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Factors influencing customer engagement with branded content in the
social network sites of integrated resorts
Soey Sut Ieng Lei, Stephen Pratt and Dan Wang

School of Hotel and Tourism Management, The Hong Kong Polytechnic University, Kowloon, Hong Kong SAR, People’s Republic
of China

ABSTRACT
The integrated resorts rely on social network sites (SNSs) for content marketing, while
one of the main purposes of content marketing is customer engagement that will
leverage the impact of branded content. This study investigates the factors
influencing customer engagement with brand posts of integrated resorts on the
SNSs. The findings highlight the important influence of both media-type and
content-type factors on the level of customer engagement in SNSs of integrated
resorts. This study provides practical implications for integrated resorts to develop
SNS online content marketing strategy.
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Introduction

Social network sites (SNSs) have become important
social media applications for marketing communi-
cations, particularly in integrated resorts. Different
from hospitality businesses such as hotels and restau-
rants, the integrated resort is a large-scale entertain-
ment development that includes gaming (i.e. casino)
and non-gaming elements (i.e. convention/exhibition
centers, mixed-use tourist accommodation units,
food and beverage outlets, retail shopping malls,
and entertainment facilities such as cinemas and
nightclubs). The casino section is usually the primary
economic engine of the resort, which supports other
non-gaming facilities (MacDonald & Eadington,
2008). Due to government controls on gaming adver-
tisement, integrated resorts’ marketing activities are
often constrained (e.g. promotion of gaming is prohib-
ited on traditional marketing channels such as televi-
sion commercials or printed advertisement in public
areas) (DICJ, 2015; Hong Kong Research Division,
2012). Moreover, facing fierce competition in some
gaming markets such as in Macau and Las Vegas
(Gu, 2004; Wong & Fong, 2012; Zeng & Prentice,
2014), SNSs have been adopted by integrated
resorts as important marketing tools.

Marketing on SNSs heavily relies on the “content
marketing,” in which the trademark owners of the
brand/business issue and publish branded content
(e.g. brand posts published by companies on their
own SNS brand pages) on digital channels to create
positive brand meanings and engage customers
(Asmussen, Postler, Butler, Canter, & Thomson, 2015).
Engaging customers is critically important in a SNS
context for the spread of eWOM and greater brand
exposure which may potentially lead to higher reven-
ues and profits (Cvijikj & Michahelles, 2013). Thus,
online customer engagement becomes a focus in
the practice of online content marketing. On Face-
book (Statista, 2015), the most popular SNS world-
wide, online customer engagement is usually
measured by three indicators – the number of likes
(number of people who click the “like” button), com-
ments (number of people who comment on the
post), and shares (number of people who share the
post) (De Vries, Gensler, & Leeflang, 2012; Kwok &
Yu, 2013; Mariani, Di Felice, & Mura, 2016; Sabate, Ber-
begal-Mirabent, Cañabate, & Lebherz, 2014).

Despite the importance of online customer
engagement behaviors and activities, customer
engagement in SNSs has received little attention
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from scholars in hospitality research (Wei, Miao, &
Huang, 2013). A few studies have been initiated to
investigate customer engagement on SNSs in the hos-
pitality field from different perspectives (Kwok & Yu,
2013; Park & Allen, 2013; Phelan, Chen, & Haney,
2013; Wei et al., 2013). Researchers examining the
types of social media messages have identified two
message types (sales and marketing; and conversa-
tional messages) and found that conversational mess-
ages drive higher online customer engagement (Kwok
& Yu, 2013). Researchers focused on particular types of
customer engagement behavior (i.e. online customer
reviews) suggested that hotels’ appropriate responses
to user-generated reviews can engage customers and
benefit firm–customer relationship (Park & Allen, 2013;
Wei et al., 2013). Lastly, some researchers investigated
how hotels engage their customers through SNSs
by analyzing the content of SNSs based on three
aspects – content features, property information,
and interactions between hotels and customers.
They found that content that is vivid, comprehensive
and updated have higher potential to engage with
customers (Phelan et al., 2013). However, since
online content marketing is context-specific (i.e. the
delivered content should be specific to the particular
context for it to be meaningful) (Handley &
Chapman, 2012), a gap exists in understanding how
different types of online branded content in the SNS
of a multi-dimensional hospitality business with
business aspects such as dining, shopping, entertain-
ment (i.e. integrated resort) influence the level of
online customer engagement. It is important to ident-
ify the topics and message styles that are more likely
to trigger customer engagement in SNSs of the inte-
grated resorts.

The purpose of this study is to identify the factors
influencing the customer engagement level of inte-
grated resorts’ online brand posts in SNSs. This study
analyzes the social network marketing practice by six
integrated resorts in Macau (Venetian Macao, Galaxy
Macau, Sands Cotai Central Macao, City of Dreams,
StarWorld Hotel, and MGM Macau). This study pro-
vides strategic managerial implications for integrated
resorts to improve their SNSs marketing strategy. As
integrated resorts often face fierce competition and
government restrictions on advertising and pro-
motions, findings from this study will assist prac-
titioners to decide what types of branded content to
publish so they can better improve their chances of
exposure to the public.

Theoretical background

Content marketing and online customer
engagement in SNSs

Besides assisting consumers to make travel related
decisions, SNSs also provide unprecedented market-
ing opportunities for businesses (Chan & Guillet,
2011; Huang, Tsaur, & Yang, 2012; Xiang & Gretzel,
2010). Companies usually conduct content marketing,
the creation and distribution of educational and/or
captivating branded content in multiple formats for
the purpose of attracting and/or retaining customers
on SNS platforms (Holliman & Rowley, 2014; Pulizzi &
Barrett, 2009). Content is the most important
element when designing a social media marketing
strategy, and the appeal of the content is critical in
determining the success of the strategy (Parent, Plang-
ger, & Bal, 2011). The trademark owner (i.e. the
business conducting the marketing activity) distri-
butes branded content on SNSs so to initiate inter-
actions, expand the size of their target audience
reach and recruit potential customers (Lipsman,
Mudd, Rich, & Bruich, 2012). For instance, some restau-
rant businesses offer promotional content and ask
audiences to vote to win a prize, while some try to
engage audiences by initiating conversations (e.g.
Happy Veterans Day!) without any direct sales push
(Kwok & Yu, 2013). Thus, online customer engagement
is managers’ focus in social media content marketing
(Ashley & Tuten, 2015; Cvijikj & Michahelles, 2013;
Tuten & Solomon, 2014; Verma, Jahn, & Kunz, 2012).

Brodie, Ilic, Juric, & Hollebeek (2013, p. 3) develop a
working definition of consumer engagement in the
online environment: “consumer engagement in a
virtual brand community involves specific interactive
experiences between consumers and the brand,
and/or other members of the community… .” Enga-
ging customers to react to or participate in firms’
branded content leads to the spread of eWOM,
greater brand exposure, and potentially higher reven-
ues and profits (Cvijikj & Michahelles, 2013). Further-
more, researchers find that customer engagement is
related to positive consequences such as satisfaction
(Bowden, 2009), brand commitment (Chan & Li,
2010), consumer value (Schau, Muñiz, & Arnould,
2009), trust, and loyalty (Casaló, Flavian, & Guinaliu,
2007).

As the most popular SNS around the world, Face-
book (Statista, 2015) enables users to interact with
brands directly through actions such as “liking,”
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“commenting,” or “sharing” branded content. The
engagement process starts from a company creating
an official brand page, and then publishing branded
content in the form of a “post” in multiple formats
such as images or videos or a mixture of both (Face-
book.com, 2016). The company initially controls the
online branded content or the brand posts by
making decisions on the topic (e.g. type of content)
and the format of the posts (e.g. picture, video). The
aim is “to broadcast great information in an official,
public manner to people who choose to connect
with them” (Facebook.com, 2016). Once an online
user becomes a fan of the page by clicking the “like”
or “follow” button (Facebook.com, 2016), fans can
then express their attitudes toward different content
through the “one-click social plugins” buttons (e.g.
like, comment, share) which is powerful word-of-
mouth (WOM) communications due to fewer barriers
and lower cognition process at the time of usage
(De Vries et al., 2012). The “power of like” refers to
the fact that when an individual user clicks the “like,”
“comment,” or “share” button, an update of such
actions will be posted on the wall of the friends of
that user and can be delivered to an exponential
number of audiences (Lipsman et al., 2012). Therefore,
in extant literature, the number of likes (number of
people who clicked the “like” button), comments
(number of people who commented on the post),
and shares (number of people who shared the post)
are usually used as performance metrics to evaluate
the level of customer engagement with branded
content (Cvijikj & Michahelles, 2013; De Vries et al.,
2012; Kwok & Yu, 2013; Mariani et al., 2016; Sabate
et al., 2014).

Factors influencing customer engagement with
branded content in SNSs

In general business studies, factors influencing custo-
mer engagement with branded content in SNSs
have been investigated through the examination of
branded content characteristics. Two categories of
branded content characteristics have been identified
as influential on the degree of online customer
engagement. One is the media-type factors, which
refers to the format of the content (Baresch, Knight,
Harp, & Yaschur, 2011). The indicators of media-type
factors normally include the degree of vividness (i.e.
use of image or video) and interactivity (e.g. use of
question) (De Vries et al., 2012; Sabate et al., 2014).
The other one is the content-type factors which are

related to the themes or topics of the branded
content (Cvijikj & Michahelles, 2011; Kwok & Yu,
2013; Thongmak, 2015). Researchers have attempted
to classify the type of content by adopting Uses and
Gratifications (U&G) theory (Cvijikj & Michahelles,
2013), text-mining techniques (Kwok & Yu, 2013),
and the concept of marketing 4Ps (Product, Place,
Price, and Promotion) (Thongmak, 2015). As the 4Ps
represent the basic elements of a business that
enable companies to meet their customers’ needs
(Borden, 1964; McCarthy, 1964), previous research
has found a significant positive relationship between
online branded content containing the 4Ps infor-
mation and the level of online customer engagement
(Thongmak, 2015). The concept of marketing 4Ps is
suitable to apply in this study as a system to classify
content types because of the complex nature of the
integrated resort, that is, a multi-dimensional business
that includes a wide range of product and service
offerings.

Based on general business studies in extant litera-
ture, the format and the type of branded content
can influence the level of online customer engage-
ment. Whilst limited studies have been conducted in
the hospitality field, there is a lack of insights and gui-
dance that helps integrated resorts to understand SNS
marketing and make better decisions when designing
the types of branded content to publish. Hence, by
emphasizing the importance of content and incorpor-
ating the key factors that affect the level of customer
engagement in SNSs, this study analyzes branded
content in the SNSs of integrated resorts through
investigating the influence of the media-type factors
and content-type factors categorized by the market-
ing 4Ps on the three performance indicators of
online customer engagement in SNSs (i.e. the
number of likes, comments, and shares).

Hypotheses development: factors influencing
customer engagement with branded content in
SNSs of integrated resorts

Based on the framework of media-type and content-
type factors of branded content and previous
studies regarding customers’ motivation and prefer-
ences toward integrated resorts, hypotheses regard-
ing the factors influencing the level of customer
engagement with SNSs of integrated resorts are devel-
oped (Figure 1).

For the media-type factors, there are two main vari-
ables based on the literature – vividness and
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interactivity. It is hypothesized that vivid and interac-
tive brand posts are significantly related to customer
engagement with brand posts in terms of their
liking, commenting, and sharing behaviors. Vividness
is defined as “the representational richness of a
mediated environment as defined by its formal fea-
tures; that is, the way in which an environment pre-
sents information to the senses” (Steuer, 1992, p. 81).
The variable, vividness, is represented by two dimen-
sions, the breadth and depth of the content (Daft &
Lengel, 1986; Steuer, 1992). Breadth relates to the
number of different senses presented in the content
such as colors and graphics, and depth relates to the
quality of the presentation such as band-width
(Steuer, 1992). For a web page to be described as
vivid, it should contain rich content such as video,
audio, and animation that attracts multiple senses
and provides a richer user experience (Coyle &
Thorson, 2001), which is more effective to attract audi-
ences to respond (i.e. read or click) compared to text-
only content (Cho, 1999; Steuer, 1992). Therefore, it is
proposed that:

H1a. Brand posts including images generate higher levels
of customer engagement.

H1b. Brand posts including videos generate higher levels
of customer engagement.

The second variable in the media-type factor category
is interactivity. Ha and James (1998) defined interactiv-
ity in the Web environment as “the extent to which the
communicator and the audience respond to each

other’s communication need” (p. 457). With the
advance in the development of new media, the inter-
active nature of the web provides users with the ability
to respond and react, turning the traditional way of
mass communication within a computer-mediated
environment into a totally new experience (Hoffman
& Novak, 1996). In the online environment, interactiv-
ity leads to engagement in communication and
relationship building between firms and customers
(Ha & James, 1998). Since customer engagement is
critical to mutual communication via social media, it
is important for branded social content to be interac-
tive as a lack of this element may affect the ultimate
success of social media marketing (Chan & Guillet,
2011; Stelzner, 2013).

The degree of interactivity of a brand post is deter-
mined by the interactive characteristics it contains.
Fortin and Dholakia (2005) discovered that a brand
post with only text is not considered interactive,
whereas a brand post that includes a question, for
instance, is more interactive since it seeks a reply
from the audience. For data analysis purposes, the
interactive brand posts are categorized into four
groups – “call to win,” “call to act,” “pure question,”
and links. These interactivity variables are separated
to represent the different ways in which brands inter-
act with their followers. First, “call to win” brand posts
invite audiences to act or respond for a chance to win
a prize (e.g. join the game to win a prize!) (Leung,
Schuckert, & Yeung, 2013). Second, “call to act”
brand posts ask audiences to act such as “join now”

Figure 1. Conceptual framework.
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or “book now,” without the provision of any incentives
(Minazzi & Lagrosen, 2013). Third, brand posts with
“pure questions” only ask audiences questions
without encouraging them to take any actions (e.g.
how are you today?) (De Vries et al., 2012). Lastly,
links included in a brand post might negatively influ-
ence online customer engagement as clicking on
links may navigate users away from the original web
page (De Vries et al., 2012). Thus, taking into account
the different nature of interactions initiated by
brands, the following hypotheses are proposed:

H2a. Brand posts that call for audience’ action generate
higher levels of customer engagement.

H2b. Brand posts that call for audience’ action with the
provision of incentives generate higher levels of custo-
mer engagement.

H2c. Brand posts that purely ask questions generate
higher levels of customer engagement.

H2d. Brand posts that include links generate lower levels
of customer engagement.

The variables presented on the right-hand-side in
Figure 1 are the content-type factors that influence
the customer engagement with the brand posts in
SNSs of integrated resorts. The hypotheses on the
content-type factors are developed based on the
4Ps. First, the impact of messages regarding different
aspects of integrated resorts (i.e. the services of
accommodation, shopping, or entertainment) was
discussed based on previous studies informing inte-
grated resorts consumers’ motivations and prefer-
ences. Since gaming is prohibited to be promoted in
the public in study context, the hypotheses were
developed for the messages regarding retail, food
and beverages, accommodation, and entertainment.
Second, the messages conveying promotion infor-
mation were differentiated from the ones conveying
only service information. Although “place” and
“price” are part of the 4Ps framework, they are not in
the scope of this study. In this study, “place,” referring
to the distribution channels, is a constant since this
study only investigates one social media channel,
Facebook. The “price” related messages in the SNSs
are usually associated with “promotion.”

The first content-type factor is retailing. Shopping
as a leisure activity has been an important segment
of tourism marketing and the shopping element has
been recognized as an important instrument in the
promotion of tourism destinations (Jansen-Verbeke,
1991; Tosun, Temizkan, Timothy, & Fyall, 2007). Retail

is an indispensable component of an integrated
resort and shopping facilities are important features
to attract customers (Milanian, 2000; So, Li, & Lehto,
2011). Recognizing the importance of the retail com-
ponent, it is hypothesized that brand followers of
the integrated resorts in SNSs are interested in the
branded content that provides retail information.
Hence, the following hypothesis is developed:

H3. Retail brand posts featuring shopping experiences
generate higher levels of customer engagement.

The second content-type factor is food and beverages.
Food and beverages service has been a key element in
evaluating quality of hospitality services (Ha & Jang,
2010; Wilkins, Merrilees, & Herington, 2007). Almost
all contemporary integrated resorts offer food and
beverage options which has become a major experi-
ence sought by patrons (Tanford & Lucas, 2011). In
Wong and Fong’s (2012) study, the role of food
service is found to be the second most important
factor in casino service quality assessment. In the inte-
grated resort industry, food and beverage services are
important activities which ultimately generate profits.
For instance, while buffets are popular in Las Vegas,
most of the time providing the buffet itself may not
generate profits. However, integrated resorts still
believe that they will not be profitable without provid-
ing buffets because the buffets support their overall
services (e.g. satisfy hungry customer when they are
playing inside the casino) which ultimately bring
profits to the company (Baloglu et al., 2010). In inte-
grated resorts in Macau, most of the time free drinks
are provided (e.g. bottles of water), or sometimes
free food and beverages are complimentary for
guests since these are necessities for guests. Due to
the importance of food and beverages to customers
of integrated resorts, it is assumed that SNS followers
of integrated resorts are interested in the branded
content that provides information related to food
and beverages. Thus, the following hypothesis is
proposed:

H4. Food and beverage brand posts featuring in-property
cuisine generates higher levels of customer engagement.

The third content-type factor is accommodation.
Accommodation is a fundamental element of an inte-
grated resort (So et al., 2011). Literature suggests that
quality accommodation is extremely important since it
is a fundamental need and the most immediate
requirement once tourists arrive at a destination
(Martĺnez-Ros & Orfila-Sintes, 2009). Zhang, Ye, and
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Law (2011) found that “the quality of a hotel room has
become so fundamental that it no longer affects prices
between luxury hotels.” Therefore, it is assumed that
followers of the SNSs of integrated resorts are inter-
ested in the branded content that contains infor-
mation related to accommodation and hence:

H5. Accommodation brand posts featuring lodging
service generate higher levels of customer engagement.

The fourth content-type factor is the physical prop-
erty. The built environment and architectural aes-
thetics could attract travelers to visit gaming resort
destinations. The physical environment of the inte-
grated resort is a place where customers can fulfill
their functional and practical needs (Bitner, 1992;
Rosenbaum, 2006) such as sightseeing and photo
taking. Wong and Rosenbaum’s (2010) study con-
cluded that many tourists actually view casino
touring or experiencing casino properties as a major
value proposition to their travel experience. Therefore,
based on previous findings, it is hypothesized that
brand followers are interested in the branded
content that provides information about the physical
property. The following hypothesis is developed:

H6. Property brand posts featuring the special design/
architecture of the integrated resort property generate
higher levels of customer engagement.

The fifth content-type factor is entertainment. Enter-
tainment is important for the human experience
(Schell, 2005) and thus is a crucial element for inte-
grated resorts to attract a diverse customer base (Mac-
Donald & Eadington, 2008; Suh, 2011). While Las Vegas
heavily relies on non-gaming revenue sources such as
entertainment (Gu, 2002), integrated resorts in Macau
are also diversifying their business structure to allocate
more resources to developing entertainment
elements (Loi, 2009). For instance, the Studio City
Macau incorporates a Batman-themed ride inside its
property along with magic shows and other high-
technology entertainments (Seib, 2015); the USD
250-million “The House of Dancing Water” show pre-
sented by the City of Dreams Macau is the most
expensive show in Macau and the world’s biggest
water show (Foreman, Lam, & Li, 2010; Whitehead,
2013). Thus, it is hypothesized that brand followers
of the integrated resorts in SNSs are interested in
the branded content that provides entertainment
information. The following hypotheses is proposed:

H7. Brand posts featuring in-house entertainments gener-
ate higher levels of customer engagement.

The last content-type factor is promotion. Gaming
patrons, not necessarily pathological gamblers, are
likely to be pleased and excited by financial incentives
(Cotte, 1997). Integrated resorts offer a range of pro-
motions and events to further entertain and satisfy
their patrons. A wide range of promotional items
(e.g. giveaways, souvenirs, rebates) and events (e.g.
lucky draws, tournaments) are often available not
only on casino floors but across the whole integrated
resort (Koo, 2012). Another reason for offering pro-
motions is to develop customer loyalty. Once custo-
mers join the membership club, they can enjoy
benefits such as purchase discounts at retail outlets,
the chance to participate in lucky draws, or earning
points to redeem prizes (Connolly, Connolly, & Zayas,
2012). Facebook is one of the top SNSs where consu-
mers seek information related to promotions and
travel decisions (Cox, Burgess, Sellitto, & Buultjens,
2009; Syed-Ahmad & Murphy, 2010). Based on these
conclusions, the following hypothesis is proposed:

H8. Promotional brand posts featuring special pro-
motions and events generate higher levels of customer
engagement.

Methodology

Operationalization of variables

The independent variables of the study include two
media-type variables and six content-type variables.
The three dimensions – number of likes, comments,
and shares – are used as the performance measure-
ment metrics of customer engagement with
branded content in SNSs and are the dependent vari-
ables in the analysis. The characteristics of each brand
post were coded manually as nominal-dichotomous
data for further analysis. Multiple coders were
involved in the data collection process to verify
reliability (Denzin, 1978; Patton, 1999). The coding
approach is explained in detail in Table 1.

Data collection

A total of 600 brand posts were collected from the offi-
cial Facebook brand pages of six integrated resorts in
Macau, including The Venetian Macao, Galaxy Macau,
City of Dreams, StarWorld Hotel, MGM Macau, and
Sands Cotai Central (Table 2). These six integrated
resorts were chosen based on the fact that they
have accumulated a significant number of Facebook
brand page followers, have the same star rating
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(five-star), and each of them has allocated significant
effort and resources in maintaining their Facebook
brand page (i.e. each brand page has been frequently
updated on a weekly or bi-weekly basis). Facebook is
the most used SNS with over 1.5 billion monthly
active users around the world as of the third quarter
of 2015 (Statista, 2015). Furthermore, previous
studies have acknowledged the suitability of Face-
book as the subject of study in terms of customer
engagement (Shih, 2010; Swani, Milne, & Brown,
2013; Virginia Phelan, Chen, & Haney, 2013). The 600
collected brand posts were published between Sep-
tember 2014 and September 2015, comprising an
equal number of 100 brand posts from each

integrated resort. These data were recorded in Micro-
soft Excel and transferred to SPSS for further analysis.

Data analysis

The initial examination revealed that the dependent
variables were extremely positively skewed. The
mean number of likes was 681.2 while the median
was 113.5. The statistics for skewness and kurtosis
were 19.1 and 429.6 (the skewness statistic is 0 and
the kurtosis statistic is 3 for a normal distribution).
Similar results were found for the number of com-
ments and shares. Following Hoaglin and Iglewicz
(1987), outliers were identified so that the data analy-
sis techniques were not affected by these outliers for
the purpose to develop a model that was representa-
tive of the large majority of likes, comments, and
shares. After excluding 42 outliers, the sample size
reduced to 558 brand posts. Again, the distribution
of the dependent variables and the descriptive stat-
istics was examined (Figure 2 and Table 3). The data
remain positively skewed and show extra variation
that is greater than the mean (Pearson Chi-Square
>19 for likes and comments and >20 for shares),

Table 2. Integrated resorts examined in this study.

Name of IR
Star

ranking
Opening
year

No. of Facebook
followers as of
September 2015

Venetian Macao 5 Aug 2007 290,000
Galaxy Macau 5 May 2011 289,000
City of Dreams 5 Jun 2009 214,000
Sands Cotai Central 5 Apr 2012 93,000
StarWorld Hotel 5 Oct 2006 33,000
MGM Macau 5 Dec 2007 25,000

Table 1. Coding criteria of variables.

Variable Explanation Codification

Image Use of images within the post Nominal-dichotomous
0: “no images”
1: “1 or more images”

Video Use of videos within the post Nominal-dichotomous
0: “no videos”
1: “1 or more videos”

Interactivity Use of links within the post; call to act (e.g. buy now, act now, etc.); call to win prizes (e.g. reply
to get reward); pure question (e.g. how are you today?).

Nominal-dichotomous
0: “non-interactive”
1: “interactive post”

Retail Retail outlets, shopping events, etc. Nominal-dichotomous
0: “non-shopping”
1: “shopping post”

F&B Introduction or description of food and beverages offerings, etc. Nominal-dichotomous
0: “non-F&B”
1: “F&B post”

Accommodation Hotel room, facilities, room rates, etc. Nominal-dichotomous
0: “non-accommodation”
1: “accommodation post”

Promotion Keywords: “free,” “giveaways,” “discounts,” “limited offers”; “book before,” “lucky draw,” any
promotional events such as Christmas sales or Easter festivals, etc.

Nominal-dichotomous
0: “non-promotion”
1: “promotion post”

Property Showing/Describing the structural design of property. Nominal-dichotomous
0: “non-property”
1: “property post”

Entertainment Shows, concerts, performances, night club, party, parade, Ferris Wheel, etc. Nominal-dichotomous
0: “non-entertainment”
1: “entertainment post

Like Number of likes Numerical≥ 0
Comment Number of comments Numerical≥ 0
Share Number of shares Numerical≥ 0
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indicating over-dispersion and reject the null hypoth-
eses that the natural logarithms of the all three depen-
dent variables are normally distributed (p < .000) or
have a Poisson distribution. Therefore, a negative
binomial regression is employed where the number
of likes, comments, and shares are the dependent
variables (Gujarati, 2014). The following equations
are estimated where CHARi = the media-type and
content-type factors of each brand post, namely
image, link, “call to win,” “call to act,” “pure question,”
“retail,” “food and beverages,” “accommodation,”
“property,” “entertainment,” and “promotion” (as
shown in Figure 1).

ln Likes = b0 + biCHARi , (1)

ln Shares = b0 + biCHARi , (2)

ln Comments = b0 + biCHARi. (3)

To take into account the number of followers
across the six Facebook brand pages, the dependent
variables are standardized based on the total
number of followers. The functional form of all three
regression equations are in semilog (or log-lin) form.
The dependent variables are in logarithmic form,
whereas the independent variables are in level or
linear form. The significant p-values of the Omnibus
Tests (p = .000) of all three models indicate significant

improvement over a model without any predictors
(the intercept-only “null” model). Since the six inte-
grated resorts have different numbers of Facebook fol-
lowers, White’s test of heteroscedasticity is employed
to test for heteroscedasticity. The squared residuals of
the estimated equations are regressed on the esti-
mated value of the dependent variables and its
squares (Wooldridge, 2009, p. 275). The F statistic is
not statistically significant at the 95% level of confi-
dence (p-value = 0.514). Hence, the abridged White
test concludes that performance metrics do not
suffer from heteroscedasticity.

Results

As shown in Figure 3, integrated resorts employ differ-
ent tools and designs to attract their brand fans to
react to the posts. The descriptive analysis of the
sample by media- and content-type factors shows
that 92% of brand posts contains images, 59% con-
tains links, and 8% contains videos. Interestingly, all
the brand posts contain either images (92%) or
videos (8%) but not both. They are mutually exclusive.
As such, only one of these characteristics can be
included in the regression analyses, for there is
perfect collinearity between these variables (Gujarati
& Porter, 2009). In terms of content-type variables,
Figure 3 shows the themes employed in descending
order including food and beverages (43.5%), pro-
motion (41.8%), “call to act” (35.7%), entertainment
(30.5%), property (20.3%), accommodation (7.5%),
and retail (5.9%). The correlation between all factors
was examined and a correlation of around 0.3 indi-
cates weak correlations.

As the log-lin models are estimated with brand post
characteristics as categorical variables, the interpret-
ation of the unstandardized beta coefficients is that
the presence of any one of these characteristics

Figure 2. Distribution of data by three dimensions of brand post popularity.

Table 3. Descriptive statistics of three dimensions of brand post
popularity.

(N = 558) Like Comment Share

Mean 174.16 4.23 6.92
Median 105.50 1.00 2.00
Std. deviation 180.617 21.074 13.341
Kurtosis 4.002 344.376 16.149
Std. error of kurtosis 0.206 0.206 0.206
Minimum 7 0 0
Maximum 985 444 102

ASIA PACIFIC JOURNAL OF TOURISM RESEARCH 323



produces an expected increase in the log of the per-
formance measurement metrics. Thus, the presence
of any of the characteristics multiplies the expected
value of the performance measurement metrics by
the exponential of unstandardized coefficients (Gujar-
ati, 2014). As shown in Table 4, several brand post
characteristics impact the number of likes. Brand
posts containing images, videos, “call to win,” “call to
act,” retail, food and beverages, accommodation, prop-
erty, and promotion factors are positively related to the
number of likes. To illustrate further, for instance, for

every brand post that contains a theme of promotion,
the number of likes increases by 1.84, on average. Simi-
larly, for every brand post with “call to act” elements,
the number of likes increases approximately 1.29.
This can be interpreted as for every 100 brand posts
with “call to act” factor, the number of likes is 129. Six
different factors drive comments. Brand posts that
contain “call to win,” “call to act,” retail, food and bev-
erages, accommodation and promotion factors are
positively related to the number of comments. Brand
posts that contain the “call to win” factor have the

Figure 3. Incidences of media- and content-type factors.

Table 4. Results for three dimensions of customer engagement with online brand posts (N = 558).

Variables

Log like Log comment Log share

Unstandardized B Exp. B Unstandardized B Exp. B Unstandardized B Exp. B

H1 Image 0.706** 2.026** 0.107 1.113 0.202 1.224
Video −0.706** 0.494** −0.107 0.899 −0.202 0.817

H2 Call to Win −0.876** 0.416** 2.077** 7.980** 1.562** 4.768**
Call to Act 0.250* 1.284* 0.464* 1.590* 0.118 1.125
Pure question −0.255 0.775 0.408 1.504 −0.025 0.975
Link 0.022 1.022 −0.373 0.689 −0.038 0.963

H3 Retail −0.786** 0.456** −0.992* 0.371* −0.061 0.941
H4 F&B 0.645** 1.906** 0.949** 2.583** −0.038 0.963
H5 Accommodation −0.809** 0.445** −1.580** 0.206** −0.227 0.797
H6 Property 0.354* 1.425* 0.490 1.632 −0.016 0.984
H7 Entertainment −0.135 0.874 −0.209 0.811 −0.017 0.983
H8 Promotion 0.609** 1.839** 1.457** 4.293** −0.089 0.915

Likelihood ratio Chi-square 155.764 143.913 138.789
Pearson Chi-square 1.777 1.763 1.075
Negative binomial shape
parameter

0.807** 2.381** 0.151**

*Significant level < .05.
**Significant level < .01.
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largest impact on inducing the number of comments
by 7.98 on average. For the number of shares, only
brand posts that contain “call to win” factors are posi-
tively related to the number of shares. The negative
binomial shape parameter shows the extent to which
the conditional variance exceeds the conditional
mean (Gujarati, 2014). These variables are statistically
significant at the 99% level of confidence, justifying
the use of the negative binomial regression over a
Poisson regression.

Regarding the media-type factors, the use of images
and videos leads to a higher number of likes, which is
coherent with previous research wherein vividness vari-
ables have been identified as significant factors that
influence brand post popularity (De Vries et al., 2012;
Kwok & Yu, 2013; Sabate et al., 2014). Placing “call to
win” and “call to act” interactivity elements also
results in a higher level of customer engagement. The
“call to win” factor is significantly related to a higher
number of likes, comments, and shares; and the “call
to act” factor is significantly related to a higher
number of likes and comments. It is worth noting
that “call to win” brand posts have the largest impact
among all variables, as demonstrated by the largest
exponential of the unstandardized regression coeffi-
cient of 7.98. “Call to win” is also the only factor that
is significantly related to a higher number of shares.
By incorporating incentives into the online branded
content, it is not surprising to find a significant positive
relationship with a high coefficient as the action
required to win is relatively easy and the reward
offered by a five-star integrated resort is often gener-
ous. On the other hand, when the interaction purely
asks a question with no incentives, there is no signifi-
cant relationship between the brand posts and the
dimension of brand post popularity.

Regarding the content-type factors, retail, food and
beverages, accommodation, property, and promotion

brand posts are significantly related to a higher
number of likes. In terms of number of comments,
retail, food and beverages, accommodation, and pro-
motion brand posts show significant impact. In
regards to the number of shares, there are no content-
type factors that significantly influence this dimension.
Among all the content-type factors, promotion has the
largest impact with the exponential of an unstandar-
dized regression coefficient of 4.293. Such results echo
with the findings from previous studies (Syed-Ahmad
&Murphy, 2010; Thongmak, 2015), revealing that consu-
mers are searching for promotional information on
social media platforms and are delighted to see such
information on an official brand page. While retail and
accommodation brand posts are significantly related
to the number of likes and comments, the impact of
the unstandardized regression coefficient is less than
1, indicating a relatively lower level of impact caused
by these type of brand posts compared to other statisti-
cally significant themes. One possible explanation for
this has been noted in previous literature. Kwok and
Yu (2013) and Swani et al. (2013) suggest that Facebook
users may not favor direct selling messages. Since brand
fans expect the company to socialize and build relation-
ships with them through social media platforms, users
may generate less positive feelings if the company is
selling too hard.

Conclusions and discussion

This study investigates the factors influencing the
level of customer engagement with brand posts in
SNSs of integrated resorts. Different factors are ident-
ified that relate to different kinds of customer engage-
ment with branded content. Table 5 is a summary of
the results. In regards to the media-type factors,
both hypotheses related to vividness variables (H1a
and H1b) are supported to have significant impact

Table 5. Summary of tests of hypotheses.

Hypotheses Number of likes Number of comments Number of shares

H1a: Image Supported Not supported Not supported
H1b: Video Supported Not supported Not supported
H2a: Call to Win Supported Supported Supported
H2b: Call to Act Supported Supported Not supported
H2c: Pure question Not supported Not supported Not supported
H2d: Link Not supported Not supported Not supported
H3: Retail Supported Supported Not supported
H4: F&B Supported Supported Not supported
H5: Accommodation Supported Supported Not supported
H6: Property Supported Not supported Not supported
H7: Entertainment Not supported Not supported Not supported
H8: Promotion Supported Supported Not supported
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on the number of likes, implying that the use of either
images or videos in branded content in SNSs can drive
a higher level of customer engagement in terms of the
number of likes. The hypotheses related to interactiv-
ity variables are partially supported whereas only two
factors are significantly related to online customer
engagement (H2a and H2b). This implies that prac-
titioners should directly invite and urge audience to
take actions through using “call to win” or “call to
act” factors, rather than merely ask them a question
or giving them hyperlinks to interact.

In terms of the content-type factors, five out of six
hypotheses are partially supported (H3, H4, H5, H6, and
H8). Entertainment is the only factor that does not
show significant relationships with any dependent
variables. Brand posts delivering the information
regarding retail, food and beverages, accommodation,
and promotion drive higher levels of customer
engagement in terms of the number of likes and com-
ments; while brand posts delivering the information
about the property drive only higher number of
likes. Such results indicate that when practitioners
consider content-type factors, they should be aware
of the relatively less online customer engagement
driven by property and entertainment content
compare with other content types.

When companies invite audiences to take action
with the provision of incentives (i.e. call to win), the
influence on the level of online customer engagement
is the largest with positive significant relationships
found on all dimensions of online customer engage-
ment – number of likes, comments, and shares.
When companies publish content purely about the
products without promotional elements, the effects
of these types of content on the level of customer
engagement are relatively low. Comparing the two
groups of content-type factors (i.e. “Product” and “Pro-
motion”), findings from this study highlight the impact
of promotional content on increasing online customer
engagement. The promotional content has the
highest effect in driving the number of comments,
and also a significant positive impact in driving the
number of likes. Among the product-related messages
showing significant relationships with at least two
dependent variables, only food and beverages has a
standardized coefficient higher than 1.

This study contributes to the extant literature by
providing empirical evidence on the influence of
media-type and content-type factors on the online
customer engagement within the context of online
content marketing of integrated resorts. The results

provide practical insights into online content market-
ing of integrated resorts, suggesting guidelines for
practitioners to consider the design and content of
posts on SNSs.

Limitations and future research

This research study is subject to several limitations.
First of all, as this study investigates the branded
content in Facebook, findings of this study may not
be applicable to SNSs that have very different design
and functions (e.g. Linkin). Second, this study focuses
on the integrated resort industry in Macau as the
study context. Future research may consider to
conduct a cross-sectional study using different desti-
nations (e.g. Las Vegas) or SNS platforms (e.g. Weibo)
and compare the results. Last, as revealed from this
study, some media-type and content-type factors are
not significantly related to a higher level of online cus-
tomer engagement, future studies can consider
exploring the reasons behind the failure of these
factors and identify ways for improvements.
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