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Table 2 Effect of Picture-word Information on Consumer Engagement Behavior

XA RN REEY XAERNFH SR
FFC FFI FSI SFI SsC SSI SN
BENE 0.174 0.146  0.047***  0.054"** 0.155  0.047*  0.067** 0.057**
PHEHE 0.191 0.177  0.102*  0.077* 0.142  0.070°  0.083 0.040**
A& 68 48 64 74 64 60 62

ETUALI%H RARAKTE, A% RAFEAT, A% RFRKE, TR,



96 B BB (Journal of Management Science)

201841 A

- R R R A A, U SCfE B B
- RXRME .
RIAHAEAXFEEMHEEE - M XRNEW,
S LA R R AT S & R AR R S (B AE N
HTE, SEEXFEEN MM I EETAMEE,
L ANENEERIA, B 3L {E B X &S E NS
EREE W, F(3,254) = 3.990, p = 0.008, f§ # 3 0]
MOHEHMIARER, IR XARUSZ—EH
MERER SR RBRERASEREEYE, My =
0.441; BE R TR L ARUEZ A —H AT
RE KR, My =0.222, (88) = 1.776, p=0.079;
BERTHERLMS SCARR, My = 0.064, ¢(144) =
4.193, p=0.001; {0 5 T R B SCAFC LA & BV |
H( My =0.28D)FLEFHFAEE,0(108) = 1.242, p=
0.217, AW FRINAXZH T AR &8
BARE BEXFENEA —HHESIBHAEEL X
ENMBEEHBESEEL S BEHELHEL, &
R E A R R AR . 2B, AR R
MrRIG &M - MR EES AN EHEAENRE
B EAXGEMNGH -HBEEEEFARERE W,
F(3,254) = 3.086, p=0.030, B3 & 3 7] 1, By g &Y S A
LS 2 NE—BR S BB B R 7 % o B - IR 2%
# FE B 0 B2 T RO e K, My = 0.452; B3 K T Ik
MYARUESZA MM BRAEFER, My, =
0.229, 1(108) = 1.766, p = 0.080; 41 & & J F I fig &
AL R, My = 0.012, ¢(144) = 4.255, p=0.001; {2
SR CARUHLSHNERERMEERAR
E My =0.250, t(124) = 1.427, p=0.159, RF F &
WY 55 B9 TR, 3 9% 3 B4R O B AR T AR i T BB AU S0 A
[0 i Il (S P o SURale ol TR |- a1 R
ARG ATFR, SRS -EREESLAR
KT X GMITCHELL™ W BF S 45 5 — 3, B 5
7= il TG 5% 1Y PR R B O T 25 BE 4 A B A R X A R Y
FTHEHASE. B, hERXARUESBMER 5T
REAXARLSZ —HNBAUREFHELERFAR
BE.
UXANAENE S BN, BICE B &M EE
HA BELW, F(3,254) =3.022, p=0.030; X § i -
HUEEBAEEL W, F(3,254) =3.223, p=0.023,
BHEIWVH, W REEERETNS, SR AR

RERUE K % & he B 35 MR T RN B R, M, =
0.297; B AT oLBA AR, My = 0.011,
1(144) = 2.843, p=0.005. H 5 LB X AU 5 Z
—F WS RE R tt%ﬁﬁxi%;ﬂ{sx=
0.198, t(136) = 0.954, p = 0.342; 5 3 £ & 3 A g L
HZA-HMucBEREA ML ERBAREE,
My, =0.241, £(139) = 0.556, p=0.231, % i it — 35 %
HFHEBEMS SR ARUBRERE R (M,
=0.405) X fH A2 - HREEBWRERAMRN BEFLXRT
B AR, My, = 0.048, 1(133) =3.150, p =
0.002; H5HH 2B U ARUSEZ BT sBE R
BB EER, My = 0.266, $(136) = 1.135, p =
0.258; 5HGBRXARUSZA—HMWt&BE R
KA BEREER, M =0.241, 1(130) = 1.204, p =
0.231, AL X ARA AP SR , HHEXN TFRE
BMMESHERNHA AR, Wk, L&A
BEWERIEZ AR THEEANE DY EAMS L HEX
BB, W EER A S o x4 B S0 A 5 i B
FEAETM, R TR E R S53XARE— B, #%#
EHBETEBRIRNFE M L. B4 & R84
UThRERE R BB E A EZ S RMAXY
BRFBELBEFENER, SREU—FHA—
HAHSBERHL, XFHEREUAEE,

LRt O, B SCE BT G E RS
-HREEBERAREY W, NN X ARUSZ
— B0 I BB B PR R 4 U SO A i A T B U R A
HbEXFEN SR EEMAME - HREEEN
RAMGBR, BEHESHAHMBERAZEHHER
Hk B, B I H, FH, 15 2] 5 5k .

3 H%ig

FHREARTEXFEEL AN /E LT
ATERE - BMXROREE. HREREW, 5
XARBAAREE, IR XA S Z —3H
MM EEEBESHHEREZRNITLR, B
FEZTIREBSUAR Lk & B & R 7% =X 0 2 fE Y 48
XARX , HENME AR S ZA —BH I
BEKFRABA BEER, X5 TUCKER™ # & #1 4
HOAMAEMRERODSHEHBELHZEFARFE
6] # 5 K & 5 (EL X I 38 & - R OC R B9 WE iR A

R BANERHNHEE -ERXANER
Table 3 Effect of Picture-word Information on Consumer-brand Relationship
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Abstract ; With the rise of social media, companies treat social media as the principal channel to be engaged with consumers and
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build long-term relationships. However, little is known about how firm-generated content impact consumer engagement and their
relationships with brands? The main form of firm-generated content over social media is copy combining with pictures, about
which the combination forms and effects are unexplored. Based on prior studies, image and copy content can be classified as
functional ( information related directly to the product, brand, or company, which is helpful for increasing consumer knowledge a-
bout product, brand or company) and social( information that is not associated with any direct marketing efforts, but gets con-
veyed on a social level, with the purpose of satisfying consumers’ emotional needs and fostering bonds between the brand and
consumers ) .

Based on picture-word congruency theory, interaction theory and consumer-brand relationship theory, this research proposes
hypotheses on the effects of combination forms of picture-word information on consumer engagement behavior and consumer-brand
relationship. To test the hypotheses, the research uses between-group design and an quick response code to recruit real consum-
ers to participate the experiment on one’s mobile phone. The ANOVA results show that when copy is functional , compared to so-
cial image or copy only, functional image has a larger impact on consumer engagement. Counterintuitively, there is no significant
difference between functional copy combined with congruent or incongruent functional image. When copy is social, functional im-
age has a larger impact on consumer engagement. The effects of picture-word information on consumer-brand relationship is vari-
ous. When copy is functional, a congruent functional picture has a larger impact on consumer-brand relationship, with a non-sig-
nificant difference with social picture. When copy is social, there is no big difference between functional image and congruent or
incongruent social image. The results indicate that consumers’ information processing strategies and attitudes in social media set-
tings are quite distinet in print media settings.

This study is initial systematic attempt to test explicitly the impact of picture-word information on consumer engagement and
consumer-brand relationships. The findings enrich the understanding of social media advertisings on consumer engagement behav-
iors, These findings have important implications for firms' social media marketing strategies.
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