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We conducted an experimental study on several products to see how much
influence the topics on SNS would have on potential customers. As a result, we found that, first of
all, it is important for a product to have a high performance as a product and to have some kind of
gimmick that can be transmitted on SNS. It was also revealed that people who are influenced by the
contents of the messages are not only interested in the products, but also have a feeling that the
sender has a close relationship with them. In addition, it was found that not many people were
influenced to purchase the product by the information sent out, and that it was important to combine

the information with other promotions
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# of person of Tap
# of Tap significant significant
level level
Intercept. 1.958  *** 2.043  F**
Res_Followee  -0.005 *** -0.005 FF*
Res_Follower 0.003  *** 0.002  ***
Res_total_repo 0.0001 *** 0.0001 ***
Up_Followee -0.001 0
Up_Follower 0.007  *** 0.007  ***
Up_total_action 0.001  *** 0.001  #**
ReportbySample 0.279  F**
Negative WOM 0.325  ***
AIC 3034.99 2980.53

BIC 3063.67 3017.39
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Person # of Like
# of Like significant significant
Level Level
Intercept. 1.624 il 1513 ***
Res_Followee -0.003 ekl -0.003 ***
Res_Follower 0.001 0.001
Res_total_repo 0.0001 Hokk 0.0001 ***
Up_followee 0.00009869 0
Up_follower 0.008 bkl 0.008  ***
Up_total_action -0.00004826 el -0.00004993 ***
ReportbySample 0.216  ***
Negative WOM 0.063
AlIC 2426.10 2412.13

BIC 2454.77 2448.99
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