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ABSTRACT

Althoughbusinessandresearchersacknowledgetheimportanceofsocialmedia,littleresearchhas
been conducted to explore what attracts people to follow brand Twitter accounts. This research
attemptstoachieveananalyticalunderstandingofthefactorsthatcontributetobrandTwitterfollower
countbasedonsocialnetworkandcommunicationtheories.Usingdatafrom346Twitteraccounts
spanning48industriesand31countries,theauthorsfoundthatthequalityandquantityoftweets,
aswellassociallearningofbrandTwitteraccountsarepositivelyrelatedtobrandTwitteraccount
followers;contrarytopopularbelief,theuseofhashtagsandlinksandinteractivitywithusersare
notpositivelyrelatedtobrandTwitteraccountfollowers.Thestudyisamongthefirsttoinvestigate
whatattractsbrandTwitteraccountfollowers,whichoffersimportantstrategicrecommendationsfor
brandsocialmediamanagersonhowtomanagetheirsocialmediaaccounts.
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INTROdUCTION

The era of social media has afforded new communication channels for businesses in attracting,
developing,andmaintainingcustomers(Li,Berens,&Maertelaere,2013;Wamba,Akter,Bhattacharyya
&Aditya;2016).Socialmedia,i.e.,theInternet-basedapplicationsthatallowthecreationandexchange
ofuser-generatedcontent(Kaplan&Haenlein,2010)hasgainedstrategicimportanceasapowerful
newformofelectronicwordofmouth,reportedbeingapproximatelytwentytimesmoreeffective
thanmarketingeventsandthirtytimesmoreeffectivethanmediaappearances(Trusov,Bucklin&
Pauwels,2009).Researchfoundthatfollowersofbrandonsocialmediahavehighertrustandbrand
identification(Kim,Sung,&Kang,2014;Maldonado&Sierra;2016;Díaz-Díaz&Pérez-González;
2016),aremoreloyaltothebrand(Laroche,Habibi,Richard&Sankaranarayanan,2012;Laroche,
Habibi&Richard,2013),havehighercustomerpurchaseintentions(Goh,Heng&Lin,2014;Kim&
Ko,2012),buymorefrequently,andaremoreprofitable(Rishika,Kumar,Janakiraman&Bezawada,
2013).Socialmediaengagementsalsoenhancebrandequity,relationshipequity,andvalueequity
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(Kim&Ko,2012;Yu,Duan&Cao,2013).Twitter,amicrobloggingandsocialnetworkingservice,
inparticular,isnoteworthy.Launchedin2007,Twitternowhas330millionmonthlyactiveusers,
500milliontweetsperday,and80%usersonmobile(asofSeptember2019).Twitterhasbecome
thesocialplatformofchoiceforbrands’customerengagement,with413companies(83%)ofthe
Fortune500activeonTwitter(Barnes&Andonian,2014).

Althoughbusinessandresearchersacknowledgethestrategicimportanceofsocialmedia,little
research has been conducted to explore what attracts people to follow brands’ twitter accounts.
Followercount isakeymetric forsocialmediamarketingas it isTwitter’smostbasiccurrency
(Hutto,Yardi,&Gilbert;2013).Thefollowersformanaudiencetothebrandandprovidethebrand
accesstoanetworkofsocialties,resources,andinfluence(Huttoetal.,2013).Mostpriorresearch
hasaddressedbrands’Twitterfollowersfromeitherthebrandrelationshiportheneedsatisfaction
perspective.ResearchreportedthatusersfollowabrandonTwittertoengageinthebrandcommunity
(Phua,Jin&Kim;2017),orasaresultofbrandattachment(Chu,Chen,&Sung;2016).Yang(2011)
arguedthatbyfollowingabrand’sTwitteraccount,individualsfulfillthesenseofbelongingand
citizenship.Zhu&Chen(2015)thoughtthatindividualsseekself-esteemandrelatednessbyfollowing
brandsonTwitter.However,theseresearchesarefromafollower’sperspective,i.e.,whatfollowers
needandwant.Mostofthemhaveusedpsychologicalmeasuresasthedependentvariable,rather
thanactualfollowercounts.Furthermore,littleresearchhasexploredthefeaturesofbrandactivities
(e.g.,interaction,frequencyofposting)andtheirimpactonfollowercounts.

Afewscholarlyworkshaverevealedsomepreliminaryfindingsregardingfollowercountfrom
theaccountactivityperspective.Huttoetal.(2013)reportedthatmessagecontent,socialbehavior,
andnetworkstructurecouldpredictfollowercountsforTwitteraccounts.Unfortunately,theresearch
wasonlygearedtowardindividualTwitteraccounts,notbusinessorbrandaccounts,withnobrand-
relatedvariablesinthemodel.Levine,Mann&Mannor(2015)foundthatlearningactivelyonline
canprovidedeeperinsightsintohowtoattractfollowers.Stevanovich(2012)arguedthatengaging
users,developingrelationshipsandcompellingcontentarekeycomponentsofsuccessinsocialmedia
discourse.Mueller&Stumme(2017)exploredhowuserprofilesonTwitteraffectfollowercounts.
Despite thesepioneerworks,nocomprehensiveresearch that integratesboth thecommunication
perspective and social network perspective has been conducted specifically on business Twitter
accounts.Thispaperattemptstoachieveananalyticalunderstandingofthefactorsthatcontributeto
thenumberoffollowersforbrandsonTwitterbasedonanintegrativemodelencompassingboththe
communicationperspectiveandsocialnetworkperspectivewithacomprehensivesetofvariables
selectedbasedonsoundtheoreticalframework.Specifically,weseektoexaminehowGrice’sMaxims
ofcommunication,sociallearningandsocialinteractivitycontributetobrands’twitterfollowercounts
andpresentstrategicrecommendationsforsocialmediamarketingmanagers.Ourresultshighlight
theimportanceofqualityofthetweets,tweetpresentation,tweetfrequencyandsociallearningto
followercounts.

Thisresearchcontributestotheliteratureintwoways.First,forpractitioners,thenumberof
followershaslongbeenusedasamainperformanceindexforsocialmediametrics(Adweek,2011).
However,mostoftheresultsarefromtradejournalsorbloggers,whileacademicresearchthatisbased
ontheoryandempiricallytestedislittle.Thus,thisresearchhelpstoclarifythequestionofhowto
attractTwitterfollowersforbrandsmanagingtheirTwitteraccounts,andgivesaclearpicturetobrand
socialmediamanagersaboutwhattodobasedonatheory-guided,andempiricallyvalidatedresearch.
Second,theoretically,thisresearchcontributesbyintegratingresearchfromboththecommunication
perspectiveandthesocialnetworkperspectivetodevelopandtestatheoreticallyandempirically
drivenmodelofcontributingtobrands’Twitterfollowercounts.Bygroundingourmodelintheories
ofcommunicationandsocialnetworks,wehighlightthesignificantroleofqualityandquantityof
Tweets,thepresentationofTweetsfromthecommunicationsperspective,andsociallearningfrom
thesocialnetworksperspectiveaskeydriversofTwitterfollowercounts.
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