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Customer engagement is regarded as a performance indicator of social media marketing, and previous
studies have reported that the characteristics of content to increase customer engagement. However, the
topic of content has not been sufficiently studied. This study analyzes the relationship between the topic
of social media content and customer engagement and suggests an analysis procedure that can apply a
machine learning model, a key tool for recent digital transformation. For empirical analysis, 154,705
social media data of 51 global brands were collected, and content topics were classified using a topic
modeling method. And the relationship between content topic and customer engagement was analyzed
using zero-inflated negative binomial regression analysis and machine learning model. As a result of the
analysis, contents of 51 brands were classified into 18 contents topics, and there was a difference in the
impact on customer engagement according to the topic. In addition, using a machine learning model, it
was possible to predict the customer engagement performance of the content with an accuracy of about
90%. This study contributed to the marketing literature by analyzing the relationship between social
media content topics and customer engagement through machine learning methodology.
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Like EgH % 28 do N
1 | digital_transformation ai learn data cloud technology | 25,036
2 conversation_glad global ceo private feel free 7,021
3 support_community support | community covid small time 7,086
4 send_dm contact send message dm information | 6,931
5 values_standards caption shop collection discover company 5,379
6 glad_hear happy glad hear love great 10,954
7 phone number number dm phone phone_number address 5,032
8 direct_message send steps surprise message find 4,941
9 hear_dm dm send hear email account 9,013
10 learn_report check app find products working 8,214
11 provide_info team hear provide call info 5,437
12 customer_care connecting care code team zip 3,995
13 business_page business learn page ecommerce goglobal 3,050
14 diversity_inclusion learn women people year proud 13,911
15 account_reach account watch country reach time 15,214
16 chance_win live today win team day 10,622
17 special_delivery friends cheers good special tweet 7,067
18 click_link day great make work chance 5,802
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(Table 2) ¢10{& EM

Variable | T1 T2 T3 T4 T5 T6 T7 T8 T9 | T10 | TI1 | T12 | T13 | Ti4 | T15 | TI6 | TIT | TI8 F
WC 23.38 | 31.86 | 33.27 | 27.97 | 29.52 | 20.40 | 30.67 | 28.79 | 27.61 | 32.37 | 30.95 | 25.14 | 31.06 | 33.05 | 23.92 | 27.65 | 19.81 | 19.46 | 1,186.5"
Analytic | 72.64 | 82.62 | 79.57 | 65.61 | 79.70 | 60.47 | 58.87 | 64.10 | 49.55 | 65.19 | 62.93 | 80.49 | 80.28 | 84.79 | 77.92 | 81.98 | 74.86 | 74.82 | 1,119.6™
Clout | 77.40 | 72.97 | 86.85 | 94.03 | 74.80 | 92.63 | 92.25 | 95.80 | 95.13 | 89.14 | 95.84 | 85.70 | 82.80 | 82.23 | 73.88 | 78.83 | 86.51 | 81.87 | 1,561.1**
Authentic | 15.25 | 17.00 | 16.75 | 19.17 | 16.00 | 13.68 | 15.86 | 34.26 | 15.81 | 21.31 | 9.95 | 14.28 | 18.25 | 17.37 | 25.00 | 21.69 | 13.57 | 18.98 | 302.5™
Tone | 57.32 | 52.53 | 69.18 | 77.68 | 58.59 | 89.82 | 67.62 | 75.89 | 61.65 | 58.71 | 74.74 | 58.23 | 58.95 | 68.82 | 54.24 | 62.89 | 83.35 | 80.98 | 959.3"
WPS | 12.10 | 16.44 | 15.07 | 10.86 | 12.89 | 8.90 | 11.73 | 10.60 | 10.34 | 12.45 | 10.97 | 11.27 | 14.06 | 15.90 | 11.34 | 11.74 | 7.69 | 9 42 | 1,024.2"
Sixltr | 25.92 | 25.90 | 25.15 | 22.62 | 23.32 | 20.16 | 18.95 | 19.52 | 15.26 | 20.57 | 18.68 | 24.52 | 23.98 | 25.95 | 21.65 | 21.69 | 22.60 | 21.52 | 864.9™
Dic 59.24 | 61.19 | 69.73 | 76.83 | 59.10 | 73.86 | 70.99 | 79.41 | 81.27 | 72.26 | 72.54 | 65.19 | 64.53 | 63.11 | 61.70 | 60.02 | 70.85 | 66.22 | 2,453.8"
*p(0.05; **p(0.01
(Table 3) EZY FQ H=0f EQJE] 0fA|
ik Lk sd= oA HAA JEY &
1 digital transformation | Accenture People depend on technology more than ever due to #COVID19... 9
2 conversation_glad Goldman How might a national face mask mandate lower transmission rates and impact - 17
3 support,_community Gillette This week, we're donating 10K face shields to healthcare organizations in need - 29
4 send_dm Ford @ Could you please send us a DM with some more details regarding your - 0
5 values_standards Tiffany VictoriaR vine designs prove that the best blooms are the kind that last forever - 90
6 glad_hear Kellogg @ We're happy to see you're enjoying our promotional opportunity. Enjoy! - 0
7 phone number UPS @ Hi, we are here to assist. Please DM your tracking number, phone number - 0
8 direct_message Google @ Hi there. Try recovering your username here: - 0
9 hear_dm Uber @ Hey there, could you please elaborate on your concern? - 0
10 learn_report Pampers We continue to be amazed by the incredible employees in our plants - 5
11 provide_info McDonalds @ Sorry you were disappointed with your Sprite, Duke. Please provide some 4
12 customer care Caterpillar Technicians are critical to keeping Cat machines up and running, just like - 4
13 business page DHL In the future, airlines and transportation companies will see new designs - 4
14 diversity inclusion J. and J. When you empower one woman, she can empower another and another - 17
15 account,_reach Disney Sit back, relax, and enjoy the sights and sounds of animation** now streaming- 86
16 chance_win Harley. The time is here! This Prism Supply #Iron1200 could be in your garage - 30
17 special_delivery JackDaniels Welcome to #TheJack. Friends, enjoy tonight’s festivities and we'll see you - 22
18 click link LinkedIn The news you need to start your day: URL 4
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(Table 4) Bi%=9| J7|=EAH2F I Atk 24
Variables 1 2 3 4 5 6 7 8 9 10 11 12 13 14

1. Topic 1 1
2. Topic 2 -.053%* 1
3. Topic 3 -.065" | -.051* 1
4. Topic 4 -.098" | -.063"*| -.061"* 1
5. Topic 5 =067 | -.056%* | -.047** | -.052* 1
6. Topic 6 - 112%* | -.075** | -.063** | -.060** | -.056™* 1
7. Topic 7 -.084** | -.055** | -.054** | -.035** | -.046™ | -.056** 1
8. Topic 8 -.079" | -.053"* | -.048"* | -.044"" | -.043™ | -.052** | -.040** 1
9. Topic 9 - 108" | -.071**| -.069"*| -.036™"| -.058"" | -.063"* | -.037** | -.048"* 1
10. Topic 10 =090% | -.071*" | -.057"" | -.045"* | -.047"" | -.045*" | -.049"* | -.050™* | -.037** 1
11. Topic 11 -.088** | -.059**| -.052**| -.036™*| -.050™ | -.055"* | -.038"* | -.044™* | -.044* | -.043** 1
12. Topic 12 -.063** | -.041**| -.039**| -.036™*| -.034™ | -.046™* | -.035"* | -.034** | -.039** | -.037** | -.033** 1
13. Topic 13 -.054** | -.040** | -.036"*| -.041**| -.035" | -.048"* | -.038"* | -.033"* | -.046™* | -.038"* | -.038"* | -.030** 1
14. Topic 14 =067 | -.047"* | -.031**| -.093"*| -.060"* | -.102"* | -.081** | -.076™* | -.105"* | -.098"* | -.085"* | -.058"* | -.055"" 1
15. Topic 15 - 109" | -.081** | -.072**| -.080""| -.042"* | -.084™* | -.067"* | -.061"* | -.088"* | -.081"* | -.070** | -.051** | -.054"* | -.096"*
16. Topic 16 -091% | -.074* | -.058™ | -.071"*| -.047" | -.078%" | -.064™" | -.057"* | -.084"" | -.068*" | -.066™" | -.043"*| -.046"" | -.080*"
17. Topic 17 -.090%* | -.058** | -.052**| -.051**| -.046™ | -.047** | -.045"* | -.040** | -.057** | -.053** | -.045** | -.037**| -.037** | -.081**
18. Topic 18 -075% | -.051%* | -.046"* | -.045"*| -.039" | -.043** | -.041** | -.032** | -.054** | -.049** | -.042** | -.034** | -.034** | -.066**
19. Brand J18% | -.058" | -.039™ | -.045™ | -.081*" | .044™ | .041™| .162"| -.042"*| .068™*| .011**| .051**| -.060"*| -.043"*
20. Media 160%™ 126%™ 015" -.141%*| 128™ | -.159"*| -.120"* | -.100"* | -.168"* | -.131**| -.114"*| -.051**| .063"*| .165**
21. WC 063" 047" 085" | -.009"*| .021%* | -.152"*| .022"*| .000 | -.004 078%™ 035" -.035™| .019"*| .120™
22. Analytic 2677 059" | 043" | -.065% | 043" | -.134™ | -.103"| -.066"" | -.207** | -.075"* | -.083"*| .029**| .030**| .136™"
23. Clout 17T - 128% | .029%F | 11TF| -105F | 1297 .080%*| .110%*| .150%*| .062**| .126**| .014**| -.013**| -.039**
24. Authentic | -.037** | -.013** | -.017**| .010** | -.019** | -.042** | -.023** | .126**| -.025"" | .035**| -.072*" | -.028** 001 -.017*
25. Tone -103% | -.089**| .009**| .072**| -.047* | .192**| .008**| .052**| -.028"*| -.061**| .046**| -.030**| -.034**| .020**
26. WPS 547 126™ 093" | -.052"*| 015" | -.136™* | -.027"* | -.052"* | -.075"* | -.003 | -.049"*| -.022**| .030**| .177**
27, Sixltr 135" 086" | 071|004 | 022" | -.077"| -.064™ | -.050™ | -.176™ | -.039"* | -.076™ | .031**| .025"*| .130"*
28. Dic =225 | -.091% | 032" | 145 | -113%F | 143*F| 048" 150" | .234%F| .084*"| .075"*| -.0217*| -.031*"| -.101*"
29. Retweets -004 | -.006* | .005 | -.007**| .006* | -.009**| -.005* | -.006* | -.009**| -.006* | -.007**| -.001 | -.005 | -.002

Mean 113 .054 .050 .048 042 .068 .037 .035 .060 057 .042 027 .028 102

S.D. 222 .163 148 159 137 181 145 141 175 .160 150 116 118 .205

ABojopoyia|y BululeaT aulyde|y BUISA UsWaBeBUT JaWOoISN) pue BIpaj [B190S JO SaId0| JUBIU0) Usamiag diysuolie|ay 8yl UO SISAjeuy Uy
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(Table 4) W9 7|=SHZF 3 Antatd 24 (A1)
Variables 15 16 17 18 19 20 21 22 23 24 25 26 21 28 29
1. Topic 1
2. Topic 2
3. Topic 3
4. Topic 4
5. Topic b
6. Topic 6
7. Topic 7
8. Topic 8
9. Topic 9
10. Topic 10
11. Topic 11
12. Topic 12
13. Topic 13
14. Topic 14
15. Topic 15 1
16. Topic 16 | -.061%*| 1
17. Topic 17 | -.064* | 058" | 1
18. Topic 18 | -.055™ | 050" | -.035"* | 1
19. Brand -016™ | =065 | -.079"* | 017" ] 1
20. Media JAT 102 004 | 0677 | 1897 1
21. WC -081%% | 002 | 127 | -.123%| -.027%| 207 1
22. Analytic 0697|093 017 | 015" | -.084™ | 296" | 147" 1
23. Clout =176 | 083" | 0407 | -.0197 | 085" | -.258""| 102" | -274*
24. Authentic | .100°*| .042°* | -.040%* | .013**| -.037**| -.049"| -.006*| .092"*| -.202** 1
25, Tone - 119" | =031 | 1087 | 0917 | 005 | -150°*| -.023*| -.055%| .205"*| ~-.104* 1
26. WPS -033" | =019 | -.146™ | -.080™ | -.047" | 211" 577" 199" -.057**| .006" | -.105% 1
27, Sixltr -026% | =020 | -.002 | -.028"| -.048"| 072" | -115%| 254" | -217%| -.024%*| -.013%| 004 1
28. Dic - 1187 | - 144% | 0587 | 001 | -.0077| -410%|  .080**| -.349**| 364|209 | 235" | -.106%| -.283% 1
29. Retweets 05471002 | -.006" | -.005° | .010%*| .032"*| -.008| .007"| -.026| .008| -.018"| .000 =007 -.0227] 1
Mean 085 | 073 | 043 | 037 |9.558 | 270 | 26.942 | 72490 | 83.860 | 17.910 | 66.119 | 11.951 | 22.538 | 66.760 | 68.48
S.D. 199 | 180 | 150 | 133 | 879 | 444 | 13.217 | 29.086 | 19.963 | 25.139 | 35.327 7019 | 10172 | 15281 | 1813

*p<0.05: **p(0.01
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(Figure 3) E|ESI H=po| Ex

(Table by 2Ee| M3E

zd AIC BIC logLik
Fold 1y 68,084,389 68,084,707 -34,042,162
Told o 2Y 47,718,778 47,719,106 -23,859,356
A oy 2 815,582.8 816,229.5 -407,726.4
A wold e 2d 743,989.3 744,655.9 -371,927.7
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(Table 6) Jot S0/ 2F=4 Znt

Conditional Model - W - 2
Estimate ‘ Std. Error Estimate Std. Error

T1 digital transformation Referenced Referenced

T2 conversation glad -.2224*** 0.0280
T3 support_community .6956%** 0.0282
T4 send dm -2.2198%** 0.0760
T5 values_standards -.1562"** 0.0284
T6 glad_hear -1.0391%** 0.0388
T7 phone_number -.2696""* 0.0656
T8 direct_message -.9966"** 0.0552
T9 hear_dm -2.1997*** 0.0723
T10 learn_report -.2055""* 0.0449
T11 provide_info -.9897*** 0.0626
T12 customer_care -.0726 0.0547
T13 business_page -1.0808*** 0.0389
T14 diversity inclusion .128%** 0.0199
T15 account reach -.0432 0.0234
T16 chance_win .3149™* 0.0228
T17 special_delivery -.8697** 0.0427
T18 click link -.4655*** 0.0419
WC .0242%* .0006 .0176*** 0.0006
Analytic .0045** .0003 .0035*** 0.0003
Clout -.0043*** .0003 -.0053*** 0.0003
Authentic -.0007*** .0002 -.0009*** 0.0002
Tone -.0026*** .0002 -.0022%** 0.0002
WPS -.0043*** .0009 -.003*** 0.0009
Sixltr -.0072%** .0007 -.0115%** 0.0007
Dic -.0168*** .0005 -.0155%** 0.0005
log(brand) .3938* 2132 4246™F 0.2075
media .0230% .0123 .0253** 0.0122
weekend -.0049 .0129 -.0462*** 0.0127
Night .2221%* .0196 .2328*** 0.0196
Morning -.2414"** .0310 -.1811%* 0.0305
Afternoon 1775 0120 27T 0.0118
(Intercept) 1585 2.0469 1838 1.9932
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(Table 6) Yot S0/ S7EM Z1t (AIS)
Rar_ldom Brand Variance Std. Dev. Variance Std. Dev.
variance 1.761 1.327 1.652 1.285
Zero-inflation model Estimate Std. Error Estimate Std. Error

T1 digital_transformation Referenced Referenced
T2 conversation glad 313 .0280
T3 support_community -.2434*** 10282
T4 send dm 1.9233%** .0760
T5 values_standards .196** .0284
T6 glad hear J183%** .0388
T7 phone number 2.8395*** .0656
T8 direct_message 1.4942*** .0552
T9 send dm 1.5747%** .0723
T10 learn report 1.8256%** 0449
T11 provide info 1.7166%** .0626
T12 customer care 1.1436%** .0547
T13 business page 1.0468*** .0389
T14 diversity inclusion -1.2051%** .0199
T15 account_reach .0462 .0234
T16 chance win -.2594*** .0228
T17 special delivery 1.44337** .0427
T18 click link .9916*** .0419
WC -.0127"** .0011 -.0222%** .0006
Analytic -.004*** .0004 -.0037*** .0003
Clout L0155 .0006 .0102%** .0003
Authentic -.0031%** .0005 -.003*** .0002
Tone 0012 .0003 .0011** .0002
WPS -.0724%* .0026 - .055%** .0009
Sixltr -.001 .0011 .002* .0007
Dic .0289*** .0009 .0192%** .0005
log(brand) -.2335 4579 -.1879 .2075
media -3.3555*** .0572 -3.036*** .0122
weekend -.0823*** .0248 -.061** 0127
Night . 3749**F .0330 .2899%** .0196
Morning .8464**F .0650 .59g*** .0305
Afternoon 1317 .0235 .0902%** L0118
(Intercept) -.1672 4.3943 -.1606 1.9932
Rar_ldom Brand Variance Std. Dev. Variance Std. Dev.
variance 7.769 2.787 6.54 2.557

AIC 756,831 743,989

BIC 757,160 744,655

logLik -378,383 -371,927

Chisq. Test A12,910 (d.f=34)***
Num. of Brands 51
Num. of Tweets 154,705
"pC0.1; **pC0.05; "p<0.01
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At Festant. B3 Haldyd 4% Bl
A% 2ZE ROC(Receiver operating characteristic)
£ A st sttt (Akobeng, 2007).

mAlEY daeFY dSAHE Blusty| §g 7
T2 Vermeer et al.(2019)] A& #zxst] 1
A=, 5o|=, PPV(Positive predictive value),
NPV (Negative predictive value), Prevalence
9 ARE L&k olHe ARE dFe] F
Aot EREAEA, &2 e EREA=
Ao &k SIS 71Hte 2 dth(Esuli and
Sebastiani, 2010). al'F SH/MEE 1) AA &
e R A A5< TP(True Positive),
2) AA £82 FHoE A A5
3) 8= 2o E WY B FN
(False Negative), 4 o

%<l True Negative(TN) 2.2
31 gt SAd s 283t of o} %
sto] 2dlS g7lsisitt.

Positive),

e TP
o 7= (Sensitivity) : —p v < 100
e TN
Solk L
o Eo]%(Specificity) T 7y < 100
o J&%(Accuracy) :
TP+ TN
< 1
TP+ FP+ FN+ TN 00
TP+ FN
e Prevalence : % 100

TP+ FP+ FN+ TN

o PPV (Pose Pred Value) : 7TP741 Zp < 100
o NPV(Neg Pred Value) : %\7 x 100

5) https://cran.r-project.org/web/packages/caret/caret. pdf
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MPALE 7[to g Z 16719 walyy daels & H
2918 H| w3l ok Lessmann, Haupt, Coussement, 3k A
and De Bock, 2019). 7} HAlegjd &ae]Fe o T A
o A d3gae ol & 7 2o B4 gt A

(Table 7) mleld &u2|59| o545 H|uw 22}

H3 wAlgy s Ay AUC | 97T | o=
) Classi(t’"Ii‘cRaéié)? tree . ;é:igiﬁégg% Eftxe gt 2 EE A 2393 | 8037 | 8932
4 Lin;s;lydsiissc(tigiAn)ant . z&;gﬁeiﬁ%éﬂ 8 Huslele 502 24 9189 | 8339 | 8740
5 Logis‘(uiﬁzolglggzssion . 321517} ol W &3 FES dSde A e 9203 | 8366 | 8797
10 | AdaBoost(ADA) | ° #ﬁ:ﬁ;ﬁ ;—i gi'ﬁgﬁ%ﬁe% EA2E A8 9950 | 8423 | 9085
11 | Baseed ?gg%on Trees |y J1z 2% £9g Biel o A4S 29 4 9= wd | 9418 | 8586 | 9146
1 | Bagged N(%l;}i)NetW“ks o 0% predictor® A4aHe 447 HENZ 2Y 8965 | 8289 | 8776
13 | Random Forest(RF) | ;ijﬁ;ﬂdgi el A SRERE ASAR) o169 | s636 | 9231
14 | Logit Boost(LOGITB) | o 24289 &A% ALaehe /144 Eel 2d 8997 | 8176 | 8300
Y - o] olgl 31572 2alA oD B4 TS
15| Aetomty | o eleio A e v 4T ests | a2 | o283
16| “henmetxoh) | 9 902 searnarin] A o5 | 8675 | 9300

. AUC(area under the cureve): 412} gk 4 T4 (veceiver operating characteristic curve) 2] 222 A4kl gk
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‘/}EMVE O}EH wA=Ru g e B9ty dolEHE aug2 &8st EN3aY. =
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(Table 8) &= GHlo|E ofF &t

JeAE Baseline model Full model

EY wg NO YES
A W YES YES

&&= (95% A=+ .9578(.9559, .9596) .9618(.96, .9635)
No Information Rate 9311 9315
ikd e .4846 5399
Eo|x 9928 19929
PPV(Pose Pred Value) .8333 .8465
NPV(Neg Pred Value) .9630 9670
Prevalence .0689 .0684

(Table 9) METYYS 2&e =Y HlolE oS 22t

QAR Baseline model Full model
Eg Wig NO YES
A W YES YES
HE=(95% A7) .8569(.8537, .8601) .8948(.8919, .8975)
No Information Rate .5016 5034
Likdas .8700 .8873
Eolk .8439 19023
PPV (Pose Pred Value) 8471 .9020
NPV(Neg Pred Value) .8672 88717
Prevalence 14984 5034
(017)9] Sl8he 0.1%9) ABE A% Ao & ~E HolHE gaow 14 Ao AUE oiet
o3 Wsks 74 & ¢ Sl dSZ23E vwshd ofefo] x4} 2. A RE
w o2 AEHWEE 2&sto] dSe ZRlA SE2 ®19H, olgd B4& B HEHE A
£ RREs B WS S0 wd e Aol Aol AR dAAS 2 QelARE HBE A

e Ag 9 Ao uedt. 1RRde 4% Ao 898 4 Uk £, o
B 85.60%% UEgor, £ WS 4 ROC AN vehid ke 299 oo

=224 Bl adrye) Sz (W72 E
maled Zde ddote] of 90%9 FRAER
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(Table 10) HIAE H[O|E] O ZZ1} of|A

EY Bl EqH #4414 43 | 44
Digital Transformation Google ¢ Today we're launching a redesigned @GooglePhotos to help you- 95% | 93
Conversation_Glad JP morgan | * Three questions to ask if you're new to investing and financial plan.. % 1
Support_Community Microsoft | ¢ “We must take a stand against this. We must all fight for Black - 45% | 40
Send DM Caterpillar | ® @Mohan_KumarB Hi Mohan! The sweepstakes is only available to U.S. -10% | 0
Values_Standards JackDaniels | ® We can't fix the cold weather, but we can help you fix a warm cocktail. 68% | 83
Glad_Hear UPS ¢ @lemonchronicle We love that idea, Elizabeth! Thanks so much for - 1% 0
Learn_Report PayPal o Learn how to transfer money from your #PayPal Balance to your - 60% | 12
Provide_Info HarleyDavid . | ® @mac of all macs Hey, Mac. We are sorry to learn about the issues 1% 0
Customer Care Amazon ¢ Hey, India. We're rolling out our new fleet of electric delivery rickshaws: 85% | 8,813
Diversity Inclusion Microsoft o LGBTQI+ people at Microsoft want to embrace the uncomfortable. A Di- 100% | 108
Account_Reach Disney o We're excited to share that Tokyo Disneyland will reopen on July 1 URL- 103% | 1,849
Chance Win KFC o LAST CHANCE to get your name on Sanders Claus’ list! Tag #secretsanders - | 82% | 14
Special Delivery | Morgan Stanley | ® Wishing you and your family a joyous and blessed #EidalFitr | URL- 18% | 10
Click Link Pepsi ¢ @itsSivachandru It's great to take a day off. Click the link for your chance- 0% 0
g3 2
0,‘0 0‘1 0‘2 0‘3 0‘4 Ofﬁ Ofﬁ OfT U,‘& D,‘B 1,‘0
Average false positive rate
(Figure 4) o{dlafd 229 ROC #HE
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5.2 7| sl A &= 7YY

Fof Ztol7b U 4 Atk wEkA FF AFelA
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(Table 1) E2EH H0|H

ik 7144 Bl (M, $) N 229 LR
1 Apple 234,241 NA NA NA

2 Google 167,713 3,194 22,102,494 2009-02
3 Amazon 125,263 3,039 3,341,970 2009-02
4 Microsoft 108.847 3,058 8,967,080 2009-09
5 Coca-Cola 63,365 3,058 3,315,373 2009-03
6 McDonald's 45,362 3.191 3.618.260 2009-09
7 Disney 44,352 3,159 6,774,564 2009-08
8 IBM 40,381 2,725 591,079 2009-01
9 Intel 40,197 3,037 4,820,218 2007-03
10 Facebook 39.857 3,177 13,414,131 2007-03
11 Cisco 35.559 3,174 705,791 2008-08
12 Nike 32,376 2.948 8.203.715 2011-11
13 Oracle 26,288 3,133 773,802 2007-03
14 GE 25,566 NA NA NA
15 American E. 21.629 3,174 866,777 2009-05
16 Pepsi 20,488 2,822 2.993.972 2008-12
17 J.P. Morgan 19,044 3,142 527,600 2013-02
18 UPS 18,072 3,192 236,997 2010-06
19 Accenture 16,205 3.180 501,681 2007-11
20 Budweiser 16,018 1.475 17,497 2014-02
21 Pampers 15,773 2,799 154,375 2009-07
22 Ford 14,325 3,135 1,248,384 2008-07
23 Gillette 13,753 3,178 131,577 2009-04
24 Adobe 12,937 3,135 665,332 2009-08
25 Citi 12,697 3,184 915,275 2009-10
26 eBay 12,010 3.172 725,011 2009-01
27 Starbucks 11,798 3,058 11,066,657 2006-11
28 Goldman. S. 11,352 3,023 803,182 2011-02
29 HP 10.891 3,122 1,092,595 2008-11
30 Visa 10,756 2.838 379,367 2012-04
31 Kellogg's 10,419 3,189 100,627 2012-03
32 Mastercard 9.430 2,182 479,619 2009-09
33 Dell 9.086 3,068 735,602 2009-07
34 3M 9,035 3,062 1,419,548 2011-09
35 Netflix 8.963 2,968 8.361.291 2008-10
36 Colgate 8,824 2,690 75,483 2009-02
37 Morgan. S. 8,185 3,196 568,816 2011-12
38 Salesforce 8.004 3,044 511,350 2009-04
39 HP 7,909 3.157 70,629 2010-10
40 PayPal 7.604 3.179 639.574 2009-04
41 FedEx 6.998 3,185 298,731 2010-04
42 Caterpillar 6.791 3.062 136.772 2008-06
43 Corona 6.369 3,035 43,027 2011-04
44 Jack Daniel’s 6.347 3.170 200,130 2010-09
45 DHL 5,987 3,195 32,634 2014-05
46 John Deere 5,883 2.969 190,556 2009-01
47 J &J 5,720 3.193 198,220 2009-02
48 Uber 5.714 2,712 1,042,019 2009-01
49 Discovery 5,525 3,140 8,707,686 2008-12
50 KFC 5.509 3,123 1,429,795 2008-07
51 Tiffany &Co. 5,335 3,165 1,634,884 2009-11
52 LinkedIn 4,836 3,081 1,551,345 2008-02
53 Harley-David 4793 2.818 445,259 2008-11

=3 154,705

. 53N BRAE F Hle[HE #43 F fl< Apple?t GEE A ate] 5178 BAE Ho[EHE FA T
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