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Social media is regarded as a means to increase customer engagement, and the use of social media to
induce customer engagement is expanding as a major marketing trend of companies in recent years.
According to the speech act theory, it is highly likely that not only the content is trying to convey, but
also the communication method affects customer engagement. In this context, this study classified the
combinations of various linguistic styles contained in the Twitter messages of global brands into classes,
and analyzed the relationship between these classes and customer engagement. For empirical analysis,
17,621 tweet messages from six representative global brands were collected. And after analyzing
linguistic characteristics using LIWC 2015, an automated text analysis program, we classified the
linguistic style combinations of global brand tweet messages through the Latent Class Analysis method.
Using Zero-Inflated Negative Binomial regression analysis, the relationship between the class and
customer engagement classified through linguistic style combination was analyzed. As results, the
linguistic style combinations of global brand tweet messages were divided into 4 classes, and it was found
that there was a difference in customer engagement performance according to each class.

Key Words: Social Media, Brand Message, Customer Engagement, Linguistic Style
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Moffett, Arnold, and Carlson 2017). 227431
o]AH E (Customer Engagement)& ©<et A
&5 dolre Hd2Z(Van Doorn, Lemon,
Mittal, Nass, Pick, Pirner, and Verhoef 2010),
therst npA g Aol ZA A e njx = 3(3
ojt}, 2dn|t]o] g9 AIACIAHE ] ek A
FAT= LRJAAIARES S| = %HZ %
g, milesl, 24a9 Fol daEl AFAHE
3t (e.g., De Vries, Gensler, and Leeflang
2012; Swani, Milline, and Miller 2017). 3}4|
o, APATE - 2R JHQIEA (e.g., Al
¥ HoAR)H aARIACIAHES] A HFtA
71 w2, AHAN AFA AA T BhE 7Y
Tl W deide T80 ATEHA skt

Ak, Adnto] A aBRbE o EA Ee
HoEA oz Hilse} AAE P on(Malthouse
and Hofacker 2010), PHE& &AR|H o E v
M= 2R} A8 FA67] 98 =gt
(Brodie, Ilic, Juric, and Hollebeek 2013). w
A, 719 SHAA QA AHES £ &
T e e diete AL 83 AT A
g A AT 5 dtke
2021)

g, 2dnite] mHAY 3
= ¢ 134 SA 3 2R 3 Q1A o]
JME; Folga, ZES)Z Jﬂfﬁ]:—z 1"5{5]'3’3\‘4
De Vries et al. 2012, Li and Xie 2019). &}4

o] A Fe ZHlzo FEEY (e, AE
AR §3)d 2HE s B AR A
gy = AryAeld Wl delde FE8] 9T
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et al.(2017)& BAH= A5 (brand cue), HojHeF
(call to action), g X A4 (information search),

27 (functional/emotional) o] AAw|t]e] <l
o

71N £ (Le., Fotg, BES HAIA])d| n|X]= 93
£ BAsgT 5, Q9ATE F2 B R
% 4 3

gdeteAd 28E e B, ol9A A
sl Zlo] EFAIA| #HejA =

% 9kth(Aleti, Pallant, Tuan, and van Laer,
2019).

3}eo] Z(Speech act theory: Searle, 19670)
w2y, 2l ert ddstd = st 0}‘43}
ot WHE uAAA A HES JaFS
lsidel At stao] 82 wAA e das T3
g (locutionary), ¥at4t 39 (illouctionary),
3l &3} 39 (perlocutionary) 2 T80} (Austin
1975). &3} d9e T2 dgste P95 Lst
o, wskent g9 S Toke H A 8
st d5s Lot w3 gy e 24
Helgto M AE F e AUE Tt ol
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1962: Searle 1976). d& 5901 29 72
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< 2Adu|tie] npA"d] F83 o] B HAEA AJAL
e Awd 4 JdrHLudwig and uyter 2016).
HE & & ggo]

¢}
Aujjoleh 2ol 4 AFAES
=7 sto] 2Adn|t]o] WA AolA EAld|
FE3l1 Utk(e.g., Aleti et al. 2019; Namkoong,
Ro, and Henderson 2019). d& E°] Aleti et
[(2019)= F(celebrity)e] ES AR W
TH o]z Aptdo] ?4’5“"4 Tl MAE IFE
o= xﬂﬂﬂv} A

Chu
é

oAl ‘L’%E}.

uebr], 2 AFea e 22 Hil=o ES v
AlZe] 2E Tge Aoy 28l (e, #44,
F2A, 384) o] LAJNACIAHE A= 4
g T o, Aol ~Etde] 23S A
ToE ERHota, oldg AZI nARIAIAHE
re] BAE AT AF B4 9d, QHE
#= Best Global Brandel 5% Hils 3 4
&, ARz, Ao dEAQ BEAEs 274 ¢
Hsto] ZF 67 Ba=e] EQH ES vAA] 17,621
NE T 2ela Aeshd gAE 74 Z7

39l LIWC(linguistic inquiry and word count)
20155 &83t dojd 542 #Ag 5, A
%4 (latent class analysis) W< 53 224
Be ES vAR| 9 Aojd 2B1Y 22 57 D

Adt. 2813 g7k So]8H(zero-inflated negative
binomial) 3#AEAE &&3lo] /NE Aoz ~E}
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2016). ARIA|AHES] 7dof tejr = gt
o whe} theFet W] Fofrt HuEa Ytk(e.g.,
Brodie et al. 2011; Hollebeek, Conduit, and
Brodie 2016: Muntinga, Moorman, and Smit
2011). dl& E° Brodie et al. (2011)2 2743
AIAHEES "§4 My AA A oz ozt
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k. Hollebeek et al.(2016)2 AIA©
Aul 2 Al 2E oA B =SR] Jg
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Calder, Kim, and Vandenbosch 2016). &7
to] s A o= dedt Ay AAlelA Al
2ok Fol, 299 Nd o g ejgon nAg
AwUA I B Fa3 9&5 dte o=
Ha¥ 3 ¢th(Pansari and Kumar 2016). &,
SHZEE AR o] A AFAR] FAE 5
& AR E gitele 5 BAl=S] niAE ARYA
old-& 78} (Swani et al. 2017). Muntinga
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A dEE <n gt (Muntinga et al. 2011).
o]z MaPATFe] Hills Fel=x A7V|AFE A}
o] 7198 E(e.g., Eot, FES vAA) 7} &
slojgkt}(e.g., Islam and Raham, 2017).
aAnitio] g7 nARIACIAHE HPAF=
2z 7RQlL Sl He) el A3 aQlel] 2A
< 9FHSYTHGEE 10 Hollebeek, Glynn, and Brodie
2014: Pansari and Kumar 2016: Martinez-
Lopez, Anaya-Sanchez, Molinillo, Aguilar-
Illescas, and Esteban-Millat 2017). dl& &
Martinez-Lopez et al.(2017)& 22} HIi= 7
THEA &Rk B8, AlF], 5L (dentification)
7b AARJACIAHES F7HA 7|9, A Alo| A A
T BdE ARYHY 3o 2FS SR
Aot AR, AT Adnto] A 1
AAIAAES] APgoloz 2uat 7 2|
RS W 71 ARe] W 24 9

o
=
T 2294 gt

agudo] Zdlz 547 VAR (., FOIL
2| ES] vA1A)) ko] #AE Adu|do] viAY £
oA kel AFEI Ut 7I9S ot 7F9
aAvitle] ZHl2E ol 17 Fojo} Felx it
= TEFOEN, Al ek AT Fujo] 3HF
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(Table 1) &M0|Cjo] AL TIZHOIAHO|X|HE AT
A A} A9 2E Aeg gl 4789
Baldus et al.(2015) <9l BAE ARYE N/A N AFUE FAqg=
Blasco-Arcas et
makiE= A HIP= ou]z ow
Al (2016) E-#1 % 1712, €]
Calson et al.(2017) BA= 240t RS N/A
Dessart(2017) o] A& BHA= 7 FUE He, 4358 ddr BHE Alg BHic 29
De Vries and Carson B - o #oAE, 7H], BHE A= - =
(2014) Ho|AaE HAE o)A ol gelw vl FAE
Gummerus et al.(2012) | #Ho]x& B = 7FUE N/A AZtE e mE 2AC
Harrigan et al.(2017) o) BT AAdnt]o] ol =5
] = g & ) s EF{HE /\}%E]E
Hollebeek et al.(2014) aAnto] Y3 Aol = Aolnae oz
Islam and Raham = u - = .
(2017) Hol~5 BAHE AFUE | 5714 44 54 (Big 5) Tuje] =
Marbach(2016) Lol Bie ARUE el B4 A2tE 712
Martinez-Lopez et ealo] HaT AR A Mg ol i
31(2017) L_ﬂ'\__ — = 7‘1‘”‘1/]];] o, ] [IR=A ] ;1%0:]
&S nAE goow Adnto] niAE] Fa3

o
=2
_‘i

T LeAR oA Rapp, Beitelspacher, Grewal,

and Hughes 2013). 2= niAE £ A4 0|T]o]
o BT Ho|AE sfAsta, Zel=9] QAo|AHE
(i.e., FFR)E T7HIHEZN b A

A BAHE wAAE A7) g =Edrh(de
Vries et al.,
AgdTe E%ﬂiﬂ A7IAE(ie., Eol8,
ZESD % %% e Q9o R thokd ez
58S A9t (e.g., de Vries et al. 2012;
Sabate, erbegal-Mirabent, Cafnabate, and
Lebherz, 2014; Swani et al. 2017). &

1= =
de Vries et al.(2012)2 A&4, Foz84, %

B 5o 12 A ol A7 Anltel uh)
o Bl mHx 543 262 Q)R k)
2 BAG ATEE JH4 0 DA AR E
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ot 2= 9l},
AYATE AR AAro] 2ezs} Fras
QA FAA G HATE A7

Husth A&
Vliegenthart(2015)+=

£9] Araujo, Neijens, and
19,34371¢] 229 H2#

= ES WAAE e, g1 B2t FRE
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o AELS ¥l ACIARES FHHA 9FL

nAga okl
et al. 2017).
£ 2Au|td
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A7 Agagl A7A &

De Vries et | (1) A% (2) 33284 (3) FE Zd=, (4) AHHIUE Zel= Zolg zmlE
al.(2012) (5) 94, (6) ZAES] Wiy T
Kim and SEAE] 22 A== = k=S i 2] ek Fore, IHE

Yang(2017) (1) 28 £5%, (2) 4R2AZ (3) ¥EA (Transformational) A& 29

Li and (1) omA Zel=(dE7(Mere presence), °JVA §4) ZES HAA

Xie(2019) (2) 92E ZRI= (A, T4, A4 54, al41811) Folg
Sabate et | (1) onx) (9) W e., (3) B2 (4) AHAA (5) A7 Folg, FWE
al.(2014)

Swani and }

Hale Als Stk M E 7k = FHE

Milne(2017) (1) Bl= A5 (2) 274 (3) 54 o8, 3

n|z] §4, olnjA| e} HAE 7te] A3yl AAdv|Y Au|tjo] Zelzo] YEH dojd Aeldy} Fel=
of AACIAHE ZHAQ T nFtte A7 & e &HAY dold 2Erd 7o Admrt A
ATE Bttt e vy A7 A FUACIA d(e., Bl 84 ¥4 o
to] Eelxo] A4 W 24& 932 9t S nAthe 2a3s B3 HAtHLudwig et al.

2.3 ~AMo|Cjo] 2EIX2| o0{A

o] Ldnde] nHY d7e ZHl29 Ao
E40 53k gith(Aleti et al. 2019: Villarroel
Ordenes et al. 2019). o1& Al w3t A3
AT Aol A dojd E43% ARY
Aol &3 2o #AE AL (e.g., Aleti
et al. 2019: Johnen and Schnittka 2019:
Namkoong et al. 2019: Villarroel Ordenes et
al. 2019). d % E°] Johnen and Schnittka
(2019)= &4dvtole] BHAE 77YEd F54
Eut wA 2] o B =9 wkgo] ThE AH|R}e] ¥k
(ie., Fotg)d A= FFg= BAstTh T4
o AF 7 A vs. 2EH
A xR vk} 7199 v E(F
F 3ol Aol 7} Yk
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APAT= i AEAQ dold S (eg., F
g 91o}; Namkoong et al. 2019)°]u} 7RS4
(e.g., A& ~E}d A% Liu et al. 2019)¢
25 HFAE B A ge] Fdxe] A4
545 XEA R FAG A3 e FEHA 4T
Ao Aleti et al.(2019)E ESEA 39
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wth(Kacewicz, Pennebaker, Davis, Jeon, and
Graesser 2013). Aleti et al.(2019)¢] Aol
ofatd Flo] AEsths ES AA 7} R 2H Y
FE AL o] He 229 A1g4 AR g
=1 & oleng, YES WAAE S7HAZ
gl FAeglh. ol g F42 A7 Ed (Self-
Presentation: Van Dijck 2013) ¢]23%= o
FEshe AR oajd ¢ Utk aAn|t o] o] &
A= BYglol 284 A9 QS thE AFEl
A dgsty] Asl =i, olgh Aol Ak
2 Apdo] E BalE] 9524 vAlA = 27| EE
gkl =12 Agtsitty & 4 gt wepx 22
W Hlso] ES w7} R 2 2HALTE
DA A HE ZH A A& v Zlolth,
7Hd 20 ESL wiAIA] 7}
IWHerE DARIACIAHE 344
Ql FeF2 vA ot}

N,
e}
o
jah)
o,
M
1
w
(@)
)
=
8
@D
)
=3
jab)
)
=
<
@,
»©
o

He FEA Zel=o} 24
skt 2l ESL wA|A] o] mA =
(e.g., Araujo et al. 2015: de Vries et al.
2012). Berger and Milkman(2012)¢] -l
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nFtta stk %3¢, Purnawirawan,
Eisend, De Pelsmacker, and Dens(2015)=
i1t SAALFE A FHE 7heAe] Ate 4
HE Eustl o, Baker, Donthu, and Kumar
(2016)9] Aol = FHAQ Ze =7t A FH&
o] =& Ao Ueyth uebr] 22 B =<
ESL wA A 344 o] wigEas A I

E
oAHE AN FFE A Aotk

7 30 ES WAIAI7} SR (vs. FAA) 55
7

1975; Ludwig, Ruyter, Friedman, Briiggen,
Wetzels, and Pfann 2013; Searle 1970). 3}
oo m=H, AAn|to] g4 Halt 77U
ol HMAIAl FAA SAER o}, HAAE
Ao WxEolle Fue st FAlztedAl o
g&Z n]A 4 th(e.g., Austin 1962; Searle
1976). 29 174 Villarroel et al.(2019)]
ost aAdm o] wAA]e] Bl =] (ie., &
stg7 g9 e 4, 2d, A2 BEFEH, o]
g oo mpet FEl=9] FARA o] 2B (e,
W3} gPef)o] st e ES wAAl nAE FF
of zfo]7} k. T3, Aleti et al.(2019)¢l <]}
W FQlo] Agshs EQ wA Ao &3 FHe} 3
Qlo] olwsh= ESL viAA 9 23} 524 (23t a st
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Qe 45 WekAelA it meb F2W BA Hx AE B9 Ageld EAEE 336 $93
= E99 904 e (e.q, HElEIY, 992, & BASE 7 A9ld) 208 AFadeh 4 E
o 37 e ZExs MEQEE Agsgon, A

AL 2wk A Aol ~E 2
Ed| njlE &yl #po]7} 9l& Aot H] 2 ﬂ—ﬁoﬂ}q.‘: ‘o}u} 3 yZg s A4eel
o wpA e AR A = e Ay s A e

7Vd 41 ESL wAR Y] doq ~Ed (ie., W At EYHE API(apphcatlon programming
HE, 9724, 37%44) 0] 21 0]A interface) & &3 24t AR T 3,30070744 +8 &
HEd WA E e 2] 23] F 9tk =3 3,300 5 IAEA @S ESIL
uep zpo] 7k 9l& Zleltt. THAA ALET, & 043101]*15* = 283t
2020 6¥ 2101] P EAE AR 55 ES
HAAE HAE o2 £t dE 5o 2~
Il Qi 29 A% %:a Zel=E 20204 49 1424 5
g ESl vAAFEH L 20204 69 219
o 5% ESl wAA7MA] Z 3,108707F 5=
3.1 ol ok 7t BAlE EQE AX A #HE dolE g <
Hudzo Bl kX dolEE BE8hH FHE
= AFAE EYHE tdes 22d Bl uolEe] FAAR HEE o £ 49 Zrh
o] FH2E FHsAT. ESE e tEAQ 4247
tol FAFoR Ldnto] A7 fher A 3.2 FH

gtttz & 4 9lth(Castello, Etter, and Arup

Nielsen 2016: Sundstrom and Levenshus 224 2l ES] mAA]9] dojd 54L& LIWC
2017; Tao and Wilson 2015). & 7o &4 2015 AZE S d8slo] BMEHHe.g., Aleti
e 22 H2ds ES WARR, QHHAS et al. 2019; Johnen and Schnittka 2019). Al
Best Global Branddl 58 HH= F 2F A FAFol oot AFstE H2E FA] e

(Table 4) E?IE{0lM +E& Gi|o[&

oge 7117 AR AL | edd Zdze] 5 M9 N 29 & | Bd= (5, M)
% Starbucks | 2006-11-29 | 2020-04-14~2020-06-21 | 3,108 | 11,093,412 11,798
McDonalds | 2009-09-02 | 2020-05-31~2020-06-21 | 3,229 | 3,621,260 45,362
Q) Amazon | 2009-02-13 | 2019-01-01~2020-06-19 | 3,084 | 3,328,643 125,263
Netflix 2008-10-03 | 2020-01-01~2020-06-20 | 3,018 | 8,238,807 8,963
AE Samsung | 2008-03-10 | 2020-02-11~2020-06-21 | 2,428 | 4,931,984 61,098
Sony 2009-04-22 | 2019-03-18~2020-06-18 | 2,754 | 4,518,301 10,514
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a1k AW (top-down) 2 AR HEW
(bottom~up) 2.2 75" (Humphreys and Wang,
2018), staFA AWM R F/d7idel Ao of
AE LIWC AMd & 883 & dth(Aleti et al.
2019). LIWC #H &2 Pennebaker et al.(2007)
o] HeFA Aol ALE-g o]

it

1207} o)de] A
245 1 9JtHTausczik and Pennebaker 2010).
A oo A& ] ATl LIWC Wi ES
&83t1 9tk (e.g., Aleti et al. 2019; Barasch
and Berger 2014: Johnen and Schnittka 2019).
LIWC ¥ &2 A8 e AHde &df 245 3 6}
™, LIWC 2015 ARdS 283t 9077t d+
01% A9E £ S kY LIWC 2015 Z21
T 058 1009 9T 2 7451,
oA dA3d UA gAY oA eSS
kth(Pennebaker, Boyd, Jordan, and
Blackburn 2015).
Tk B AFoA Atge 44 (analytic), 9
44 (tone) WMFe T o
19] @ oFH = (summary variable) & A&
AolA ~plele] 23S
T 259
A2 Aom B doja E4E LUl
43 4 7] WEolT), olelg aopist o
AR ALl il &8 glon,
etz A8 E A% gltk(e.g., Akpinar,
Verlegh, and Smidts 2018 Hwong, Oliver, Van
Kranendonk, Sammut, and Seroussi 2017).
2= AFoA 283 goPiFE Aleti et al.(2019)
o] A8 Fxste] vt 2o] S5t
AR, A4 (vs. WHHE) 2892 LIWC 2015

O
OINEL_I

oY,
n% re, r

K274 (clout),
Rl

(]

urEbA 2 e dEel

S -51.7] ] b3 slo}r/}]_ gk 4= 9) o]

Mrore o

o

o
-

°

o|A “analytic thinking'®] W2 23590 4
A 2~EYE H2Ed HEHE oA ~eduT
Aot 244 ~etd ] dojrt 2EEAAR S
9t (Pennebaker, Chung, Frazee, Lavergne,
and Beaver 2014). &8t 4% Ad a3 2=
£ 244 2ekdd] 77h$-H (Biber, 1988), $-AL,
ZFAE AEAL B4 2 A oAb Abgo] e
T5 WeHE 28l 7PA 7 tH(Tausczik
and Pennebaker 2010).

=4, AFA 23 (vs. WHA 24) 28E e
LIWC 201514 “clout’®] M2 433t of
W 92Ed dopt 74 Ee 954 249
doj7h ZgEo] gl =R E WY 3t (Pennebaker
et al. 2015). 1913 @ tiwAk(e.g., i, me)&
Bo| AMEEFE WA 2 77k, 294 @
T(e.g., yowH H55(e.g., we) HBALS Bo| A
LT E JF2Hd 7 B tH(Kacewicz
et al. 2013).

AR, 282 (vs. F44) g2 LIWC 20159
A “tone’®] WER FHG T LIWC 2015604
= 344 4 (i.e., negemo)T 34 4 (ie.,
posemo) ] SHWF7} Mg EAshy, o|H e 7+
A W] QbR Toned 424 ©of Uy &
42 ol Hl&S Rttt (Pennebaker et al.
2015). webA 344 79 dojrt AiiA o s &
STE A7 2o, 344 ~EYE Ui
(Cohn, Mehl, and Pennebaker 2004).

B oAgoxe A9 3709 eobisE EfR
224 Bils ES] vAR] 9 Aol 2Etdo] 1A
AAIAIME Ao wA= dFs &M &
&, o]y gk gofilFE 71EAQl oA B4 (e.g.,

ey BT AL A

1) liwe.wpengine.com/compare-dictionaries/ A Ed|A LIWC2015 Abde] Fo3a+eg- stojgk 4= 9t}
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) ;8-2. , 2
(SIXLTR), }doﬂ x3E do] #(DIC)E A
EAMez Z3s9rh(Aleti et al. 2019). &3
oln|A|= Felzo] HH FAd| Fdet Jas A
F domZ(de Vries et al. 2012; Li and Xie
2019), SAHTRE st =3 2891 S
Al 77”0171101?4 Eo g2 A F e 89e=
E aAu|toe] 224 429} Bt APk Fol i) u}
EW Z2H BdE EQY AR 229

3l
HE 7] #AE 9H3Y Sl AR S B3l #
Attt & AFolA 2&3 T5F(e., BES
&)= 7MHAE (count data) 2 EFHAH6,553.2)
7F %11(958.7) & Z3ste st Pejoln, 0]
H]50] 61.78%= @ 2 @io] EAlste Zo=
UEHETE 7HiRtEe] 79 dubd o s yold B
= NN, AAFETE EAshe Aol Y
o] &Aool Aady] W (Cox 1983), &l

]
3 AEA 28 (Negative binomial regression)©
AFET, £, G Aol EAlete A5, 4
& FEo el Agstr] gk e Soldk 37

TARYo] AgET, B Hold AR =Y
< TEUFTL Ao ® 1 o) AE EAse Tt
AR 09 ASE s 2ARY S B4
o7 FAld M5 £grdo|ti(Azagba and
Sharaf 2011). 2ARF 9] 25 DA A HE
(i.e., BES) A Fo7t gle e diak #4129
o7 R WAEE (probability of zero)o] &l F
Zia=g
3.3.2 FAAZEA
2 AFdA e Ao 28Y 232 H457]
af, Aoz FAASEA = AT JAAS
A FARE 54 7 B4 gk AT
offa, BAHCE A ARE TATOEAN F
AZe ABA /7 7bssithe Fdel
i 1 A

A (e.g., Y, K97 THE4)e vl&)
Adrito] Zdlz 4 st &  dn
ol olfE AAAFTEAS EAHE HIZT &

et al. 2019: Langley, Hoeve, Ortt, Pals, and
van der Vecht 2014). ¥ A7olA A SEA

o g-ga oo}z el Hd © A4 (Analytic),
9] FE-Z24 (Clout), 584 74 (Tone) WMo,
o]d ~EtYe] FAHSTE "}01 F(WC), 34 ]

(WPS), 7 ©o}(SIXLTR), Abdel] 238 thof
(DIC), °]"Al =(Media) & FH3tHe.g., Aleti
et al. 2019). FAAZEN S Z2aYo2E R-
771418l poL.CA'E &4t

2) cran.r-project.org/web/packages/poL.CA/poLCA.pdf
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(Table 5) &MAHS Fof w2 MEE
AZ AIC LL G2 X2
1 16,235.5 -8,089.7 1,391.7 1,583,524
2 15,819.2 -7,852.6 917.4 185,379.4
3 15,697.0 -7,762.5 737.3 67,235.0
4 15,654.7 -7,712.3 637.0 211,065.8
5 15.677.7 -7,694.8 601.9 43,984.8
6 15,661.0 -7,657.5 527.3 50,388.3
7 15,675.9 -7,635.9 484.1 783.9
8 15,7425 -7,640.2 492.7 8,748.5
9 15,738.9 -7,609.4 431.1 702.6
10 15,784.8 -7,603.4 419.0 773.1
%) G?: Likelihood ratio/deviance statistic, X*: Chi-square goodness of fit
(Table 6) 2| 7|=SAHZ & Aztetd| 2440
hikas 1 2 3 4 5 6 7 8 9 10 11
1. Retweet 1
2. Analytic -015 1
3. Clout 022 | 1777 1
4. Tone 007 | 074" 174 1
5. Media -.044 23397 | -1T1 ) -1 1
6. WC 030 015 2107|068 | 046 1
7. WPS 031 | -.048 097 -.007 | -.013 831 1
8. Sixltr =067 | 2307 | -.083" | -.003 | -.026 | -.157"| -.165™ 1
9. Dic 000 | -208™| .130%*| .285*| -.351%*| .092**| -.036 | -.114* 1
10. Follower 086%™ | -114™ | 118" | 027 | -.040 | -.079"| 055" | -.109™| .239™ 1
11. Brand Value =070 | -.016 2137 233 210" | 1357 | -.040 005 .190* 515" 1
i 958.7 742 76.8 h24 0.8 26.3 135 19.8 h8.5 | 5,642,074 | 31745
B2U% 6,553.2 211 22.6 3b.4 0.4 19.9 173 9.3 148 | 2101826 | 43,376
Aagt 0 1 1 1 1 2.0 17 0 0 | 3328643 8,963
Ak 222,074 99 99 99 1.0 575 575 100 100 | 11,093.412 | 167,713
*p<0.05: **p(0.01
FAAZEAS AFRE Hok] A AIC AT ALC 4% A9 1AF ndRE 4
(Akaike's information criterion), 221 7}5% T Bd7A] AR o2 AR Er) 7H" o, 5

(Log-likelihood) & At=elatt. o1 A3 AZ +

4 Bl AV A=t £
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o) oﬂ }\1 _/[:5]- pal %1-

o] AFE AHAA 4AF = ot A
= Holes AR YEyT wetd 445 Bl
Aod ~etd 23E BReAT

AF7H A2 vt 22 oM E AAskH
A B AR Eal N oA 2Ede] ARl
AIAIE nAl & 9 BABAH. ol £
Ae &l 7H1~3e AT A, AAASE
Ae Fdl £7E 4719 AS= ESL WAIA HolH
ol A-&ete] tn| Wz Frlete] EAEAT. ]
gk BAE Bl 7Md4E Asd

=<
MHI
iz
1]
ic]

FAASEAE B 224 BAE ES WA
holmg deold 2ue 2gos 745D $RY
B4 R4 Aoke en 2o #4923 9oy

AR 2 A ASAM 71 e A= Ueiyt
=

(M=571.3). AZ1& & A3l #Ha 224
Bl= ES oAA] dolHe 36%F st 7t
& ANAQl Aol 2 oA, AR
7 G aAACIAHME A E Hole oz
A E A Y dolA ~Ede] A 2E YEY

Korean Management Review Vol.50 Issue.2, April 2021

2'9] ESl WlA1A] “Homeschool today consists of
watching @BenSPLATT concert on @netflix
all day on a loop. I suggest this curriculum
for all humans on the planet. Every lesson
we need to learn about discipline, joy, talent,
generosity and how to be true to yourself are
evident in this show.”7} )t}

A, Ad2e 244 Y, 982 2EY,
A g 2Ede] 2o EAEdT. A4
O 7k dojA 29 fge AHEY, E44
(M=70.2), 9524 (M=83.2), 384 (M=35.9)

B U ATl Hel 244 2edef gl o
& S e om, FolinE #44 Aol o
EAISEG = Yehdn 2 ES WA e A

Uehstt. @l 0401“* *E}‘”«l dA 2 ‘oprtE 9
ES v|AIA] “Keys, wallets, socks, patience ...
life is full of things to lose, but Prime Day
Deals should not be one of them. Learn how
to be informed here: URL’©] %}

/H]/;(H 7;]]?13_04 7}1} E@‘Zjl /\E}ol LHHZX'] /\E}
] B 7y ~glde] zgto g BARQTE A
oz 7} dojA ~Eldel 7S Awrw  BAA

1), IF2A(M=57.5), 388 (M=39.2)
et em, BES HAA FE gE AT
6H S How Yeygth(M=1737.9). AF3&
SUWAIA] dlolE el 23%E Wittt @l o]
A 28td e dARe A Butde] ESl mAA|

“Missed out on the livestream? Didn’t go online

E\o”\ﬁimo
L£

lm

this week? We've recapped everything that

went down (and more) at Galaxy Unpacked,
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including the unveiling of the #GalaxySZ20,
#GalaxyZFlip and #GalaxyBuds Plus.”®] it}

JA, Asde HegE 28, o524 289,
TAAA A el 2ge s BAFHIG. A
Ao 7} o] ~Ede g AWEd, £44
(M=36.2), 4728 (M=82.5), 384 (M=63.5)
o2 Ueiyton fES HAIA e AA AS =
7P Ee AR EAEHUATHM=1,915.2). AS4
= ESLvA1A] dlo|El] 23%E Rt dd Ao
2 28t A z2E ojrlze] ESI vAIA] “Janelle's
a proud Area Manager and even prouder
mom. She knows how important staying safe
for your family is and has been taking care
of her work family too shipping millions of
masks to teams across our network. See more
Amazon stories on our blog: URL'®] 9t}.

ot gt AFY ZEIds Tt ofef Eot
oh B AFeA B 22 Hall=o] dojA
g 23 T VIR EREAen, 74 ~Ed
od

o2 zetdd] Apol7} frof g A2 Uyt

fo [ my

I
N
02
i)
0%
ojo
o
gt
ok

e
o of

<
2 %
X

[
M
&0
_O|L
SO

<
X
5
32

i)

dlo

o

ftl

ol

=

i

M

o X
o

E
DEES:
il

(Table 7) A& =2n}

Lo

)
o
SV
=

®

2
©

S

dlo
o,
o2
5
T
Mo
n
= o
o

oy
M
1
i
ol R
‘o,
J
B

-,
3
re
[m
=2
ox,

T
~
(@]
o
i} flo ~
: b
=
rO
=,
o
3
re
|t
2,

-
HI
x
X
=l

£3], A% 4(6=1.094, p € 0.001

61, p < 0.001)e &l A o]A]
o WA= G| v A Aoz T4
28t 7% AF27 7V E=A
AAANAHE A= AZ4e] vl 4]

AZ 1 2 3 4 F
=44 85.1 70.2 93.7 36.2 482.8"**
524 82.8 83.2 57.5 82.5 43.3***
<84 61.1 35.9 39.2 63.5 2.33
o] & 30.5 27.7 20.6 24.2 42.4%
ojn|A] & .85 91 91 .49 117.5%*
=440 13.9 17.5 10.6 12.7 5.2**
71 ol 20.2 17.9 234 16.5 6.1
A ol 63.7 43.7 50.3 69.0 2.14

2 ESL w|A|A] 571.3 910.3 737.9 1,915.2 6.69%**
& (%) 36% 19% 23% 23%

*p<0.05: **p(0.01: ***p{0.001
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(Table 8) 7H& 210{A AEtnt 1

ZHo|A|0|X|HE Zte| A BT}

Conditional Model Estimate Std. Error z value p
A4 .003 .002 1.717 .086
DIp ! .009*** .002 4.413 .000
<44 .001 .001 917 .3h9
ol -.002 .004 -.595 .5h2
w7 Aol .004 .006 704 481
7] o] -.049*** .006 -8.021 .000
AP o -.016"** .004 -4.480 .000
log(Z2Y ) -.050 .307 -.163 871
log(B#E 71A)) -1.317*** .097 -13.616 ( 2e-16
2 FAH -1.117** .307 -3.645 .000
A FAA -1.264*** 153 -8.246 ( 2e-16
Constant 21.413*** 5.565 3.848 .000
Zero-inflation model
A4 -.014* .007 -2.113 .035
¥4 .015 .009 1.585 113
34 011 .006 1.744 .081
ol - 142%** .040 -3.546 .000
= Aol -.331%** .099 -3.353 .001
7 ©o .095%** .024 3.946 .000
AP o .100%** .020 5.019 .000
log(Z2Y ) -4.565% 1.825 -2.502 012
log(BHE 7}4]) -.988 619 -1.597 110
2 FA 3.574*** 1995 3.591 .000
A FAA -4.466*** 1.039 -4.296 .000
Constant 74.704* 33.964 2.200 028
AIC 20,004.3
BIC 20,137.8
logLik -9,977.1
Deviance 19.954.3

(oS §2

oz 0

Ty o
O{N

o
o

o

*p(0.05: **p(0.01: ***p<0.001

o
fit

X
Rl

ege

ro
=
[

b 12
:C}L_"
>
ok

A
RAQA A HE

AT, wEbA, A Aoy ~E
o folat g3} 9l
Ao 2epd o] 2ol wiet
JAAE v &3] 2oz} e A
P Aok whebs 7 4E A4 =3
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TAZIAE T, AP Aot dud Ze
2 olaj & it} AdPAF= HelEE 2~Ed(e.g.,
Scalas 2007; Seo, Choi, and Yoon 2018),
5 24 (e.g., Aleti et al. 2019),
4 (e.g., Berger and Milkman 2012)°] 7%

a8 233
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(Table 9) 21014 AEtY =3iD

t DZHRIAO[X|HE Zho| 2| EAZnt

Conditional Model Estimate ‘ Std. Error ‘ z value ‘ P
AZ1 Referenced
AZ2 6617 145 4.562 .000
A%3 .098 118 .830 407
A4 1.094** 133 8.247 .000
log(Z29 ) -.618* 331 -1.867 .062
log(BH= 714]) -1.342%** 107 -12.568 .000
A FA -.049 .320 -.153 .879
A FA -1.105%** 174 -6.339 .000
Constant 29.149*** 6.132 4.754 .000
Zero-inflation model
AZ1 Referenced
A% -2.867 17650 .000 1.000
A3 -.857 2804 .000 1.000
A4 17.960 1098 .016 .987
log(Z2Y F) .595 1.243 479 632
log(BHE 7}4]) 1.110%* .399 2.784 .005
A FA 2.116™** 0.797 2.655 0.008
A FA -0.023 0.460 -0.050 0.960
Constant -39.990 1099.0 -0.036 0.971
AIC 20,186.7
BIC 20,277.5
logLik -10,076.4
Deviance 20,152.7

*p<0.05: **p(0.01: ***p{0.001

yAeld Bt(e.g., 3, A7IAFE) AU ¥
g nAthe 475 Eusr. £ A=
AGd Tl A a3k Bugh dojd 54

HE vl

=2
o 3o FE ATd4e nAAA A
© oA a3t 7P A3 Ao E YEEH,
g, N ol 2etd BTN

2
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o 0,
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oX, rlr 1 ol
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2

I ()

olicev, O'Connor, P., and
Vinzi(2016)9] dA7Azel fA8E Aoz o]gdt

AT E3 B dAFelAe B HAllE bolHE
, BAll=9 2dnte] Fap
T 29 A19Jd W (omitted variable)el
| = 7FeAol At
= dloje o} et

il
]
\:1
-
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24 dgle] AF 2 AR B ,
BEln] dloja 2eele] 549 AZ4e4 DAY
ASARE 437 A deht Aoz A48 4
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ASAE AZ4 TADAANE J37h 5
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B (ie., 44 ~Eld, 344 2EY)
< Fog 27 vehdAl gkt eHA" ARy
Aol APAT= WHHE 28U (e.g., Scalas
2007; Seo et al., 2018)%} FH 4 ~EY(e.g.,
Berger and Milkman, 2012)°] & 332l
JFE nFve AF4%4E Bustth. | § of
e Ade & Aol vehA estt #H29
A AFUACA dFAES e Az
(boundary condition)®] Wz} Bl =o] WAIX] A
gkl gt depd 4 gloH (Villarroel et al.,

2019), Whe] §95 HQlts Z9E Husln
2t (Johnen and Schnittka, 2019). ©]&3F A
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