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	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	 	ABSTRACT 

Social media has profoundly changed our lives and is having a major impact on 

marketing today. This research is motivated by the tremendous growth of a social 

computing platform, Facebook. Besides, the co-creation concept leads to a rebirth of 

customer loyalty. Customers, in other words, can get involved at just any stage of the 

value chain. We aim to apply the co-creation concept in the Facebook fan page to ex-

plore what and how co-creation in social media marketing is effective.  

Our study has collected data from Taiwan’s Government research institute – In-

stitute for Information Industry. The results of our findings show that the co-creation 

level in the Facebook marketing campaigns can truly increase brand’s performance. 

In detail, we found that kind of information and form of exchange are more likely to 

increase the brand’s awareness. Type of user created content is more likely to increase 

the brand’s engagement while way of advocacy is more likely to decrease the brand’s 

engagement. In addition, co-creation level is more significantly related to campaign’s 

performance when the fans are over (or equal to) 25 years old, and is more signifi-

cantly related to campaign’s performance when the fan page has more fans than oth-

ers. 

 
 
Keywords: Facebook fan pages, marketing strategy, co-creation 
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CHAPTER 1. INTRODUCTION 

Social media has profoundly changed our lives. According to Gallaugher & 

Ransbotham (2010), social media currently account for nearly a quarter of user online 

time, ranking well ahead of gaming (10%) and e-mail (8%). As a result, social media 

are fundamentally changing interactions between firms and their customers. Recently, 

many companies have begun using social media identity (e.g., Facebook fan pages) to 

enhance brand attractiveness, and social network sites have evolved into social utility 

networks, thereby creating a number of promising business opportunities (Lu & Lin, 

2011). 

 

This research is motivated by the tremendous growth of a social computing plat-

form, Facebook. Currently, Facebook has 50 million fan pages, and each user likes 40 

pages on average (Duggan & Smith, 2014). The main reason that users join a Face-

book fan page is to receive more information about the product provided by the com-

panies. Similarly, companies are likely to benefit from using Facebook fan pages as a 

marketing channel to approach potential customers. For example, Kambil, Friesen, & 

Sundaram(1999) conducted an experiment with Starbucks, following the in-store 

purchasing behavior of Starbucks’s Facebook fans. The result was that those who 

were exposed to Starbucks’s messages visited Starbucks and purchased 38 percent 

more often than those who were not exposed to such message (Koetsier, 2012). 

 

However, while 92 percent of marketers said that social media was important to 

their business, only about 37 percent agreed they are able to measure their social ac-

tivities. At least 89% of marketers want to know the most effective social tactics and 

the best ways to engage their audience with social media (Stelzner, 2014). For Face-

book fan pages, marketers want to know what kind of content they provide can attract 

their loyal customers, or even potential customers more effectively. 

Combining co-creation concept into the Facebook fan page design may be a so-

lution. As the generation goes into Web2.0, more and more people discuss about the 

co-creation concept. Co-creation leads to a rebirth of customer loyalty, a fragile con-

cept in a world where customers are only a mouse click away from a better deal. 
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Customers, in other words, can get involved at just any stage of the value chain 

(Kambil, Friesen, & Sundaram, 1999). With social media, marketers can turn cus-

tomers into “employees” possibly. As an example, a campaign through Facebook of-

fered a free cup of coffee to those who said they voted in the November 2008 U.S. 

Presidential election. Starbucks sent messages to fans and placed Facebook ads, cre-

ating an initial awareness of the campaign. Promotions on Facebook invited users to 

indicate that they voted and intended to drop by Starbucks for a free cup of coffee. 

Each confirmation then virally spread into the news feed of each confirmer’s friends, 

allowing new users to opt in to the campaign and further spread the word. By the end 

of this campaign, over a quarter of a million users planned to visit a Starbucks store, 
generating over 83 million viral impressions within Facebook (Grönroos, 2000). 

To our knowledge, few studies discuss the effectiveness of Facebook fan page 

marketing strategies with the co-creation concept; therefore, this study aims to ex-

plore what and how co-creation in social media marketing is effective. The results can 

provide some guidelines for developing a social media marketing campaign with 

co-creation activities. 

Our study collects data from Taiwan’s Government research institute - Institute 

for Information Industry(III), which has already collected almost 3290 Facebook fan 

pages data in Taiwan (by 2014-10-31). The following questions will be investigated: 

(1) Is the higher co-creation level that the company provides in its marketing 

campaigns, the more effective that marketing campaign is? 

(2) Is there any moderator that has significant influence on the impact of 
co-creation levels of marketing campaigns? 
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CHAPTER 2. LITERATURE REVIEW 

Our study aims to develop a framework for designing social media marketing 

campaign, mainly on Facebook fan pages. First, we review the literature that discuss-

es how to categorize different types of advertisements in social media, and we found 

that existing categories cannot properly express how to design a social media cam-

paign from the co-creation concept. Second, we review relevant literature about 

co-creation concept and how to apply the concept to marketing campaigns, making it 

fit to the context of social media marketing. At last, we discuss how to measure im-

proved responses from consumers on Facebook fan pages. 

2-1 The classification of social media marketing campaigns   

Companies launch social media activates for different purposes, which can be 

divided into diverse categories. According to Bernoff & Li (2008), there are five pri-

mary ways for companies to use social media: research and development (listing), 

marketing (talking), sales (energizing), customer support (supporting) and operations 

(managing) (Table2-1). 

 

Table 2-1: The explanation for five usages of social media (Bernoff & Li 2008) 

Category Definition Example 

Listening Gaining insights from customer and using 

that input in the innovation process 
-Brand monitoring    

-Research communities 

Talking Using conversations with customers to pro-

mote products or services 
-Blogs                  

-Communities               

-Video on user-generated sites 

Energizing Identifying enthusiastic customers and using 

them to influence others 
-Social networking sites      

-Brand ambassador programs 

Supporting Enabling customers to help one another solve 

problems 
-Wikis                    

-Support forums 

Managing Providing employees with tools so that they 

can assist one another in finding more effec-

tive ways of doing business 

-Wikis                     

-Internal social networks 
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Another common way to categorize social media campaign was based on Li & 

Soonius (2012). They explained that company conducts Facebook campaigns for sim-

ilar reasons, and they further distinguish twelve campaign categories: news, history, 

corporate social responsibility, contest, winners, albums, promotions, recruitment, 

co-creation, likes, polls, and questions (Table 2-2). 

 
Table 2-2: Li & Soonius’s (2012) campaign categories  

Category Definition 

News Campaign that contain a message about the company, its website, or its 

achievements 

History Campaigns that include historical faces about the company 

CSR Campaigns that focus on corporate social responsibility 

Contest Campaigns that offer users the chance to win a prize with monetary val-

ue 

Winner Campaigns that announce the winners of these contests 

Album Campaigns that include an album of photos 

Promotion Campaigns that include price chances and advertisements 

Recruitment Campaigns that focus on attracting new employees 

Co-creation Campaign that use fans to co-create products or services 

Like Campaign that focus on getting likes and include the word LIKE in the 

campaign 

Poll Campaign with predetermined answer 

Question Campaign with open questions 

 

However, the above ways to categorize social media marketing campaigns can 

only suggest marketers that there are various kinds of campaigns they can do, but 

cannot clearly tell them how to do it. Besides, although Li & Soonius have mentioned 

that co-creation is a kind of campaign category, they didn’t define clearly how 

co-creation concept could apply in Facebook. 
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2-2 Co-creation via social media 

The term co-creation has been established to denote special methods and strate-

gies applied by firms to engage customers and users into their innovation process 
(Prahalad & Ramaswamy, 2004). Customer’s co-creation can be described as a set of 

methods that establish an active, creative and social collaboration process between 

company and customers in the context of new product development (Roser et al. 
2009). It denotes a paradigm shift from a manufacturing-active paradigm to a cus-

tomer-active paradigm (Hippel, 2005). 

 

At the same time, a similar paradigm shift has taken place in information and 

communication systems: from broadcast to social media (Kietzmann et al.2011). The 

term social media denotes highly interactive platforms via which individuals and 
community’s share, co-create, discuss, and modify user-generated content (Kaplan & 

Haenlein, 2010).  

 

In addition, co-creation concept can not only apply in product or service devel-

opment, but also can apply in marketing. According to Debora V & Prashant (2013), 

an increasing number of companies seek to involve consumers in the creation of ad-

vertising messages. In some cases, consumers generate the concept of the ad, which 

an ad agency then produces; in others, the consumer is asked both to create and to 

produce the ad. These user-generated videos can then be broadcasted on television 

and distributed online on the company's website and on a variety of video-hosting 

sites and social media outlets. 

 

Social media have been used by large and small firms to improve their internal 

operations and to collaborate in new ways with their customers. For companies, value 

comes not from the platform itself (which is the source of revenue for the platform 

provider) but from how a particular social media platform is used and from the infor-

mation that is created and shared on these platforms (Culnan et al.2010). Thus, in this 

research we are interested in exploring what and how a company can apply 

co-creation concept to improve the performance of their social media marketing 

campaigns.  
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According to Piller , Vossen , & Ihl (2012), customer co-creation is defined as an 

active, creative, and social collaboration process between producers and customers in 

the context of new product development. In this research, we aim to distinguish dif-

ferent co-creation modes regarding with how customers can contribute to innovative 
activities of the firm. A conceptual typology of customer co-creation shall help to 

structure the relationships and ties between firms and customers in the innovation 

process. Since co-creation requires the efforts from both companies and customers, 

the dimensions should capture the company-specific and customer-specific factors 

that can enhance co-creation levels. We will discuss the components of the 

co-creation concept in social media campaigns below. 

 

2-2-1 From company side: 
 

Kind of information 

The first dimension of our typology from the company side is based on the kind 

of information that shall be provided by firms. Based on Yi (2013), firms’ important 

co-creation activities include information seeking, information sharing, helping, and 

feedback. Thus, the more information provided, the more involvement of firms in 

co-creation activities.  

 The kind of information provided by firms is important to customers because 

information reduces uncertainty and thereby enables customers to understand and 

control their co-creation environments (Morrison, 1993). Better access to sufficient 
need-related information is increasing the effectiveness of the innovation activities. 

(Piller , Vossen , & Ihl , 2012) 

Companies can use social media to co-create content with customers for brand-

ing or promote new products if they lunched a campaign. Moreover, in social media 

marketing, companies can co-create value with customers when the product or service 

is already available in the market. Also, they can co-create value when the product or 

services haven’t been available in the market if they have technological information 

such as information about how to apply a technology to transform customer needs in-

to new products and services best. (Gallaugher & Ransbotham, 2010).  
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The more information companies provide, the more possible it is for customers 

seek relevant information, the more scope they can develop the creativity, and the 

higher that co-creation level is. 

 

Form of exchange 

The second dimension of our typology is form of exchange - builds on the incentives that drive 

external actors to participate in a firm- driven innovation activity. Form of exchange describes 

the incentives that drive external actors to participate in a firm-driven innovation ac-

tivity. Remember that co-creation is a voluntarily form of firm-customer-customer in-

teraction. Hence it has to be motivated by dedicated incentives so that potential par-

ticipants are willing to engage in a co-creation offering. Earlier research has been 

shown that customers are either motivated by extrinsic benefits (money, recognition, 

reputation) or intrinsic benefits (social status, task fulfillment, altruism) (Füller 2010). 

Building on Fiske’s relational theory (1992) and a conceptualization of markets by 

Heyman and Ariely (2004), there are lots of methods which rely on econom-
ic-exchange relations (by offering monetary incentives) or methods in "social market" 

that rely on social-exchange relations (by offering non-monetary awards). 

To sum up, the more incentive that company provides, the more possible that 

customers join the campaign and the higher quality of content they may create. 

 

2-2-2 From customer side: 
 

In the customer side, we focus on two customer efforts in co-creation. User gen-

erated content and advocacy.  

Type of UGC (User-Generated Content) 

According to Piller , Vossen , & Ihl , (2012), user-generated content is the core 

activity in co-creation. Today, best-in-class companies are empowering their custom-

ers to take on a central role in growing their brands- as advocates, storytellers, and 

co-innovators. User-generated content (UGC) is likely the next hot trend in marketing 
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(Brown, 2014). Taking Starbucks as an example, they are quickly realizing that in or-

der to achieve a deeper level of  

customer engagement and brand loyalty, they need to humanize their brands by 

connecting with customers at a personal level. So they launched a global campaign 

called “Meet me at Starbucks “- featuring a collection of authentic customer stories. 
They are capturing real stories from real people and weaving them into their market-

ing campaigns (Brown, 2013). 

Nowadays, there are various campaigns that encourage customers to become a 

content generator, thus making co-creation level higher. 

 

Way of Advocacy 

In social media marketing, marketers put lots of effort to trigger customers to 

share the event on customers’ own channel, so that their friends would also notice the 

event and the company can get high exposure. Through sharing information with the 

company, customers can ensure that the company provides the service that meets their 

particular needs. (Ennew & Binks, 1999).  

 
Advocacy refers to recommending the business to others such as friends or fam-

ily (Groth, 2005). Advocacy through positive word-of-mouth is often an indicator of 

customer loyalty, and it contributes greatly to the development of a positive firm rep-

utation, promotion of the firm’s products and services, higher service quality evalua-

tions, and increase in the customer base size (Bettencourt, 1997). To design social 

media marketing campaign via Facebook, it is a common way that marketers make 

customers share the campaign on their timeline, more importantly – tag their friends, 

to show whom they exactly recommend to. 

 

In summary, we conclude co-creation factors that consider both company side 

and customer side and make it fit into the context of social media marketing campaign. 

We focus on four dimensions: the kind of information that company provides, the 

form of exchange that customer can receive if they join the campaign that company 
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provides, the type of user-generated content that customer to create, and the way how 

customer advocate to their friends or family.  

2-3 The performance of customer engagement of Facebook fan pages.  

Hoffman & Fodor(2010) proposed that managers consider not only short-term 

goals such as increasing sales in the next month via a social media marketing cam-

paign or reducing costs next quarter due to more responsive online support forums, 

but also the long-term returns of significant customer investment in social media. The 

customer investment is defined as the following:” It is customer motivation to use so-

cial media and then measure the social media investments customers make as they 

engage with the marketer’s brands.”  

 

Based on this point of view, Hoffman & Fodor(2010) proposed that brand 

awareness and brand engagement can be used to measure the performance of social 

media. Brand awareness means that company gains increased exposure to its brand 

every time a customer encounters the company campaign. Brand engagement is high-

ly related to whether customers are willing to participate in the social media cam-

paigns. While Hoffman & Fodor(2010) listed metrics that measure the performance of 

social media in general, we find relevent measures in the facebook fan page admin-

istration panel. We summerize these metrics in Table 2-3.  

 

Table 2-3: The metrics of social media performance and corresponding measure on 

Facebook. 

Metric Description Corresponding measure 

on Facebook 

Definition 

Brand 

awareness 

Number of 

impressions 

Total fans The number of fans of the fan 

page. 

Brand en-

gagement 

Number of 

talking 

Life time talking about 

the fan page 

The number of people who is 

talking about the fan page. 
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  Fans characteristics 

 

 

 

 

Age 
 

Fan page characteristics 

 

 

 

 

Popularity 
 

CHAPTER 3. RESEARCH FRAMEWORK 

3-1 Research framework 

We develop our research framework based on the existing literature, as shown below 

(see Figure 3-1). We aim to identify marketing campaign based on their co-creation 

level and propose that the higher co-creation level can enhance the performance of 

Facebook marketing campaign. Therefore, in this framework, we will examine (1) the 

impacts of different levels of co-creation of marketing campaigns on Facebook fan 

page. Furthmore, we will investigate (2) whether customer characteristics like age of 

customer or popularity of Facebook fan page popularity have significant moderating 

effects in the research. We will discuss in detail each research hypothesis in the fol-

lowing sections. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3-1: Research Framework 

 

 

Overall performance with  

marketing campaign 

 

Moderating effects 
 

Social media marketing campaign 

‘s components with 

Co-creation concept 

 

Information seeking 
o-creation concept 

Kind of information 

Form of exchange  

Type of UGC 
Way of advocacy 

Brand awareness  

Brand engagement 
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3-2 Hypothesis 

3-2-1 The relationship between co-creation levels of marketing campaigns and 
the campaigns’ performance 
 

From the service-dominant logic perspective, a market offering is attractive if it 

captures its value-in-use (Vargo & Lusch, 2004). The true value of a market offering 

can only be evaluated through the lens of the customer. The focus is not on the market 

offering, but on the customers' value creation processes, in which value for customers 

emerges (Grönroos, 2000;Moeller, 2008). 

 

Moreover, according to Kristensson (2007), involving users as co-creators during 

new product development produces ideas that are more creative, more highly valued 

by customers, and more easily implemented. Such customer co-creation during inno-

vation processes appears to have become increasingly popular in recent years (Vargo 

& Lusch, 2006).  

 

As we mentioned before that brand awareness means that company gains in-

creased exposure to its brand every time a customer encounters the company cam-

paign. We think that if the company provide co-creation mechanism in the campaign, 

the customer may have a chance to provide fun or useful content during the campaign 

period, the qualified content may spread out via word of mouth, and then get other 

people’s awareness.  

 

Besides, brand engagement is highly related to whether customers are willing to 

participate in the social media campaigns. We think that if the company provides 

co-creation mechanisms in the campaign (such as a game or a competition), rather 

than just telling them the basic information (such as when will be a discount), cus-

tomers should be more engaged in the brand via actively participating in the campaign. 

Thus, our hypothesis is formed as follows: 

 

H1: The campaign’s co-creation level will be positively associated with brand 

awareness. 

H2: The campaign’s co-creation level will be positively associated with brand 

engagement.  
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3-2-2 The moderating effects of fans and fan page characteristics on attributes of 
co-creation level 

 
Fans characteristics 
 

Age. 

Older people spent less time on Facebook; they had fewer Facebook friends, and 

generally did less of everything on Facebook than younger people did. During the 

time that older people are on Facebook, however, they are more likely to be interact-

ing with individuals directly, more likely to be looking at their own page, and more 

likely to be looking at family pictures than their younger counterparts. 

 

The finding that older people are less likely to be looking at the pages of same 

age others than younger people probably has a fairly mundane explanation: Since 

there are far more young people than older people who have Facebook accounts, there 

would simply be fewer same-aged others to look at if you are older ( McAndrew F. , 

2012). Since older people are less likely to interact with other people on Facebook, 

we can expect they are less interested in participating in the co-creation activities 

proposed by the company. We develop the following hypothesis: 

 

H3a: The relationship between the campaign’s co-creation level and brand 

awareness will vary depending on the fans’ age. 

H3b: The relationship between the campaign’s co-creation level and brand en-

gagement will vary depending on the fans’ age. 

 

Fan page characteristics 

 
Popularity. 

As Facebook officially announced that one of Facebook’s feature called NEWS 

FEED is to show the right content to the right people at the right time, to achieve this 

goal, the first major change to the News Feed algorithm deals with posting regarding 

a trending topic. As the engineers said, feedback from users indicates that many posts 

may only be relevant within a certain timeframe, such as when lots of people is post-

ing about Orange Is The New Black or Derek Jeter, that post would have a better 

chance of being seen. This means that when a friend or Page you are connected to 
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posts about something that is currently a hot topic of conversation on Facebook, that 

post is more likely to appear higher up in News Feed, so you can see it sooner.  

 

Thus, we can derive that, if the fan page has more fans in the beginning, any 

co-creation efforts can be viewed by more people, and thus the campaign will be con-

sidered as a hot topic by Facebook. The performance of the campaign in terms of 

brand awareness and brand engagement should be enhanced. Thus, our hypothesis is 

formed as follows: 

 

H4a: The relationship between the campaign’s co-creation level and brand 

awareness will vary depending on the fan page’s popularity. 

H4b: The relationship between the campaign’s co-creation level and brand en-

gagement will vary depending on the fan page’s popularity. 
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CHAPTER 4. RESEARCH METHODOLOGY 

4-1 The research setting  

In our research, we collected data from Social Event Radar developed by Tai-

wan’s Government research institute - (III Org.), which has already collected almost 

3290 Facebook fan pages’ data in Taiwan (by 2014-10-31). Besides, we focus on the 

fan pages that promote the specific brand in three industries – Food and beverage, 

Beauty and fashion and 3C technology. We choose these three industries because 

there have been lots of social media marketing campaigns created by the leader com-

panies.  

4-2 Variable measures 

To examine the research framework, the campaign ‘s components with 

co-creation concept measurements including Kind of information(KI), Form of 

exchange(FE), Type of UGC(TU), Way of advocacy(WA) are defined in Table 4-1. 

 

Table 4-1: Measures of campaign ‘s co-creation level 

Components Items Measurements for each components 

Kind of information KI Kind of information measured is by how much in-

formation that the company provided for the cus-

tomers. If the campaign contains both brand and 

product information, the degree of information 

seeking is high, if it contains each or none of brand 

and product information, the degree is low. 

Form of exchange FE Form of exchange is measured by whether the cam-

paign provides rewards for customers, and if so , the 

degree of form of exchange is high, if not, the de-

gree is low. 

Type of UGC TU User-generated content is measured by whether the 

campaign asks customers to generate customized 

content (for example: a story, a video, a photo), and 
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if so, the degree of user-generated content is high, if 

not (for example: just provide an idea) the degree is 

low. 

Way of advocacy WA Advocacy measured by whether the campaign asks 

customer to advocate content for specific people or 

to hashtag a specific words, and if so, the degree of 

advocacy is high, if not, or just randomly share the 

event, the degree is low. 

We assign the value of 1 if the component ‘s degree is high and 0 if the degree is 

low. We calculate the sum of four components to determine each campaign ‘s 

co-creation level (COLEVEL).  

 

To realize how effective, the campaign is, we use metrics mentioned in section 

2-3. The measurements are defined in Table 4-2. 

 

Table 4-2: Measures of campaign ‘s performance by Facebook fan page 

Component Metric Item Measurement for each metric 

Brand 

awareness 

Total fans TF The sum of fans increased or decreased of fan page in 

the campaign’s period. 

Brand en-

gagement 

Life time talk-

ing about the 

fan page 

LT The average of people who is talking about the fan 

page in the campaign’s period.  

Finally, moderating variables include age (customer characteristics) and popular-

ity (Fan page characteristics). The constructs are defined and measured in Table 4-3. 

 
Table 4-3: Measures of moderating effects 

Moderating variables Items Measurements  

Age AG 

The age of existing fans in fan page, and can be 

classified as the majority is over 25 years old or un-

der 25 years old. 

Popularity PO The total of existing fans in fan page. 
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CHAPTER 5: RESUITS AND FINDINGS 

5-1 Sample demographic 

We finally collect 300 campaigns from 50 brand fan pages from three industries, 

Food and beverage, Beauty and fashion and 3C technology as our sample, for each 

industry, we collected 100 campaigns. The campaign all were held during 2013 Sep to 

2015 Jan, and we choose the brand fan page which is more active in doing Facebook 

marketing and at least have over 50,000 existing fans. The existing number of fans is 

133,310 on an average. The sample statistics is shown in appendix A. 

5-2 Data analysis 

5-2-1 The effect on Brand Awareness 
 

First, we examine if the co-creation level increases brand’s awareness. The result 

is shown in Table 5-1.   

                       

Table 5-1: Testing of hypothesis 1 

Dependent variable: brand awareness β t 

COLevel .492 9.783 *** 

n 300 

R2 0.239 
Note. *p< 0.1   **p<0.05   ***p<0.01 
COLevel: co-creation level 
 

The results show that, the co-creation level contributes to brand awareness sig-

nificantly (beta=.49, P<0.001), supporting Hypothesis 1. Furthermore, we conducted 

regression analyses to see what kinds of co-creation components contribute to the 

brand awareness. The results are shown in Table 5-2. 
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Table 5-2: Additional testing of hypothesis 1 

Dependent Variable: Brand Awareness β t 

KI .394 8.700 *** 

FE .438 9.812 *** 

TU -.119 -1.293 

WA .143 1.546 

n 300 

R2 .443 
Note. *p< 0.1   **p<0.05   ***p<0.01 
KI: kind of information   TU: type of UGC 
FE: form of exchange    WA: way of advocacy 
 

Interestingly, we found that kind of information was a significant predictor of 

brand awareness (beta=.39, P<0.001), suggesting that if the campaign provided in-

formation not only about their product or service, but other useful tips or fun news in 

the campaign, the campaign can get more fans. Moreover, form of exchange was also 

a significant predictor of brand awareness (beta=.43, P<0.001), suggesting that if the 

campaign provides rewards, it can get more fans. 

 

An additional analysis further explored whether co-creation components inter-

acted with the fans’ age (H3a). We first conducted regression analyses for the sample 

with fans under 25 years old, then conducted regression analyses for the sample with 

fans over (or equal to)25 years old. The results are shown in Table 5-3. 

 
Table 5-3: Testing of hypothesis 3a 

DV: Brand Awareness Under 25 years old Over 25 years old 

β t β t 

KI .316 2.283 ** .400 8.254 *** 

FE .369 2.895 ** .446 9.249 *** 

TU .076 .181 -.115 -1.306 

WA .026 .062 .137 1.558 

R2 .235 .472 

n 98 202 
Note. *p< 0.1   **p<0.05   ***p<0.01 
KI: kind of information   TU: type of UGC 
FE: form of exchange    WA: way of advocacy 
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We can find out that kind of information and form of exchange both were signif-

icant predictors of brand awareness for those under 25 years old (beta=.31, P<0.05 

and beta=.36, P<0.05). They were also significant predictors of brand awareness for 

those over or equal 25 years old (beta=.40, P<0.001 and beta=.44, P<0.001). Moreo-

ver, the beta is significantly increased when the group is elder, suggesting that age is a 

moderator between the co-creation level and brand’s awareness. Furthermore, the 

co-creation level has more significant impact on brand awareness for those over 25, 

supporting Hypothesis 3a. 

 

An additional analysis is conducted to further examine whether co-creation 

components interacted with the fan page’s popularity (H4a). The results are shown in 

Table 5-4. 

 

Table 5-4: Testing of hypothesis 4a 

DV: Brand Awareness β t 

COLevel .572 1.378 

PO .456 1.087 

COLevel * PO .486 8.902 ** 

n 300 

R2 0.250 
Note. *p< 0.1   **p<0.05   ***p<0.01 
COLevel: co-creation level   PO: fan page’s popularity 
 

We can find out that fan page’s popularity(PO) was a significant moderator of 

brand awareness (beta=.25, P<0.05), supporting Hypothesis 4a. 

 

 

5-2-2 The Effect on Brand Engagement 
 

We continue to examine if the co-creation level increases brand’s engagement. 

The results of our regression analysis are shown in Table 5-5.  
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Table 5-5: Testing of hypothesis 2 

DV: Brand Engagement β t 

COLevel .389 7.314 *** 

n 300 

R2 0.149 
Note. *p< 0.1   **p<0.05   ***p<0.01 
COLevel: co-creation level 
 

The results have shown that the co-creation level contributed significantly (be-

ta=.38, P<0.001), supporting Hypothesis 2. Furthermore, we conducted regression 

analyses to see what kinds of co-creation components contribute to the result. 

 

Table 5-6: Additional testing of hypothesis 2 

DV: Brand Engagement β t 

KI .082 1.601 

FE -.038 -.754 

TU .775 7.385 *** 

WA -.313 -2.974 ** 

n 300 

R2 .278 
Note. *p< 0.1   **p<0.05   ***p<0.01 
KI: kind of information   TU: type of UGC 
FE: form of exchange    WA: way of advocacy 

 

Interestingly, we found that type of user-generated content was a significant pre-

dictor of brand engagement (beta=.77, P<0.001), suggesting that if the campaign ask 

fans to co-create content, the campaign can get more fans discussing about the brand. 

Moreover, way of advocacy was also a significant predictor of brand engagement 

(beta=-.31, P<0.005), suggesting that if the campaign ask the fans tag or share the 

advertising for specific friends, would get less user engagement. 

 

An additional analysis further explored whether co-creation components inter-

acted with the fans’ age (H3b). We first conducted regression analyses for the sample 

with fans under 25 years old, then also conducted regression analyses for the sample 

with fans over (or equal to)25 years old. The results are shown in Table 5-7. 
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Table 5-7: Testing of hypothesis 3b 

DV: Brand Engagement 
Under 25 years old Over 25 years old 

β t β t 

KI .120 .798 .070 1.267 

FE -.221 -1.590 .023 .411 

TU .723 1.592 .829 8.291 *** 

WA -.448 -.975 -.356 -3.558 *** 

R2 .094 .317 

n 98 202 
Note. *p< 0.1   **p<0.05   ***p<0.01 
KI: kind of information   TU: type of UGC 
FE: form of exchange    WA: way of advocacy 
 

We can find that type of user-generated content and way of advocacy both were 

not significant predictors of brand engagement for those under 25 years old (beta=.72, 

P>0.05 and beta=-.44, P>0.05), but were significant predictors of brand engagement 

for those over or equal 25 years old (beta=.82, P<0.001 and beta=-.35, P<0.001). Thus, 

we can conclude that age is a moderator between the co-creation level and brand’s 

engagement. Moreover, our findings show that co-creation level has more significant 

impact on brand engagement for  those over 25, supporting Hypothesis 3b. 

 
An additional analysis is further explored whether co-creation components in-

teracted with the fan page’s popularity (H4b). The results are shown in Table 5-8. 
 

Table 5-8: Testing of hypothesis 4b 

DV: Brand Engagement β t 

COLevel .229 .529 

PO .443 1.014 

COLevel * PO .324 5.689 *** 

n 300 

R2 0.189 
Note. *p< 0.1   **p<0.05   ***p<0.01 
COLevel: co-creation level   PO: fan page’s popularity  
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We can find out that fan page’s popularity(PO) was also a significant predictor 

of brand engagement (beta=.18, P<0.001), supporting Hypothesis 4b. 

5-3 Findings 

Returning to our original research question, we can definitely state that there is a 

positive relationship between co-creation concept and the campaign’s performance. 

We will provide some finding and discussion below. 

 

1. Kind of information and Form of exchange are more likely to increase the 
brand’s awareness. 

 

In our first hypothesis, Facebook fan page marketing campaigns with high levels 

of co-creation can increase brand’s awareness. That is, Facebook marketing would 

become more efficient if we add co-creation concept to design the campaign. This 

result indeed provides evidence that Facebook marketing campaigns with co-creation 

concept have a positive impact on brand’s awareness. Moreover, the result also shows 

that if the fan page offered variety of information or some reward, it can get more fans 

during the campaign. Take Knorr for example, a brand that sells variety of seasonings, 

they use fan page not only tell customers when their products have discount, but teach 

customers how to cook. 

 

However, we also found that kind of info and form of exchange cannot contrib-

ute to brand engagement. The reason maybe kind of information and form of ex-

change are both belong to firms’ effort of co-creation. No matter how much effort the 

company provides, if they didn’t design a way for customer contributing their effort, 

they can only arise customers’ awareness, not their engagement.  

 

2. Type of UGC is more likely to increase the brand’s engagement. 

 

This result is consistent with our hypothesis 2 that Facebook fan page marketing 

campaign with the co-creation concept can increase brand’s engagement. In addition, 

the result also shows that if the fan page asks their fans to c-create contents, the page 

can get more people participate in the campaign. Take Teastyle for example, a brand 

that sells variety of beverage. One of their famous campaigns is to ask customers to 
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provide poetries for the beverage’s Packaging. Hence, social media especially Face-

book can be a preferable channel to collect customer’s idea, and arouse their engage-

ment.  

 

However, we also found that type of UGC cannot contribute to brand awareness. 

The reason maybe type of UGC is much more focus on customer’s effort, if the com-

pany want to use type of UGC to get brand awareness, it may take more time than 

kind of information or form of exchange takes. 

 

3. Way of advocacy is more likely to decrease the brand’s engagement. 
 

Based on previous literature, we hypothesized that if the campaign asks fans to 

advocate information to specific friends, the campaign can have a positive influence 

on increasing campaign’s performance. But it is not supported because the result 

shows that if the campaigns do so, it might decrease the brand’s engagement. Ac-

cording to Rauber & Almeida(2012), some people don't want to be tagged by their 

friends because they feel they lose their privacy. That might be a reason why 

customer don't want to tag their friend, cause they don't want to bother their friends.     

 

4. Co-creation concept is more significantly related to campaign’s performance 

when the fans are over (or equal to) 25 years old.    
 

This result is consistent with our hypothesis that the relationship between the 

campaign’s co-creation level and campaign’s performance will vary depending on the 

fans age. However, based on previous literature, we originally thought that 

co-creation may have more significant impact for younger fans (under 25 years old). 

The result is opposite to our thinking. According to a research announced by iStrate-

gyLabs (2014), Facebook users are getting older, and we think that maybe older peo-

ple have more skills to co-creation while young people don't have enough passion 

follow the rules that the campaign what they do.    
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5. Co-creation concept is more significantly related to campaign’s performance 
when the fan page has more fans than others. 

 

This result is consistent with our hypothesis that the relationship between the 

campaign’s co-creation level and campaign’s performance will vary depending on the 

fan page’s popularity, and we also prove that if the fan page has more fans, the cam-

paign with co-creation concept will have better performance.  
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CHAPTER 6: CONCLUSION 

6-1 Summary 

Social media has changed our lives and is having a major impact on marketing 

today. Companies are attempting to run Facebook fan page to acquire more people 

become their fans so that they can be more close to their customers. As our research 

purpose is to examine whether the company designs Facebook marketing with 

co-creation concept can get better performance, we defined four components to de-

cide the campaign’s co-creation level: kinds information, form of exchange, type of 

UGC and way of advocacy. We also use two key measurements for brand perfor-

mance: brand awareness and brand engagement, and add fans’ age and fan page’s 

popularity as moderators to design the framework.  

  

To test the framework, we collected 300 campaigns as our samples from 50 

brand fan pages from three industries, Food and beverage, Beauty and fashion and 3C 

technology. The data is collected from Social Event Radar developed by Taiwan’s 

Government research institute - (III Org.). Regression analyses were conducted to test 

our hypotheses. The results showed that co-creation level was positively related to 

brand performance. For more detail, we found that kind of information and form of 

exchange are more likely to increase the brand’s awareness. Type of UGC is more 

likely to increase the brand’s engagement while way of advocacy is more likely to 

decrease the brand’s engagement. Besides, co-creation concept is more significantly 

related to campaign’s performance when the fans are over (or equal to) 25 years old, 

and is more significantly related to campaign’s performance when the fan page has 

more fans than others. 

6-2 Contribution 

Knowing that different component of co-creation concept will lead to different 

brand performance can help marketers design the campaign to achieve their goals. 

Examining Facebook marketing with co-creation concept can provide marketing re-

search with a basis for further examination of other important factors.  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

	

	 28	

6-3 Limitation and Implications of Future research 

Although we have already collected samples from three industries, there may be 

other industries to be considered. Besides, although we proposed co-creation compo-

nents from both company and customers side as the main factors in the research, there 

may be other factors to be considered, such as paid-advertising and fans’ gender. In 

the future, co-creation components can also be extended to broaden categories ac-

cording to different situations, making the proposed framework more general to effec-

tively apply to other kinds of industries.  
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