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[Abstract]

In this paper, we tried to explore factors influencing the diffusion of online events through SNS
by analyzing the online footprint of consumers. To this end, log data of online events conducted by
“C” beer brands were collected and analyzed. The analysis unit of log data was set for each one hour,
and the analyzing method used descriptive and regression analysis. Results are as follows. First, factors
influencing the diffusion of the view of SNS-based online events were like, friend used coupon, and
friend size. In particular, the size of friends had the greatest impact on the diffusion, which again
suggests the importance of social hubs in online events. Second, factors influencing the diffusion of the
number of inflows were also like, friend used coupon, and size of friends. Third, it was found that the
number of reply did not affect the diffusion of views and inflows. This study is meaningful that it

suggested an alternative plan to increase the effect of online events by using real data.

» Key words: Online event, Online activity, Promotion, SNS, Diffusion
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I. Introduction
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II. Literature Review

1. Online Event
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2. SNS and Diffusion
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Fig. 1. Research Model

III. Research Design

1. Research Data
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Table 1. Sample
GemeleT Female Male Total
Age

20s 708 1908 2616
3.8% 10.2% 14.0%
30s 3735 2457 6192
20.0% 13.1% 33.1%
3320 4027 7347

40s
17.7% 21.5% 39.2%
50s 918 1510 2428
4.9% 8.1% 13.0%
60s 106 33 139
0.6% 0.2% 0.8%
Total 8787 9935 18722
46.9% 53.1% 100.0%

*gender missing=2

2. Measurement
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IV. Results

1. Descriptive Analysis
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Fig. 2. Number of Inflow and friends by Day
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Fig. 3. Number of Inflow and friends by Hour
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Table 2. Statistics of Variables (N=922)

STD Min
29.510
28.839
7.403
0.520
0.428
4494

Max
177
155

73

7

5
79177

Mean
29.978
29.368
2.989
0.079
0.100
3028
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Like
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Friend coupon
Friend size
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Table 3. Correlation Analysis

©) ) (©) Q) ® ®
©) 1.00
@ 0.99° 1.00
(©) 0.13° | 0.12° 1.00
@ 0.11° | 0.09" | 035 1.00
® 0.27° | 0.24° | 0.16" | 0.25° 1.00
® 0.48" | 0.45° | 0.10° | 0.14° | 0.29° 1.00

a<.05, b<.01, MView, @Inflow, QLike, @Reply, ®Friend
coupon, @Friend size

2. Effect of Participant on Diffusion
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NS;: number of friend size at time i
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Table 4. Effect on Number of View

Variable B B t-value p-value
Intercept 19.677 - 18.59™ 0.001
Like 0.287 0.072 2.35" 0.019
Reply -0.345 -0.006 -0.19 0.845
Friend coupon 9.072 0.132 4,28 0.001
Friend size 0.003 0.431 14.36™ 0.001
*p<0.05, **p<0.01, F Value=75.95", R*=.249
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Table 5. Effect on Number of inflow

Variable B B t-value | p-value
Intercept 19.835 0.000 | 18.82" 0.000
Like 0.265 0.068 218" 0.030
Reply -0.900 -0.016 -0.51 0.610
Friend coupon 7.457 0.111 3.54™ 0.000
Friend size 0.003 0.415 13.59™ 0.000
#<0.05, **<0.01, F Value=64.95", R*=.221
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,,,,,,,,,,, No effect

Fig. 4. Summary of Results

V. Conclusions
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