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Abstract. With the rise of social media marketing as an important domain of 
practice and research, a growing number of scholarly and practitioner articles 
have emerged highlighting best practices in social media marketing. Despite 
this proliferation of articles exploring the topic of social media marketing, no 
comprehensive frameworks exist that offer insight into the underlying compo-
nents of effective social media marketing messages and the relations between 
them. Amalgamating constructs from a variety of disciplinary backgrounds—
including marketing, advertising, communication, and information systems—
this paper offers a theoretical framework and empirical investigation of the rela-
tions between four message components, namely purchase involvement, mes-
saging strategy, message content, and media types. Using longitudinal data 
from ten Fortune 500 companies, we validate our comprehensive framework 
and find support for all hypotheses, thereby validating the importance of using 
an integrated approach to social media message design. Implications for re-
search and practice are outlined.  

Keywords: social media marketing, purchase involvement, media richness, 
content categories typology, Twitter. 

1 Introduction 

Recent studies have revealed that companies have grown their social media marketing 
spending and are expected to continue to increase social media budgets in the next 
five years (Moorman, 2013), making social media one of the fastest growing market-
ing platforms in the world. The popularity of social media for marketing purposes can 
be attributed to a number of advantages associated with social media when compared 
to traditional marketing channels. First, the scope of consumer markets that can be 
reached and served through social media platforms are nearly unlimited. Second, 
social media offer businesses significant cost advantages compared to traditional 
channels given its relatively free or low-cost nature. Third, social media enable perso-
nalized marketing strategies and allow the targeting of small niche markets (Carpenter 
and Shankar, 2012). Finally, due to the social nature of these platforms, companies 
can benefit from accruing earned media exposures and referral markets in unprece-
dented ways (Carpenter and Shankar, 2012). 
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Simply browsing the social media feeds of Fortune 500 companies reveals a ple-
thora of marketing strategies and executions with some companies posting huge 
amounts of content with little to no impact, while others have immense followings or 
fan bases allowing for greater consumer engagement and enhanced brand-
ing. Although the lack of strategy may come as an initial surprise given the huge in-
vestments companies are making into the social space, the lack of research offering a 
comprehensive assessment, classification, and analysis of social media marketing 
techniques and strategies poses a major challenge to the design of effective social 
media marketing practices.  

To fill this gap, this study draws upon and amalgamates three distinct and interdis-
ciplinary theoretical perspectives for analyzing three dimensions of a business’ social 
media marketing strategy, namely purchase involvement, message appeal, and mes-
sage richness, in the context of Twitter. Additionally, we analyze and classify mes-
sage content using the typology of social media messages as developed Coursaris, van 
Osch and Balogh (2013) in which the authors use a Multi-Grounded Theory approach 
to develop a coding scheme for message content within the context of Facebook.  
Given the extension of their approach to Twitter and the integration of an analysis of 
message content with purchase involvement, strategy, and media richness, we can 
offer a multi-dimensional framework for understanding and informing social media 
marketing as well as potential differences between the two social media platforms.  

Consequently, the research questions underpinning this study are as follows:  

1. What is the effect of purchase involvement of a brand’s product or service on the 
adopted messaging strategy? 

2. What is the interplay between message content and message richness? I.e., are cer-
tain content categories more likely to be combined with particular media types? 

3. What is the effect of message richness on consumer engagement? 

To answer these questions, this paper reports on the findings from a longitudinal 
multiple case study of the messaging practices from nine fortune 500 brands—Delta 
Airlines, JetBlue, KLM, Wal-Mart, Meijer, Target, McDonalds, Starbucks, and Pep-
si—of six weeks of Twitter messaging data (n=1169 posts). The focus of this study is 
on Twitter and the unit of analysis is the tweet. The nine brands were selected because 
they represent a range of consumer purchase involvement across three industry cate-
gories, namely airlines, big box retailers, and fast-moving consumer goods (FMCGs).  

The testing of our proposed multi-dimensional framework and the underlying  
hypotheses allows for the exploration of differences in the relative frequency and 
effectiveness of the messaging appeal and messaging content through ANOVA and 
regression analyses of the relationships between brand characteristics, messaging 
strategy (i.e., appeal, content, and richness), and consumer engagement. 

The findings from our analyses reveal that purchase involvement of the brand sig-
nificantly predicts the messaging strategy employed by a brand. Additionally, our 
findings show the importance of establishing a “fit” between the level of abstraction 
and complexity of the content category and the level of richness of the media type 
that is included in a tweet, and that this “fit” may be more important in increasing 
consumer engagement than increasing levels of media richness alone.  
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2 Theoretical Underpinnings 

In order to provide a holistic assessment of brand marketing messages on social  
media, we integrate a set of interdisciplinary theoretical constructs with their origins 
in marketing, advertising, communication science, and information systems, on pur-
chase involvement, messaging strategy, messaging type, and media type, as follows.  

2.1 Purchase Involvement 

Purchase involvement represents the extent of interest and concern that a consumer 
brings to bear upon a purchase-decision task (Mittal, 1989; Beatty et al., 1988). As 
such, it refers to the amount of time, effort, and costs invested when making a pur-
chase. In general, higher levels of purchase involvement are present when purchases 
involve high uncertainty as well as high levels of economic and time concerns (Hou-
ston and Rothschild, 1978). 

Thus, purchase involvement relates to risk reduction and price comparison. While 
involvement inherently refers to a consumer’s behavior during the purchase process, 
certain product categories have been identified as being either high or low in purchase 
involvement. For instance, high involvement products are generally expensive and are 
associated with high potential risk, such as buying a home, financial investments, 
and/or airline tickets (primarily business travel). In making purchase decision regard-
ing any of these high involvement goods, consumers seek extensive information in 
order to reduce risk and uncertainty. Consequently, messages from brands selling 
high purchase involvement goods tend to focus on informing the consumer—with the 
aim of assisting their problem-solving process and reducing associated risk—rather 
than entertaining (Lally, 2007).   

On the other hand, low involvement products are perceived neither as risky nor 
fascinating (Lally, 2007), and include such products as food, beverages, and office 
supplies. In these instances, consumers are unlikely to make a significant time in-
vestment to explore and evaluate product information extensively. As a result, low 
involvement brands center their messaging content on providing rapid hedonic ap-
peals (Hawkins et al., 1983). Thus, in the case of low involvement commodities, 
brands entertain rather than inform in order to get consumers to purchase their brand 
over any other.  

2.2 Messaging Strategies: Informational versus Transformational  

Within the traditional advertising literature, various schemes have been developed for 
the classification of messaging strategies. However, both practically and theoretically, 
the consistent application of these schemes—the majority of which are too complex 
or too simplistic—has proven challenging (see, e.g., Simon 1971, Frazer 1983, Aaker 
1982). One exception has been the dichotomous messaging strategy framework de-
veloped by Laskey, Day and Crask (1989), which has proven to be valuable for both 
practitioners and researchers alike.   
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Laskey et al.’s (1989) classification scheme of brand messaging strategies is 
grounded in the typology proposed by Puto and Wells (1984), who distinguish be-
tween informational and transformational messages. While informational advertising 
focuses on the transmission of factual, verifiable data about the brand, transforma-
tional advertising emphasizes the consumer’s affective experience with the brand. 
Described differently, informational advertising is often directed at problem-
solving—providing the consumer with insights into how the particular brand or ser-
vice can help solve a particular problem at hand—transformational messages rather 
aim to endow the use of the advertised brand with a particular experience that is dif-
ferent from that of using any similar brand.  

Given that the informational/transformational dichotomy has broad applicability 
and generalizability, we adopt Laskey et al.’s (1989) classification scheme to analyze 
social media marketing messages.  

When integrating the former theory on purchase decision involvement with the  
informational-transformational dichotomy, the following two hypotheses can be  
inferred:  
H1a: The higher the brand involvement, the more informational the messaging strat-
egy on Twitter 
H1b: The lower the brand involvement, the more transformational the messaging 
strategy on Twitter 

2.3 Messaging Typologies 

Coursaris et al. (2013) present a review of existing typologies for analyzing the con-
tent of social media marketing messages. Based on their review the authors conclude 
only a limited number of existing typologies exist, none of which adopt a strategic 
lens as evident from their lack of analysis of engagement metrics and the isolated 
analysis of a single message dimension (e.g., media type, content, or brand).  

Given the lack of existing typologies, Coursaris et al. (2013) use a grounded theory 
strategy to inductively develop a holistic typology of content categories based on the 
analysis of 256 Facebook posts. Their typology revealed seven overarching messag-
ing categories of Brand Awareness, Corporate Social Responsibility, Customer Ser-
vice, Engagement, Product Awareness, Promotional, and Seasonal, which in turn 
encompass a total of 23 subcategories. 

Although a single message could be categorized under more than one umbrella 
category—e.g., a post that fosters both Brand Awareness and Product Awareness 
simultaneously—the underlying subcategories are designed to be mutually exclusive. 
Although it is beyond the scope of this paper to provide detailed definitions and ex-
amples for all categories and subcategories, Table 1 below offers definitions for the 
seven umbrella categories. For a more extensive overview of conceptualizations and 
illustrations we refer to Coursaris et al. (2013). Furthermore, Appendix 1 offers an 
overview of the frequency of occurrence of each of the messaging categories and 
subcategories for the three purchase decision involvement categories analyzed.  
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Table 1. Social Media Marketing Typology 

Categories Definitions 
Brand Awareness Posts that build company presence and attentiveness in digi-

tal consumer market 
Corporate Social 
Responsibility (CSR) 

Posts that build brand image of supporting, strengthening 
community 

Customer Service Posts that aim to build consumer knowledge about product, 
industry, and brand changes. 

Engagement Posts that build consumer connections/communities through 
brand interaction  

Product Awareness All posts which build product knowledge/understanding, 
and existence.  

Promotional Posts that are designed to stimulate immediate or near future 
purchases through monetary incentives.  

Seasonal Posts that remind, inform consumers of seasonal, annual 
events and related products by the brand 

2.4 Media Richness Theory 

One of the earlier and most widely used theories in communication and information 
science is Media Richness Theory (MRT) as proposed by Daft and Lengel in 1986. 
MRT asserts that each communication medium can be described by its ability to re-
produce any associated contextual cues (e.g., visual ones such as gestures) during a 
message's transmission. This ability is referred to as the medium’s ”richness.” Thus, 
the richness of a video message would be considered higher than that of a text-based 
message.  

Twitter allows brands to employ different media types in a message (i.e., tweet). 
Hence, tweets can employ media types ranging from very lean media—i.e., text-only 
tweets—to media associated with an increasing level of richness, such as URL, photo, 
and video. Here, we treat URLs as rich media since their inclusion in a tweet is asso-
ciated with a thumbnail image and these URLs frequently link to external, rather than 
embedded, videos.   

One obvious observation about the content categories described in the previous pa-
ragraph is their varying levels of abstraction and complexity. Whereas some of the 
content categories are highly abstract—e.g., brand awareness, CSR, and customer 
service—other categories are concrete—e.g., promotional and seasonal messages. 
Using MRT, we anticipate that for tweets (i.e., messages) to be effective, abstract 
content categories need to be associated with richer media, in order to make the mes-
sage more informative and appealing to consumers. Hence, the following hypothesis 
emerges:  

 
H2a: More abstract content categories—i.e., brand awareness, CSR, and customer 
service—are associated with richer media (i.e., video, photo, or URL) on Twitter 
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Furthermore, for concrete content categories we anticipate no significant relationship 
to exist with media richness as they can be effectively associated with any media 
type. Finally, for product awareness, we anticipate increased use of photos—for en-
hanced product recognition—or direct links (i.e., URLs) to the product.  Thus: 
  
H2b: Product awareness messages on Twitter are associated with posts containing a 
photo or URL.  
Ultimately, however, richer, more personal communication is more effective than 
leaner, less rich media (Newberry, 2001). Therefore, we propose that: 
 
H3: The inclusion of richer media types—photo, video, or URL—on Twitter is asso-
ciated with higher consumer engagement 

3 Research Design 

We use a multiple case-study approach rather than a single case-study design in order 
to avoid apparent challenges to generalizability. The multiple case-study design al-
lows for the collection of data from two or more sources, which can then be compared 
(Yin, 1994). Cross-case comparisons augment within-case analysis (Eisenhardt, 1989) 
strengthening results though pattern-matching increasing confidence in the robustness 
of theoretical results (Yin, 1994).  

3.1 Multiple-Case Study Design and Case Selection 

All ten brands selected for this study are leaders in their respective domains for social 
media marketing. The brands rank among the top Fortune 500 companies by gross 
revenue, enjoy strong brand equity, and maintain a considerable social media pres-
ence. Three different levels of purchase-decision involvement can be represented 
from the brands: low-involvement among fast-moving consumer goods (FMCGs) 
including McDonalds, Coca Cola, Pepsi Cola, and Starbucks, mixed levels of  
involvement are found within Wal-Mart, Meijer, and Target representing Big Box 
Retailers (BBR), and high purchase-decision involvement for expensive and more 
risk-bearing goods and services represented by the airlines Delta, KLM, and JetBlue. 

3.2 Data Collection  

Data collection occurred over a six-week period during late Summer 2012.  This pro-
vided a longitudinal aspect to our data giving us the ability to mitigate generalizability 
concerns. One brand, Walmart, was collected in late Winter 2013 due to complica-
tions with rate limiting on Twitter. Data were collected using a web crawler program 
that automatically went to each brand’s Twitter account to collect the Tweets. Table 2 
summarizes the number of brand posts analyzed for each purchase-decision involve-
ment category—low, medium, and high. The unit of analysis is the brand tweet.  
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Table 2. Data Collection Details 

 High Involvement 
(Airlines) 

Mixed Involve-
ment (Big Box 

Retailers) 

Low Involvement 
(FMCGs) 

Observations (N) 192 tweets 592 tweets 430 tweets 

3.3 Coding Process 

A pair of independent coders analyzed all tweets from a single brand, i.e., a total of 
ten pairs of independent coders analyzed the tweets from all ten brands. The final 
coding scheme encompassed the typology of brand messaging content categories as 
well as codes for messaging strategy (transformational versus informational), media 
types (text only, includes URL, photo, and/or video), timing (date/time of post; 
date/time of first and last comment), and consumer engagement (favorites, retweets, 
replies-to, and hashtags).  

The overall interrater agreement across the 10 brands was .73 Cohen’s kappa 
(computed as the average from the Cohen’s kappa scores of each pair of independent 
coders), which is considered substantial agreement, noting that all 10 dyads’ interrater 
agreement was well above the 0.60 threshold for substantial agreement. Following the 
completion of the data coding process, face-to-face meetings were organized to dis-
cuss and reconcile any disagreements. After the entire dataset had been coded and 
reconciled, summary tables and graphs were constructed for each category of the 
coding scheme.   

3.4 Data Analysis 

In order to test our hypotheses, we used SPSS ANOVA—for pairwise comparisons 
between purchase involvement categories—and SPSS Regression—for analyzing the 
effects of media richness on consumer engagement.  

Due to the large differences in the number of tweets per category of purchase-
decision involvement and the high sensitivity of ANOVA to unequal sample sizes 
(Howell, 2009), we used SPSS Select Cases to randomly select an equal amount of 
tweets across all three categories of purchase-decision involvement as determined by 
the group of brands with the least posts, namely the high involvement brands (i.e., 
airlines; including Delta, KLM, and JetBlue) (N = 192). For SPSS regression, we 
used the full data set, i.e., without randomly selecting an equal subset of tweets per 
purchase-decision involvement category. Since the aim of the regression analysis was 
not to compare across brands but rather to assess the effect of media richness on con-
sumer engagement, unequal sample sizes do not pose a problem.  

For the regression of the different messaging components—strategy, content cate-
gory, and media type—we used the raw counts for likes, comments, and shares  
associated with each tweet, as well as computed an additional weighted dependent 
variable, social media engagement index on Twitter, which we define and calculate as 
follows:  
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Social Media Engagement Index on Twitter = .5*Σ(F) + 1*Σ(R) + 1.5*Σ(Rt)  
Where F refers to Favorites, R refers to Replies, and Rt refers to Retweets.  
The weighing of favorites, replies, and retweets, is based on the increasing level of 

cognitive involvement, exposure, and vulnerability (in terms of visibility in one’s own 
personal network) associated with each of these activities for the consumer.  

For the analysis of media richness, we additionally computed a compound media 
richness variable that encompasses the combined values for photos, videos, and/or 
URLs; i.e., a text-only post will have a media richness value of 0, a post that includes 
only one of these media types will have a value of 1, and a post that includes two or 
all three of these media types would have a value of 2 or 3 respectively.  

4 Findings 

In what follows, we will discuss the findings of our hypotheses testing as summarized 
in Table 3. 

With respect to messaging strategy—i.e., informational versus transformational 
messages—we analyzed the link between brand purchase-decision involvement and 
strategy and between strategy and engagement.  

First, a one-way ANOVA for brand purchase involvement on strategy reveals that 
there are significant differences between Airlines (M = .30, SD = .46), Big Box Re-
tailers (M = .27, SD = .45), and Fast-Moving Consumer Goods (M = .64, SD = .48) 
with Airlines and Big Box Retailers using significantly more informational messages 
(Welch test; p = .00). 

With respect to the content categories from our messaging typology, we analyzed 
the link between the level of abstraction of the messaging category and the richness 
vis-à-vis the set of media types used in a tweet. The results of the regression analysis 
showed that abstract messages are indeed significantly correlated with richer media  
(p = .00) supporting H3a. Interestingly, CSR (p = .03), Engagement (p = .006), and 
Product Awareness (p = .00) were significantly associated with richer media.  On the 
other hand, Seasonal messages (p = .008), which tend to be quite specific in terms of 
the ideas being communicated to the consumers, were associated with less rich media. 

In partial support of H2b, we found that product awareness tweets are indeed more 
likely to include photos (p = .00), but not URLs (p = .54), in order to support  
enhanced product recognition and recall.  

With respect to the effect of media richness on engagement—Hypothesis 3—we 
found a marginally significant effect of the former on weighted engagement (p = .089).  

Table 3. Hypotheses Testing 

Hyp. Specification P-Value Result 
H1a: Higher purchase involvement  Informational 

Strategy 
.00 Supported 

H1b: Lower purchase involvement  Transformation-
al Strategy 

.00 Supported 

H2a:  Abstract Content Categories  Richer Media  .00 Supported 
H2b: Product Awareness Messages  Photo/URL .00/.54  Partial 
H3:  Richer Media  Higher Engagement .089 Marginal 
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5 Discussion 

In this paper, we drew upon interdisciplinary theories from marketing, advertising, 
communication, and information systems to build a comprehensive framework. 
Amalgamating four constructs representing various components of a brand message, 
namely purchase involvement, messaging strategy, messaging content, and media 
richness, we aim to understand the effects of (i) purchase involvement on messaging 
strategy, (ii) messaging content on media richness, and (iii) media richness on con-
sumer engagement. Combining the various theoretical domains, we proposed and 
tested three sets of hypotheses, pertaining to each of these relations, using Twitter 
data from ten Fortune 500 companies across three industries, airlines, big box retail-
ers, and consumer packaged goods (CPGs). 

First, hypotheses testing—using both SPSS ANOVA and SPSS Regression—
revealed that brand purchase involvement significantly predicts the messaging strate-
gy employed by brands in their tweets, with high involvement brands using mostly 
informational messaging strategies and low involvement brands using mostly trans-
formational strategies. Second, our analysis of content categories showed that signifi-
cant relationships exist between the content of a brand tweet and the richness of the 
media type—text only, photo, video, or URL—included in the post. Specifically, 
abstract content categories are best combined with rich media in order to more effec-
tively communicate a brand’s message to the consumer. Also, product awareness 
messages are best combined with photos in order to reinforce product recall. Finally, 
we found marginal support for the hypothesis that the use of richer media result in 
higher engagement, thereby potentially underlining that creating a “fit” between con-
tent category and media type is more important than the media type per se.  

In sum, this study offers two main contributions. First by proposing and testing a 
multi-dimensional messaging framework, we aim to offer valuable and comprehen-
sive insights to both researchers and practitioners interested in social media market-
ing. We hope this framework will be useful for researchers in exploring additional 
social media platforms, also in exploring other relationships between the four compo-
nents—purchase involvement, strategy, content, and media type—of social media 
marketing, as well as in the importance of strategic fit among the components in order 
to establish high consumer engagement. Second, we hope that the proposed frame-
work can help managers better understand the diversity of messaging components and 
the potential for a very large number of variations available between these compo-
nents, as well as offer an analytical tool for assessing the nature of engagement asso-
ciated with each strategy and category. 
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