

  
    
            
        
      
      
        
          
        

        
          
            
          
        
        
          
            
              
                
              
            

            
              
                
                  Äskettäin haettu
                

              

                
                  
                      
                      
                        
                      
                  

                
              
                Ei tuloksia
              

            

          

          
            
              

                
              
            

            
              
                Tags
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ei tuloksia
              

            

          

          
            
              
                
              
            

            
              
                Asiakirja
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ei tuloksia
              

            

          

        

      

    

    
      
        
          
        
      
              

                        
  
  

                
            
            
        
        Suomi
                        
          
            
            
              
                Koti
                
                  
                
              
              
                Koulut
                
                  
                
              
              
                Aiheet
                
                  
                
              
            

          

        


        
          Kirjautunut
        
        
        
        
        
          

  





  
    
      
      	
            
              
              
            
            Poista
          
	
            
              
              
            
          
	
            
              
                
              
              
            
          
	
          

        
	Ei tuloksia


      
        
          
        
      
    

  







  
        
        
    
                
            
                
                    
    	
                                    
              Koti
            
            








	
                          
                
              
                        
              Muu
            
            


                    Engagement
                

                                    
                        In document
                        
    Visual brand communication and user engagement on Instagram
                        (sivua 33-37)

                    

                            
            
                                                                                        2 VISUAL BRAND COMUNICATION ON INSTAGRAM

                                                                                                2.2 Social media

                                                                2.2.3 Engagement

                                
                    Different researchers have defined the term engagement differently, and there has not been an 
 agreed definition among researchers on the term. Jeffrey Graham, the executive director of the 
 New York times described the situation very well by saying “Engagement is like love – everyone 
 agrees it’s a good thing, but everyone has a different definition of what it is.” However, in this 
 research context, engagement is referred to Instagram users liking, sharing, following, 
 commenting and lurking brand content in the platform.  


Thanks to the incredible technological developments, companies can gather a massive amount 
of data about the behavior of their customers on Instagram. This also means that brands can 
track and measure the previously mentioned actions on Instagram considered as engagement. 
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 Most of the brand usually use these metrics in measuring their return on investments (ROI) and 
 the success of their Instagram activities. However, most of these  companies do not take a 
 moment to comprehend why certain posts on the platform are driving engagement than the 
 others.  


The ability to gather data on customers on Instagram, gives companies a massive advantage to 
 analyze their customer behavior. This means they can be able to know which content their 
 customers prefer to engage with the most. This then gives them an opportunity to adjust and 
 optimize their content according to the analytics and data they have, making them more relevant 
 to the customers’ minds and a better chance to build relationships with them due to the increase 
 in value they will deliver to them. Staying relevant to customers usually leads to an increase in 
 word of mouth, brand advocacy and positive attitude towards the brand.  


Customers engaging with a brand’s content on Instagram does not necessarily mean a good 
 thing always. Social media has given customers freedom to express their feelings freely about 
 brands also given them access to read and share what other people say about brands. For 
 instance, if a brand makes a mistake and shares provocative content the customers can put 
 negative comments and share the content to others. This can damage the reputation and the 
 brand image very easily, even though in this situation the customers would be engaging with 
 the brand content by sharing and commenting, it will cause a negative impact to the brand in the 
 long run. 


Instagram has grown to become a very big factor to consumers not only as a source of 
entertainment but also as a determinant factor when making purchase decisions. Customers go 
to Instagram to search for more information about a brand and a product they want to purchase 
by looking at the engagement. For instance, if a customer wants to buy Nike Air Max shoes, 
they might go to Nike´s Instagram page with the Nike Air Max shoes post and read on the 
comments on what other users are saying about the shoes. The comments of what the users are 
saying about the brand and the shoes will affect the customer´s buying decision. This shows that 
engagement on Instagram can also affect purchase decisions.  
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 Customers can interact with brand content at different levels and different forms of engagement 
 have different value levels (de Vries et al. 2012). For instance, if a user comments on a post on 
 Instagram, it is more valuable than a user who only like the post since relevant comments give 
 more insights on the customer (Goncalves, de Fatima & Mateus 2014). Sharing is seen as the 
 most valuable kind of engagement since it increases the reach which the message receives 
 (Peters et al. 2013). However, all these kinds of engagements do not matter if the brand message 
 or image used does not create a lasting and continues effect on the user (Hanna et al. 2011; Solis 
 2011).  


Another form of engagement in called lurking, this means that the customer interacts with the 
 brand’s content, but they do not like, share, comment or follow the brand. There are different 
 reasons why users might choose to be lurkers for instance, shyness to participate publicly online, 
 value anonymity, no time to participate.  Most lurkers usually engage with content for 
 information gathering (Chen & Chang 2013), curiosity (Scheider et al. 2012) and entertainment 
 purposes (Heinonen 2009) and may in the long run evolve to like, comment, follow or share 
 content once they feel they have gathered enough knowledge and can contribute to an ongoing 
 discussion (Chen & Chang 2013). This means lurkers form quite a significant audience and need 
 to be considered when measuring the success of Instagram activities by a brand.  


It can be very hard and complex for companies to determine the accurate level of engagement 
their content has on Instagram. Even though the above metrics indicate engagement level, they 
do not always indicate the real level. For instance, the number of followers following a brand 
does not mean that all the followers are engaged with the brand´s content. Therefore brands 
should not only rely on the above metrics to show engagement levels but also include and 
consider other aspects for example looking at the change in brand mentions that a brand receives 
per follower as well as interaction among a group of followers (Peters et al. 2013)  
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 2.3  Visual Communication on Instagram and User Engagement.  


This section combines and looks at the relationship of all the different elements discussed in 
 visual communication and social media to allow integration into a theoretical framework shown 
 in Figure 1. Images usually tells more than what texts does, hence the reason why companies 
 are constantly using images to convey their brand massages to consumers (Alice 2016). Due to 
 the popularity and visual nature of Instagram, most brands utilize this platform as the go to place 
 when they want to convey brand message(s) to its audience (Maryam 2019).  With Instagram, 
 they can use both videos and picture to convey their message.  


For visual brand communication to occur, brands curate image(s) in which the desired message 
 is usually encoded in. These images are infused with different subjects and visual elements 
 inside it to create something that will be understood (Smith et al. 2005).  and hopefully arouse 
 emotions and interests of the viewer (Todd 2017). Thereafter, the image is posted on Instagram 
 for the target audience to see and hopefully engage with it.  


When a user gets to see the brand image on Instagram, they immediately try to read, interpret, 
 evaluate, and make of the information embedded in the brand  image  (Fahmy et al. 2014). 


However, since visual literacy is an ability and or a skill, different people read, interpret, and 
 evaluate images differently (Association of College and Research Libraries 2011). The different 
 subjects and visual elements infused in the image result to development of emotions in the 
 viewer which are regarded as aesthetic experience (Datta et al. 2009). Aesthetic experience is 
 also different in different people due to cultures  and  subconscious preferences on what is 
 considered beautiful among people (Bao et al. 2016). These two aspects, visual literacy and 
 emotions will affect how a user will decode and interpret the message embedded in the image.  


After the user has decoded and interpreted the image, that is when visual communication has 
occurred. Depending on how the image has affected the user, it will determine whether the user 
will engage with the image or not. 
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