 

use the number of likes, shares, and comments from each post to measure consumer 

responses on social media (Cvijikj, Michahelles, 2011; Cvijikj, 2011; De Vries 
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et.al, 2012; Swani et.al, 2013; Cvijikj, 2011). Moreover, in a report from Alhabash 

et.al (2013), shares were admitted as “enhancement in viral reach,” likes were 

admitted as “effective response,” and comments were recognized as “active and 

public deliberation” for social media posts. Therefore, based on previous research, 

this study also take likes, shares, and comments on social media as measures for 

consumer engagement.  

 

2.3 Research Question and Hypotheses 

This study investigated how beauty brands use social media to engage with 

customers and examines the differences between various beauty brands’ posts 

which affect customer responses. A research question and several hypotheses are 

proposed to achieve the goals of this study.  

In order to meet customer’s needs of social media usage and maintain long 

relationships with customers, beauty brands have activities on social media. In this 

study, beauty brands refers to the brands which sell products related to skincare, 

makeup. The most common activity of beauty brands on the social media is 

posting. Marketers want to know how to create an effective post so it stands out 

among numerous posts on social media. Thus, this study has a research question as 

follows: 

What are the most popular and engaging beauty brand posts on Sina Weibo? 

 

Nowadays, social media users receive messages from multiple sources, so the 

posting day is an important fact that should be taken into consideration when 
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researching brand posts. Posting day means the day of a week for the post. Several 

scholars focused on the appropriate day for posting on social media. Cvijiki et.al 

(2011), and Cvijiki and Michahelles (2011) coded social media posts about posting 

day as seven days a week, such as Monday, Tuesday. Moreover, Cvijiki and 

Michahelles (2011) reported that the posting day had an effect on comments 

responses. 

Even though customers can engage with social media posts very easily now, 

there are still some good dates for posting, such as the day, which gathers many 

active users. A report from Buddy Media Inc. (2011) show that 86% of all brands 

post messages on Monday to Friday, and all posts received 18% higher of customer 

engagements on Thursday and Friday than other days of a week. Companies can 

choose the best day for advertising on traditional media. On social media platforms, 

companies can stay in touch with their own customers at any time, for they want to 

improve their customer engagements through gathering many audiences. More 

viewers mean more opportunities to increase engagement and gain new followers. 

Thus, this study proposes that posting day might affect customer responses. 

H1. The posting day has a significant impact on customer engagement. 

 

Also, the study proposes a hypothesis related with message originality. 

Nowadays, social media is a creative and sharing platform, and it is full of original 

content and shared content. Message originality refers to original content or not in 

this study. Pieter (2002) reported that message originality attracts the customers’ 

attention and helps them to remember a promoted product or service. Moreover, 

message originality stimulates customer to share opinions with others about 

advertising campaigns (Bughin, Doogan, & Vetvik, 2010). Furthermore, Korda and 
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Itani (2013) show that social media becomes more audience-centric, and a 

customized message was really helpful to enhance customer engagement in health 

intervention campaigns (Webb, Joseph, Yardley, and Michie, 2010). Based on all 

of literatures, this study proposes the following: 

H2. The message originality has a significant impact on customer 

engagement. 

 

Marketers deliver their messages to customers though suitable media types 

which rely on form, such as text, image, and video. Previous research examined 

media types of posts and had some valuable findings. Several researchers coded 

media types as status, photo, video, and link (Cvijikj, Michahelles, 2013; Cvijikj et. 

al, 2011, Cvijikj, 2013). Moreover, they reported that video and photo posts had 

more positive effects on consumer response than text-only posts (Cvijikj and 

Michahelles, 2013; Cvijikj, 2011). Kim et.al (2015) classify media types of brands 

post as text, photo, or video. Furthermore, Kim et.al (2015) show that photo and 

video affect consumer responses positively; posts with a photo achieved greater 

customer responses than other posts.   

Prior scholars assumed the richness of a message, such as breadth and depth, 

may have a positive effect on customer’s attitudes towards a website (Daft, Lengel, 

1986; Fortin, Dholakia, 2005). The richness of the message is also regarded as 

vividness of the online content (De Vries, et.al, 2012). Moreover, De Vries (2012) 

also found that posts with video or contest had a greater number of likes than other 

posts. Therefore, the media type of posts may have different effects on consumer 

responses. Luarn et.al (2015) show that compared with posts with no link, posts 

with link was noticed as a greater influence on customer engagement in the number 
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of likes. Moreover, they reported that people were more likely to be involved in 

posts which were links, a medium level of vividness (Luarn et.al, 2015). Based on 

these resources, this study proposes a third hypothesis as follows:  

H3. The type of medium has a significant impact on customer engagement. 

 

Various types of post content were on social media, such as product advertising, 

promotional information, entertainment images, and questions (Cvijikj et.al, 2011). 

All these posts contain information that could be useful, and enough to attract public 

attention. Several scholars reported that social media content has effectively effect 

on the consumer engagement process (Chauhan and Pillai, 2013; De Vries et al., 

2012). This study proposes the following hypothesis: 

H4 . The type of content has a significant impact on customer engagement. 

 

Based on the uses and gratification theory in social media context, users pursue 

four needs (information, entertainment, social, and expression needs) and satisfied 

themselves. According to these needs for users, this study classified post content on 

social media into four groups (information, entertainment, incentive and 

interaction) to meet users’ needs. Information content contains certain information 

which the marketers want to deliver to customers, such as new product launch, 

news about the company, and advertising, and is for user’s needs of information. 

Posting entertainment content aims to bring humor to the customer, such as TV 

shows, which meet the needs of entertainment for users online. Incentive posts 

provide certain information, such as discounts, giveaways, and contests with prizes, 

which also meet the needs of information for users. Interaction content is the one 
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that the marketer uses it to encourage customers to communicate though asking 

customers to answer questions and give them greetings. This kind of posts content 

meet the needs of sociality for users.   

Many prior researchers classified post contents into several categories and 

reported them influenced customer engagements. De Vries (2012) researched posts 

from eleven international brands on Facebook pages, and classified their posts into 

three categories as follows: informative (information related with the company, 

brand, and product), entertaining (funny movies or anecdotes to improve brand 

engagement), and neutral. Shen and Bissell (2013) content analyzed six beauty 

brands on Facebook pages, and coded post types as event, product, promotion, or 

entertainment. Moreover, De Vries (2012) classified the content of brand posts into 

two groups: information and entertainment. Previous researchers reported that 

different content types influenced customer engagements on social media. Gao and 

Feng (2016) found that users employ Weibo to meet their needs of information, 

entertainment and expression. Moreover, Shen and Bissell (2013) reported that 

entertainment posts received more responses than other posts. Furthermore, De 

Vries (2012) found that informative content and entertaining content had no 

significant effect on customer responses. However, posts with a question generated 

more comment responses than other posts (De Vries et.al, 2012). Moreover, Smith 

(2013) reported that the primary purpose of consumers following brand’s social 

media is incentive information, such as giveaways and coupons. Cvijikj and 

Michahelles (2011) showed that advertising content posts were not good for the 

customer responses on corporate Facebook pages. These prior studies confirmed 

that different types of content on social media influenced customer engagement. 

Therefore, several hypotheses are posited as below: 
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H4a. The information content has a significant impact on customer 

engagement. 

H4b. The entertainment content has a significant impact on customer 

engagement.  

H4c. The incentive content has a significant impact on customer 

engagement. 

H4d. The interaction content has a significant impact on customer 

engagement. 

 

In this study, post contents were coded as four groups: information, 

entertainment, incentive, and interaction. However, the researcher decides to do 

further study about post content. Target object in a post refers to the main object of 

the post content, such as a product in an advertisement, or a celebrity in the news. 

This study focuses on target objects of posts because they could supply more 

specific details and multiple angles to analyze post content. For example, news 

about a product and news about a company are different for customers, but this 

study categorizes the aforementioned news focuses as one group which belongs to 

informant content (more details in the next section). In this study, target objects 

include product, brand or company, celebrity or spokesperson, and others. Products 

and companies are the main reasons for the customer to follow beauty brand 

accounts. Other target objects, such as customer/ fan content, defined as “a 

publication with content created by a follower/fan,” was reported as an effective 

factor influencing post- sharing positively (Almeida et al., 2016). McCracken 

(1989) defined celebrity endorsement as “any individual who enjoys public 
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recognition and who uses this recognition on behalf of a consumer good by 

appearing with it in an advertisement” (p. 310). Erdogan (1999) reported that 

companies value celebrity endorsement, such as brand introduction, image 

publishing because it helps product exposure and is good for brand image. In 2017, 

Ding and Qiu confirmed “the positive relationship between information receiver’s 

involvement and the effectiveness of celebrity endorsement in the context of 

microblog platforms.” Therefore, this study propose as follow: 

 H5 . The type of target objects has a significant impact on customer 

engagement. 

 

In sum, through reviewed literature about uses and gratification theory, social 

media usage, and customer engagement on social media, this study proposes a 

research question and several hypotheses to test several aspects of social media 

post. To check variables about social media posts would affect customer 

engagement online.  



 

 

16 

Chapter 3 

Research Methods 

3.1 Overview 

In order to investigate various variables that affect consumer’s engagement 

about beauty brand messages on social media, the researcher used the content 

analysis method and analyzed social media posts. “Content analysis is an analysis 

approach used to identify the presence of concepts and themes within qualitative 

data sets, uses a top-down approach that applies theory or empirical evidence to the 

coding process”(Gaber, Wright, 2014, p.57). For social media websites, content 

analysis is a well-known data collection approach. (Tuten, Solomon, 2013). The 

researcher sampled 2,676 posts of beauty brands from Weibo, the most popular 

social networking service in China, for this study.  

3.2 Sampling 

Beauty brands use social media posts as an effective way to connect with their 

followers and social media users. It is necessary to study content analysis of beauty 

brand’s posts on social media. To understand a brand’s performance on social 

media, L2’s report in January 2017 was a first task. This fourth annual Digital IQ 

Index®: Beauty China standard top 10 beauty brands among 98 Beauty brands 

across categories including skin care, color cosmetics and fragrance in China. The 

top 10 beauty brands in China as followings: 雅诗兰黛（Estée Lauder）, 欧莱雅

中国（L’Oréal China）, Olay, 兰蔻 （Lancôme），SK-II，倩碧 

（Clinique）, 兰芝中国（Laneige), 美宝莲纽约 （ Maybelline), 悦诗风吟

（Innisfree）, 雅漾（Avène）. 
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For the reason of huge data of posting messages, the researcher coded posts 

from July 1, 2016, to October 31, 2016. Therefore, 2,676 messages over 4 months 

were calculated as following table; 

Table 1 – The Summary of Sampling on Weibo 

The top 10 beauty brands Post numbers 

Estée Lauder 279 

L’Oréal China 90 

Olay 315 

Lancôme 243 

SK-II 108 

Clinique 176 

Laneige 221 

Maybelline 285 

Innisfree 606 

Avène 353 

 

3.3 Variables and coding schemes 

To explore beauty brand use of social media to improve consumer 

engagement, the research conducted several variables. It included content 

frequency, content context, content type, posting day, and message source. 

The research coded each post for following category: (1) message date, (2) 

posting day, (3) message source, (4) medium type, (5) link, (6) message content, 

(7) customer engagement. 

Frequency of posting was referred to as the rate a post appears over a research 

time. To study how many posts a week or a month, the coder collected the date of 

every sample and analyzed them, and the coding post was Message date. 
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Posting day was identified as what day of a week it was posted. To figure out 

what day that consumer would like to participate in social conversation, a week 

was divided into 7 days.1= Monday, 2= Tuesday, 3= Wednesday, 4= Thursday, 5= 

Friday, 6= Saturday, 7= Sunday.  

Message originality was designed to check whether or not the post was 

original. Brands created posts, and they also forwarded other’s post. To investigate 

whether message originality affects user’s attitude, the researcher coded samples 

as: 1= original post; 2= share other’s post; 3= repost its original post. 

Message type was that message was posted as text, image, and video. In 

response to whether or not message type influenced consumer’s engagement, 

coding was made in this manner: 1 = Image; 2 = Text; 3 = Video. 

To check whether or not link would affect customer engagement, link was 

coded as 1= Yes, 0= No. 

The type of message content was considered to be the meaning of post that 

brand want to convey. The posts were classified into six categories: (1) message 

category, (2) target object, (3) information content, (4) entertainment content, (5) 

incentive content, (6) interaction content. 

(1) Message category was used to classify content into four categories as 

following 1= information content; 2= entertainment content; 3= incentive content; 

4=interaction content. 

(2) Target object was employed to label the main object in the posts. Post’s 

main object was coded as following: 1= product, 2= brand/ company, 3= 

celebrity/spokesperson, 4=none of the above. 
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(3) Information” message was defined as sharing any information related with 

product, brand, company, and spokesperson, such as news, advertising, and product 

using tips.  Thus, “Information” was further divided into four groups: 1 = News/ 

information, it related with company, product launch, and spokesperson; 2 = 

Advertising, the traditional way of promoting product; 3 = tips, this content gave 

customer some useful information about product, such as some beauty special topic 

related with product; 4 = others. An example of news/ information, the first group, 

“Qian Song became the new spokesperson of Olay, and to meet one after another 

beautiful challenge with Olay.” It was posted by OLAY on October 16, 2016. One 

post from L’Oréal China in February 17，2017 was an example of “Tips” group: 

“how to create a fresh eye makeup it? Let's to see the TIPS in image ~ remember 

that the makeup must be kept clean, so that there is a fresh feeling ~” 

(4) “Entertainment” message was considered as a post that delivered humor 

content and brought funny experiences to customers. It divided into five groups: 

1=humor content, such as meme; 2= shows, including TV, music and film; 3= 

culture, related with society, travel; 4= non- related news. 5= others. Avene’s post 

in November 27, 2016 was: “Monet’s garden tour, Vernon is definitely not to be 

missed. Like a lot of French towns, although there is no luxury and prosperity of 

the city of Paris, but also just erased the noisy visitors and bright lights.” was coded 

as culture, the third group. The post from Lancôme in July 30, 2016 was coded as 

the second group “shows”: “Weekend！ Listen music to have a happy mood! 

Click on the page link, listen to Lancôme extreme song, ears and mind are relaxed, 

enjoy the weekend full of vivid! ” 

The next categories of coding were (5) Incentive. It means the content of posts 

aimed to stimulate consumer demand. An incentive message could be further sub-

coded into four groups: 1= reward with purchase, 2= discount/ coupon,, 3= 
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giveaway, 4=other. This post from NIVEA on September 7, 2016 was an example 

of the second group discount/ coupon: “In September 9th, everyone would get a big 

discount which is 80 Yuan (the currency in China) off purchase of 199 Yuan, 

autumn package in September would low to 50% off, and some items are low as 

9.9 Yuan.” On October 11, 2016, L‘oreal China sent this post: “Forward this 

message, send it to the person you want to meet. L‘Oreal China will choose ten 

comments and give away lipsticks. Quick reply to it, and see you on Friday!” The 

coder put this post as giveaway, the third group. 

(6) Interaction message was coded as the one which directly communicates 

with the consumer. Companies want to have more communications with customers, 

and have more replies from customer. For example, they would send posts to ask 

customers to answer a question, to poll and so on. It improved the relationships 

between brand and consumer through direct interaction. For example, for better 

analysis of the interaction message, the researcher further sub-coded interaction 

messages into four groups: 1=greeting/wishes; 2=feedback, such as survey and 

poll; 3=congratulation to customer; 4=other. For example, Estée Lauder asked, 

“Which of the following skin problems do you want to solve: enlarged pores, fine 

lines, or looseskin?” on October 29, 2016. It was an example of feedback group. 

Moreover, the coder took this post to congratulation groups: “congratulation to 

these ten guys as following in the image, please send your contract information and 

address, I would send you a free gift.” from L‘Oreal China on February 4, 2017. 

In order to investigate consumer’s engagement about the message, it was 

necessary to collect and code the basic information including the number of 

“Likes,” “Shares,” and “Comments” about each post. The number of “Likes,” 

“Shares,” and “Comment” were intuitive expressions to understand consumer’s 
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attitudes towards the message. Moreover, it was firsthand knowledge about 

customer engagement with the post. 
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Chapter 4 

Results 

The sample size for inter-rater reliability was 393 posts from 7 beauty brands 

in 2016 July, and it was 14.2% of total samples. Two coders who included the 

researcher were trained to encoding the same samples separately. After encoding, 

the researcher learned inter-rater reliability on statistics.laerd.com website, and 

used IBM software named Statistic Product and Service Solutions (SPSS) to 

calculate the inter-rater reliabilities. Cohen's κ was employed for each variable 

before analyzing the data, and to determine if there was agreement between two 

coders’ judgments on whether contents of sample posts affected customer 

engagement online. 

Based on Cohen’s Kappa, a statistic to measure inter-rater agreement, the value 

of Kappa could be explained as follows: no agreement when values ≤ 0 and slight 

agreement when value was between 0.01–0.20, and fair agreement when value 

between 0.21–0.40, moderate agreement when value between 0.41– 0.60, 

substantial agreement when 0.61–0.80, and almost perfect agreement when value 

between 0.81–1.00. 

For several variables, the value results were the following: the message source 

κ=1.000; the message type, κ=0.985; the link, κ=1.000; the message category, 

κ=0.964; the target object, κ=0.964; the information, κ = 0.925; the entertainment, 

κ =0.934; the incentive, κ =1.000. The interaction, κ =0.962. For all the analysis, 

p< .001. Based on Cohen’s suggestion, this inter-coder reliabilities’ result showed 

high level of agreement. 

http://statistics.laerd.com/
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To test the hypotheses, One-way ANOVA tests were run by using SPSS 

version 24. The result of hypothesis test opposed H1. The mean comparison of the 

posting day of message indicated that there was no significant difference between 

the seven groups on the number of Shares at the .05 level of significance（p >.05). 

Moreover, there were no significant differences between the seven groups on the 

number of Comments and Likes (p > .05). 

The result of hypothesis test did not support H2. The mean comparison of the 

message originality announced that there were no significant differences between 

the three groups (original post, share other’s post, repost its original post) on the 

number of Shares, Comments, and Likes at the .05 level of significance. 

The hypothesis test revealed that H3 was supported. The mean comparison of 

the medium types indicated that the three groups (image post, text-only post, and 

video post) differed from each other on the number of Share at the .05 level of 

significance [F(2,2673) = 13.604, p = 0.000]. The mean scores of text-only, image, 

and video were 142.91 (SD=629.761), 835 (SD=7805.636), 10981.37 

(SD=94249.570), respectively. The post hoc test showed that, after Bonferroni 

adjustment, video differs from both text-only and video at the.05 level of 

significance; there were no significant differences between the text-only and image 

groups (p > .05). 

The mean comparison of the message types indicated that the three groups 

differed from each other on the number of Comments at the .05 level of 

significance [(F (2, 2673) = 8.948, p = 0.000)]. The mean scores of text-only, 

image, and video were 63.13 (SD = 162.357), 238.12 (SD=1759.349), 1166.95 

(SD=9128.018), respectively. The post hoc test showed that video differs from both 
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text-only and video at the.05 level of significance; there were no significant 

differences between the text-only and image groups (p > .05). 

The mean comparison of the message types pointed out that the three groups 

(image post, text-only post, and video post) differed from each other on the number 

of Likes at the .05 level of significance [F (2,2673) = 15.747, p = 0.000]]. The 

mean scores of text-only, image, and video were 113.60 (SD = 747.148), 144.06 

(SD=992.369), 732.07 (SD=3023.995), respectively. The post hoc test supported 

that video differs from both text-only and image at the.05 level of significance; 

there were no significant differences between the text-only and image groups 

(p > .05). 

The result of hypothesis test specified link groups was not supported. The 

mean comparison of the link announced that there were no significant differences 

between the two groups: posts with links, posts without links, on the number of 

Shares, Comments, and Likes at the .05 level of significance. 

The hypothesis test showed that H4 partial was sustained. The mean 

comparison of the type of content demonstrated that the four groups differed from 

each other on the number of Comments at the .05 level of significance [F (3, 2671) 

= 16.411, p = 0.000]. The mean scores of information, entertainment, incentive and 

interaction gruops were 136.91 (SD=2465.771), 54.15 (SD=144.845), 1967.47 

(SD=3950.463), 54.85 (SD=199.625), respectively. The post hoc test showed that, 

after Bonferroni adjustment, incentive differs from all other groups at the.05 level 

of significance; there were no significant differences between the information, 

entertainment and interaction groups (p > .05). However, there were no significant 

differences between the four groups on the number of Shares and Likes (p > .05). 
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The hypothesis test backed H4a partially. The mean comparison of the 

information content demonstrated that the four groups differed from each other on 

the number of Like at the .05 level of significance [F (3, 1735) = 7.011, p = 0.000]. 

The mean scores of news, advertisement, tips and other groups were 423.63 

(SD=2399.212), 599.610 (SD=18.408), 41.20 (SD=41.137), 29.36 (SD=32.613), 

respectively. Furthermore, the post hoc test indicated that, after Bonferroni 

adjustment, news differs from both advertisement and tips groups at the.05 level of 

significance; there were no significant differences between the news and other, 

advertisement and tips, advertisement and other, tips and other groups (p > .05). 

However, there were no significant differences between the four groups on the 

number of Shares and Comments (p > .05). 

The hypothesis test announced that H4b was partial supported. The mean 

comparison of the entertainment content indicated that the four groups differed 

from each other on the number of Shares at the .05 level of significance [F (3,161) 

= 7.603, p = 0.000]. The mean scores of meme, shows, culture and other groups 

were 40.66 (SD=72.573), 369.69 (SD=734.008), 48.76 (SD=82.646), 16.00 

(SD=35.429), respectively. The post hoc test signaled that, after Bonferroni 

adjustment, shows differs from all other groups at the.05 level of significance; there 

were no significant difference between the meme, culture and other groups 

(p > .05).  

The mean comparison of the entertainment content showed that the four groups 

differed from each other on the number of Comments at the .05 level of 

significance [F (3,161) = 5.170, p = 0.002]. The mean scores of meme, shows, 

culture and other groups were 25.57 (SD=38.682), 120.75 (SD=250.471), 30.29 

(SD=43.902), 18.45 (SD=39.543), respectively. The post hoc test, after Bonferroni 

adjustment, pointed out that show differs from both meme and culture groups at 
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the .05 level of significance; there were no significant differences between shows 

and others, meme and culture, meme and other, culture and other groups (p > .05). 

The mean comparison of the entertainment content demonstrated that there 

were no significant differences between the four groups on the number of Likes at 

the .05 level of significance (p > .05). 

The hypothesis test showed that H4c was partially supported. The mean 

comparison of the incentive content indicated that the four groups differed from 

each other on the number of Shares at the .05 level of significance [F (3,393) = 

2.976, p = 0.031]. The mean scores of reward with purchase, discount/coupon, 

giveaway and other groups were 26.05 (SD=128.123), 84.82 (SD=144.596), 

4462.49 (SD=16112.172), 26.52 (SD=68.640), respectively. The post hoc test 

showed that, after Bonferroni adjustment, there were no significant differences 

between the reward with purchase, discount/coupon, giveaway and other groups 

(p > .05). 

The mean comparison of the incentive content revealed that the four groups 

differed from each other on the number of Comments at the .05 level of 

significance [F (3,393) = 4.127, p = 0.007]. The mean scores of reward with 

purchase, discount/coupon, giveaway and other groups were 20.35 (SD=29.813), 

65.06 (SD=107.434), 1539.65 (SD=4667.844), 32.20 (SD=69.828), respectively. 

Moreover, the post hoc test indicated that, after Bonferroni adjustment, the 

giveaway group difference with the group of reward with purchase at the .05 level 

of significance; there were no significant differences between the reward with 

purchase and discount/coupon, reward with purchase and other, discount/coupon 

and giveaway, giveaway and other groups (p > .05). 
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The mean comparison of the incentive content indicated that there were no 

significant differences between the four groups on the number of Likes (p > .05). 

The hypothesis test proved that H4d was partial supported. The mean 

comparison of the interaction content indicated that the four groups differed from 

each other on the number of comments at the .05 level of significance [F (3,372) = 

3.668, p = 0.013]. The mean scores of greeting/wish, feedback, congratulation and 

other groups were 26.34 (SD=23.021), 82.04 (SD=244.692), 31.32 (SD=27.588), 

20.57 (SD=12.699), respectively. Furthermore, the post hoc test signaled that, after 

Bonferroni adjustment, feedback differs from congratulation groups at the .05 level 

of significance; there were no significant differences between the greeting/wish and 

feedback, greeting/wish and congratulation, greeting/wish and other group, 

feedback and other, congratulation and other (p > .05). 

The mean comparison of the interactive content indicated that the four groups 

differed from each other on the number of Likes at the .05 level of significance [F 

(3,372) = 11.692, p = 0.000]. The mean scores of greeting/wish, feedback, 

congratulation and other groups were 53.19 (SD=61.990), 78.81 (SD=105.895), 

40.14 (SD=48.502), 119.90 (SD=30.217), respectively. The post hoc test 

demonsrated that, after Bonferroni adjustment, other differs from greeting/wish and 

congratulation groups at the .05 level of significance; there were no significant 

difference between the greeting/wish and feedback, greeting/wish and 

congratulation, feedback and other, congratulation and other groups (p > .05). 

The results of hypothesis test stand by H5. The mean comparison of the type of 

content demonstrated that the four groups differed from each other on the number 

of Shares at the .05 level of significance [F (3, 2672) = 8.920, p = 0.000]. The mean 

scores of product, brand/company, celebrity/spokesperson, and none of the above 
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were 736.12 (SD=6806.864), 204.34 (SD=3702.678), 7623.33 (SD=65902.827), 

65.78 (SD=352.950), respectively. The post hoc test indicated that, after Bonferroni 

adjustment, celebrity/spokesperson differs from product, brand/company and none 

of the above groups at the.05 level of significance; there were no significant 

differences between the product, brand/company and none of the above groups 

(p > .05). 

The mean comparison of the type of content revealed that the four groups 

differed from each other on the number of Comments at the .05 level of 

significance [F (3, 2672) = 8.120, p = 0.000].The mean scores of product, 

brand/company, celebrity/spokesperson, none of above were 274.66 

(SD=2052.429), 32.81 (SD=157.755), 911.72 (SD=6336.341), 46.44 (SD=178.144), 

respectively. The post hoc test proved that, after Bonferroni adjustment, 

celebrity/spokesperson differs from product, brand/company and none of above at 

the.05 level of significance; there were no significant difference between the 

product, brand/company and none of above groups (p > .05). 

The mean comparison of the type of content showed that the four groups 

differed from each other on the number of Likes at the .05 level of significance [F 

(3, 2672) = 69.653, p = 0.000].Moreover, the mean scores of product, 

brand/company, celebrity/spokesperson, none of the above were 61.23 

(SD=94.479), 99.67 (SD=710.412), 1130.91 (SD=3397.498), 41.23 (SD=46.543), 

respectively. Furthermore, the post hoc test signaled that, after Bonferroni 

adjustment, celebrity/spokesperson differs from product, brand/company and none 

of the above at the.05 level of significance; there were no significant differences 

between the product, brand/company and none of above groups (p > .05). 
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Table 2 – The Summary of Hypothesis Results 

Hypothesis Results 

H1 Not supported 

H2 Not Supported 

H3 Supported 

H4 Supported 

H4a Supported 

H4b Supported 

H4c Supported 

H4d Supported 

H5 Supported 
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Chapter 5 

Discussion 

This study focuses on how beauty brands use social media posts to enhance 

their customer engagements and improve their marketing strategies. Through 

content analysis 2,676 posts from top 10 beauty brands on Weibo, the researcher 

found that social media deserves marketer attention, and it has become more 

important in current marketing practices (Barnes et al., 2013; Tuten and Solomon, 

2013). 

According to the research results, there were some effective suggestions about 

social media posts for beauty brands. In our findings, customer engagement on 

Weibo was positively affected by post’s medium type, target object, and content, 

but has nothing to do with posting day and message originality. 

   Based on the current findings, it was obvious that medium type effected customer 

engagement on social media. Video posts were observed that caught more customer 

engagement in the number of comments and likes than text-only posts and image 

posts. The results revealed that Weibo users were more likely to watch video post 

from beauty brand, and after watching videos, they are much more like to share their 

opinions and self-expression. De Vries et.al (2012) reported that video posts, one 

kind of highly vivid brand posts, compared with low vividness (picture or photo), 

enhanced the number of likes. Tatesse (2015) mentioned that vivid posts could drive 

customer engagement because posts are full of sensory, emotional and contextual 

details. In our interpretation, there were several reasons about customer are more 

likely to interact with video content than other medium types on Weibo. Because the 

characteristics of beauty product, post text-only content is hard to delivery “beauty”, 
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and convince customer to believe about the effect of product. Compared with text-

only and image posts, video posts gave customers the most intuitive feeling through 

visual and auditory stimuli, which was very engaging to the effect of the products for 

customer. In sum, marketer from a beauty company should take series of video post 

for gathering more likes and comments. 

Content is the crucial element for posts on social media. To catch public 

attentions and meet user’s needs, the current study classified post content as four 

groups with several subgroups. The results from the hypothesis test showed that 

customer engagements were significantly different in comment response between 

incentive content and the other three content categories (information, 

entertainment, and interaction). In other words, beauty brands got more comments 

through posting incentive content than other content. In our interpretation, 

incentive content included reward with purchase, discount/coupon, giveaway and 

other special offers, and these incentives stimulated customers to comment on posts 

for free samples or special offers. Based on consumer surveys by CMO survey 

(2013) and Smith (2013), receiving promotional deals including coupons, offers 

and sales promotion information was the top one reason why consumers follow 

brands’ social media. Thus, we could conclude that posting incentive content on 

social media is the most effective strategy for beauty brand to get more customer 

engagement in comment. 

Incentive content, as the most effective content to increase customer 

engagement on social media, had differences significant within the subgroups. It is 

evident that giveaway posts got much more comment responses than reward with 

purchase, discount/coupon, and other groups. In our explanation, the reason why 

Weibo users were more likely to leave comments below the giveaway post was that 

users were asked to leave a comment and then they got free presents. Beauty brand 
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use free gifts as bait to attract more customers to join the engagement with brands, 

and they could develop their relationships with customers. It was one of the most 

effective strategies about customer engagement on Weibo. In sum, beauty brands 

should make good use of giveaway posts to get more customer engagement. 

Even though incentive content was much more popular than other contents on 

Weibo, we found some posts, including information, entertainment and interaction, 

also increased customer engagement on social media, but in other ways. 

In current results about information content, there was a significant difference 

in like responses of customer engagement within information content groups. 

Compared with advertisement post, tips post, and other information post, Weibo 

users were more likely to response “like” to news information about the company, 

product and other fresh information related to the beauty brand. Gao and Feng 

(2016) reported that customers were more likely to use Weibo to seek information 

and entertainment items. Seeking information was an important target for Weibo 

users online. For Weibo users, especially beauty brand followers online, they have 

a good impression of the brand if they follow the beauty brand account, and they 

were more likely to know good news from the brand, including product launches, a 

new spokesperson, and a charity event. Moreover, there were fewer responses from 

customers for advertising posts, tips posts and other groups’ posts because this kind 

of information was out of date for followers. Our research found a lot of the same 

advertising posts and old-fashion tips posts on Weibo. In our interpretation, beauty 

brands on Weibo need to post information contents which should related to trend 

currently, or have fresh information for customers.  

Entertainment content was another one which Weibo user would like to see 

online (Gao, Feng, 2016). Based on current results about entertainment content in 
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the last section, it was clear that beauty brand followers were more likely to see 

shows posts than humor posts, cultural posts, and other posts. Show posts including 

TV show, and shows online got more share responses and comment responses than 

other entertainment content. In our interpretations, compared with other 

entertainment posts, show posts contained various humor type content through 

visual and auditory, which meet the needs of entertainment from social media 

usage. For beauty brands on Weibo, posting shows content promote to improve 

customer engagement, which is a good way to share and comment enjoyment. 

Interaction content posts met the social media user’s need for communication 

with each other. The results of interaction content showed that the feedback content 

got more comment responses than other interactive subgroups in the last section. 

The reason why feedback was the most popular interaction content on Weibo is 

likely because beauty brands asked users to leave comments below their questions. 

This type of posts encourages consumers to participate in communication with the 

brand. Post a simple question related with life, the choice of colors, or the 

preference of a product, then the beauty brand asks the user to comment below the 

questions. This interactive communication was a small questionnaire. Moreover, 

interaction post also brings benefits to the brand. Shen and Bissell (2013) reported 

that Q&A was a good content choice to help brands collect thoughts and advice 

from consumers to achieve brand loyalty. In current interpretation, these feedback 

questions gave users a chance to speak out about their opinions and also a good 

way for users to communicate with each other. If the beauty brand wants to get 

more customer responses through interaction content, the feedback post is a good 

choice. 

Another finding in result section was that the customer was willing to 

participate in post communication with celebrity or spokesperson as the target 
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object, and they were more interested in celebrity or spokesperson content than all 

other objects. This supports Um’s (2016) conclusion that celebrity endorsement 

was effective in social media contexts, such as Facebook, and Twitter. From 

traditional media to social media, celebrity endorsement is still a highly useful tool 

for advertising. Nowadays, the core of shaping and disseminating brands in social 

media is how to attract public attention. Because celebrity itself is the focus of 

attention from the public, so celebrity endorsement has a positive impact on 

catching the public’s attention. Beauty brands could get more followers and more 

communication with new customers, such as fans from the celebrity, on social 

media through cooperation with a celebrity. In sum, celebrity and spokesperson 

objects were an important element, which affected customer engagement on 

Weibo. 

While the previous discussion focused on positive influencer for customer 

engagement on Weibo, there were three negative influencers about posts which 

beauty brands need to notice. Based on the results of hypothesis 1, customer 

engagement was not affected by posting day on Weibo. In other words, posting day 

was not the one that influences Weibo user’s responses on posts. Sabate et.al 

(2014) reported that there were no different influences about popularity of branded 

content on social media between weekdays and weekends. In the current 

explanation, the development of mobile electronic product and Internet made this 

contribution. According to Verkasalo’s report in 2016, Chinese were heavy mobile 

users, and 94% of Chinese online users use smartphones, which was much more 

than American with 70% smartphone users. Moreover, Chinese users spent 49 

hours per month per user on smartphones, which exceeds US users’. The high 

smartphone penetration means that Chinese users were able to access the Internet 

as they want, and log into Weibo, communicate with beauty brand online at any 
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time and any place. In sum, beauty brand managers should not consider posting day 

as an effective fact to do social media strategy on Weibo. 

Message originality had no impact on customer engagement on Weibo through 

analyzed results of hypothesis 2. For beauty brand followers, whether the post was 

original, sharing or repost, did not affect the communication between users and 

brands. In current interpretation, “Content is the King,” users fancy post content, 

but originality. After Weibo users followed a beauty brand on social media, they 

prefer to receive high quality post with useful information or interesting content to 

meet their needs. A high quality content would make customer have a deep 

impression about the brand. Therefore, beauty brand should not value message 

originality on Weibo post. 

Through study the results of hypothesis 3, the researcher concludes that link, 

one kind of medium type, have no effect on consumer engagements on Sina Weibo. 

Even though, a report from Luarn et.al (2015) mentioned that posts with links were 

greater influence on customer engagement in the number of likes than posts 

without links. In our interpretation, social media is the platform for spread 

information with fast speed and hard for users to learn more in-depth about the 

information. A Weibo post, with up to 140 Chinese characteristics includes music, 

image, and video, is enough for followers. For users, links looks like an additional 

parts in a post, it ask user to spend more time to click the link and know more 

information. Therefore, marketer of beauty brands should understand that 

increasing customer engagement on social media would not get the support from 

links.   

In sum, this study concludes that the video post is the most popular media type 

than others; incentive posts, as the most attractive post content, engages many more 
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customers than other contents; giveaway incentive content, news information 

content, show entertainment content, and feedback interaction content are great for 

customer engagement; celebrities or spokespersons as the main object in post is 

also a useful way to engage with users.  

 

Study implication, limitations and future implications 

This study focused on how beauty brands can use social media to increase 

customer engagement. According to the results, this study supports uses and 

gratification theory in social media context. The researcher in this study concluded 

that users could meet their needs of information, entertainment, sociality, and 

interaction through following the beauty brands, and engaging with the beauty 

brands’ activities on social media. In marketing area, this study will help global 

beauty brands that launch branches in the Chinese market, and give their marketers 

advices about social media marketing strategies on Sina Weibo.   

This study has some limitations as follows: first, even though this study 

reached 2,676 samples, future study may choose sample posts from various beauty 

brands and larger samplings; second, this study is limited to Sina Weibo, the 

biggest micro-blogger website in China, and future research may focus on other 

social media platforms, such as Wechat who is the largest social media mobile 

application software in China; third, this study focus on the beauty brands’ 

performances on Sina Weibo in China through content analysis posts, researcher in 

the future may study the customer’ responses through other research ways, such as 

interviews, questionnaires,  
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In the future, researchers will focus on more studies about how to improve 

customer engagement on social media platforms. First, how the posts performance 

on the Chinese social media and international social medial, such as Facebook, 

Twitter, and Instagram? Second, what are the differences between posts from the 

same brand on these international social media platforms and Chinese social media 

platforms? Third, if the posts were the same on the social media from China and 

United States, what is the impact on customer engagement from different 

platforms? 
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