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Abstract

Objectives: This paper aimed to provide an overview of social media marketing strategies used by Malaysian car brands
and analysis of their success. Method: Data collected through content analysis method to the top 10 Malaysian car brands’
website and their Facebook platform. Findings: This study found that all brands have at least two social media presence
and Facebook is the most popular platform among others. It indicated that the Malaysian car brands have begun to fully
embrace the enormous benefits that social media offers. Furthermore, marketing strategies adopted by Malaysian car a
brand in Facebook is congruent with the motive of the customer engages with them in social media. For this reason, this
study suggests that most of them succeed in social media marketing campaign. Contribution/Value: Literatures related
to social media is still limited, thus the finding of this study contributes to the knowledge and provides an insight to the
Automotive Industry practitioners on their current practices and performances. We end this paper with limitations and

suggestions for future research.
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1. Introduction

The growth of social media has dramatically reshaped the
entire process of business and marketing. Social media
has changed how companies-customers communicate
from unidirectional to bidirectional form of communi-
cation where customers are now allowed to discuss and
share their opinion publicly. Social media has gained tre-
mendous popularity due to its special functionalities that
are not generally available in traditional media. One of
the most important characteristics of this media is its abil-
ity to reach broad audience very fast and with very little
investment. For example, Wearesocial' reported that the
current world Internet users are 3.419 billion or 46% of
world total population, with year to year growth is around
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332 million new Internet users. Apart from that, 2.307
billion of Internet users (or 31% of world’s population)
are reported active in social media with expected 219
million year to year growths (Table 1). In the context of
Malaysia, Malaysian is reported as one of the most socially
engaged in the world with the current active social media
user is 18 million or 59% of Malaysian total population'.
As social media is running by using Internet as the back-
bone, this simple statistic provides a clear evidence how
this technology offers huge potential for reaching new
customers and making business more profitable through
the concept of viral. Viral or electronic Word of Mouth
(eWOM) is a unique and distinctive characteristic that
is very synonym to social media. When brand’s fan ‘like}
‘share’ or ‘comment’ to any brand or user post, the post
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Table 1.  Statistics of global Internet users, social media users and mobile social users as January, 2016
Users Number of users Percentage from total % Year to year No. of year to year growth
population growth
World’s population 7.395 billion - 2.5% + 177 million
Active Internet users 3.419 billion 46% 10 % +332 million
Active social media users 2.307 billion 31% 10 % +219 million
Unique mobile users 3.790 billion 51% 4% + 141 million
Active mobile social users 1.968 billion 27% 17 % + 283 million

is likely to instantaneously appear in his/her friends’ feed
and this gives a free publicity to the brands. According to
ComScore?, for each incremental day post is published on
the brand Facebook page; reach among fans increases by
2.5%. Therefore, for many brands with a limited customer
base, they have the chance to reach billions of users, both
in and out of their geographic area.

Social media is also associated with low investment
and financial risks**. This is due to the fact that the major-
ity of social media sites are free to access even for business
use where the brands can freely create profile and post
information regarding their product or business activi-
ties. Apart from that, advertising cost in social media
for instance, through Cost-Per- Click (CPC), Cost-Per-
Impression (CPI) and Click Through Rate (CTR) are very
cheap. According to Calliduscloud?, brands can save their
marketing cost 40-60 % less than ads on traditional chan-
nels like print media, television and radio. In contrast,
brands have to invest around USD 100,000 to produce
TV ads, whereas a social media advertisement on Twitter
or Facebook for example, can cost as little as USD 1-USD
5 per click’. With the growing emphasis on social media,
how to effectively utilize this new media environment has
become one of the most important topics in public rela-
tions and marketing research.

Though social media hasbeen widelyadopted by global
users and majorities of public relation practitioner believe
that social media is the most cost-effective and powerful
channel to build brand-customer relationships®2, little is
known on the extent to which Malaysian brands engage
with social media to cultivate relationships with custom-
ers. The research studies within Malaysian context thus

far are more focusing on customer perspective’*=%, while

limited focus is given on brand perspective?=*2. However,
how Malaysian brands used social media and how effec-
tively and efficiently they use social media for marketing

purpose have yet to be analyzed. Therefore, analysis on
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brand’s page is necessary to get insight on what kind
of strategies Malaysian brands used to develop brand-
customer relationship in social media and their strategy
performances.

Focusing on Malaysian car brands, the main goals
of this study is two folds: First is to investigate social
media channel used to engage with customers. Secondly
is to examine brand marketing strategies, particularly in
Facebook channel and their performances. To meet these
goals, the following research questions are offered:

RQI. What type of social media used by Malaysian car
brands for their relationship marketing strategies?
RQ2. What are strategies used by Malaysian car brands in
Facebook to develop brand-customer relationship?
RQ3. What are the outcomes of their strategies?

With the significant benefits that social media
offers and limited literatures of social media practice in
Malaysia, this paper is hope to add knowledge to prac-
titioners and academic scholar on the current scenario
of social media practice within Malaysian car brands.
By examining social media performance, Automotive
Industry practitioners may diagnose problems and ame-
liorate their current marketing practices.

The structure of the paper starts with literature review,
methodology used finding and discussion of the study,
as well as limitation and recommendation for future
research.

2. Methodology

A web-based content analysis was employed to achieve the
main aim of this study. Ten (out of twenty nine) passenger
cars registered with Malaysian Automotive Association
(MAA) were selected for the analysis. Data collection was
conducted in two stages; first, we investigated the brand’s
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website to examine the existence of social media chan-
nel used for social media marketing. If the channel exists,
it will be coded as 1, otherwise 0. In stage two, content
analysis on their official Facebook page was carried out
to examine social media marketing strategies used by the
selected brands in this channel. Two weeks posts, from
Ist March to 15th March, 2016 were retrieved in one day,
due to the rapidly changing of social media data. Brand’s
Facebook strategies were analyzed from four dimensions,
frequency of the post (i.e. total post in two weeks and
average post per day), type of the post, media use (i.e.
video, picture or text only) and interactivity. Following®,
the type of post was divided into three categories, trans-
actional, informational and entertainment as shown in
Table 2.

Table 2. Type of post and description

Type of post Descriptions

Transactional Brand post about product
advertisement, deal, price promotion

and remuneration

Informational Brand post about events
promotions, general information, press
release, CSR activities, corporate ability,

tips and education

Entertainment Brand post that promoting family and
friend relationship, aspiration, seasonal
greetings, memories, lame joke and

asking fans to participate in quiz etc

The existence of these type of post was coded as 1
(present) and 0 (absence) and therefore, one post may
have more than one category. For example, the main
intention of the brand to deliver the post is to introduce
their new product. But, as a strategy to attract higher
engagement, the brand attached humorous elements
in the post. Therefore, this type of post will be coded as
transactional and entertainment. Interactivity is defined
as the degree to which two or more communication
parties can act on each other, on the communication
medium or on the messages and the degree to which
such influences are synchronized, and thus, captures the
notion of an interdependent exchange of information
and the degree of influence that the communicating par-
ties exercise over the communication process*. Adopt®,
interactivity is operationalised by tallying the number of
interactivity tools comprised in each brand content. The
interactivity includes external link/weblink, hash tags,

Vol 9 (46) | December 2016 | www.indjst.org

page/person tags, question, call to actions and contests.
Coding is based on the number of interactive tools used.
The outcome of social media marketing was accessed by
the total number of fan, total interaction and engagement
rate. Total engagement represents to the number of active
participant who engage with the brand by liking, sharing
or commenting the post. Engagement rate is the percent-
age of total interaction divided by total number of fan.
The coding process was done by two coders, and percent-
age of agreement between coders is 93%, which indicates
strong reliability.

3. Result and Discussion

This section presents the results of the study from the
perspective of social media marketing strategies and their
marketing performance. Subsequently, we discuss these
results which include their implication and recommenda-
tion to the practitioners.

3.1 Type of Social Media Use

Social media is defined as a group of Internet-based
applications that build on the ideological and technologi-
cal foundations of Web 2.0 that allow the creation and
exchange of user-generated content*. Blog, photo shar-
ing (e.g. Flickr, PInterest, Instagram), social network (e.g.
Facebook, Google+), microblog (e.g. Twitter), business net-
work (e.g. LinkedIn) are among the most popular category
of social media**=*, with an emphasis on the development
of relationship between users and the community. The
investigation from brand’s website shows that at least two
and maximum five type of social media platform used by
Malaysian car brands. Table 3 provides the detail statistics
of social media adoption. Facebook is identified as the most
favorite platform where 100% of the brands use this chan-
nel to engage and develop relationship with customers,
followed by Youtube (90%), Twitter (70%) and Instagram/
Pinterest (70%). Other type of popular social media such
as business network (i.e. LinkedIn), social networking (i.e.
Google+) and photo sharing (i.e. Flickr) are not used by
any of the brands. From this result, we can conclude that
brands are fully aware in the need to use social media for
brand-customer relationship. Despite the popularity of
Facebook among users, it can be seen also that all brands
choose this channel as main platform to communicate with
their current and prospective customers. It is very intrigu-
ing to see majority of the car brands use three and four
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channels for marketing purpose. Despite the downside of
social media on brand reputation (i.e. unfavorable custom-
ers comments that openly seen by public), brands seem
agree that the benefits of social media offers are some-
thing that cannot be ignored. Negative and unfavorable
comments would not be a big issue if Online Reputation
Management (ORM) approach is properly planned and
implemented. ORM is the process of positioning, moni-
toring, measuring, talking and listening to all online
conversation. If potential risk happens, brands can imme-
diately take action before things get worst. Perhaps KFC
Malaysia and Air Asia were among good example on how
they reacted towards online potential risk and how they
use this media during risk to preserve their reputation. In
June 2011, an employee of KFC Malaysia posted a video of
food tampering and started to circulate in Internet. As part
of its crisis response strategy, KFC Malaysia posted a video
to tell its side of the story and regain customer confidence.
Similarly, following the crash of Air Asia plane in December
2014, Tony Fernandez, the CEO of Air Asia used Twitter to
update followers on recovery efforts, expressing concern to
the family of the victims and keep giving morale support to
his staffs. The way Tony Fernandez used social media is the
best effort to save reputation during crisis*.

3.2 Social Media Marketing Strategies in
Facebook

In terms of brand’s strategies in Facebook, Perodua
shared the highest number of post during 1st March

Table 3. Type of social media used by Malaysian car brand

to 15th March, 2016 with average 1.47 posts per day,
followed by BMW with 1.33 posts while Honda and
Chevrolet share 1.27 posts per day respectively. The
least active brand is Suzuki with only 0.53 posts per
day. Overall, all brands made in average one post per
day, the result implies that Malaysian car brands are
very proactive and made serious attempt to develop
relationship with their customers. Table 4 provides a
detailed numerical description of social media market-
ing strategies and marketing outcome of each selected
brands.

Content analysis results indicate brands employ
more transactional type of posts (88 posts) than infor-
mational type of post (85 posts). Entertaining type of
post such as contest, lame jokes and greeting was not
popularly used with only 52 type of this post were
shared. For comparison among brands, 100% of post
shared by Mazda contains informational type of post,
Honda (89%) and BMW (75%). Perodua shared the
highest number of transactional post (95%), followed
by Toyota (81%) and Suzuki (62%). None of Mazda and
Suzuki posts contains any entertaining elements, while
Proton produces the highest entertaining post with 67%.
In*® urged that customer engages with brands resulting
from their motivational drivers. Research has found a
variety of motives drives customer engagement, but
three main drivers are seeking for economic benefits,
information and entertainment*=*. Prior research also
shows that transactional type of post attract highest cus-
tomer response in terms of like, share and comment*>*.

Type of social media Proton | Toyota | Honda | Nissan | BMW | Perodua | Kia | Suzuki | Chevrolet | Mazda
Blog® be X

Business network

Micro blog® X X X X X X X

Photo sharing® X X X X X X X
Virtual world

Video sharing? X b'e X X b'e X b'e X b'e
Virtual games

Social bookmarking

Social network® X X X X X X X X X X
Total 3 3 3 4 2 4

Note: *(corporate blog), ®(Twitter), “(Pinterest / Instagram), ¢(Youtube), and ¢(Facebook)
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Therefore, brands made very right strategy by sharing
posts which are aligned with customer’s motive and
preference. Facebook is used to publish posts as pure
text, text with photos and text with videos. Photos are
highly preferred type of media used by all brands with
the total is 133, as compared to video (14) and text only
(3). As can be seen from Table 3, none of posts shared
by Perodua, Mazda and Suzuki used video or pure text,
while 95% of Honda’s post and 90% of BMW’s post were
used photos and the rest was video. This study consistent
with prior studies**?, where the use of photo is prefer-
able by other global brands. Besides, prior studies shows
that photo successfully draw more customer response
(like, comment and share), as compared to video and
only text**>**. BMW winning the race on interactivity
where most of their post attached with many interac-
tive tools especially hashtag and weblink. BMW used
49 interactive tools, leaving far behind are Kia (29)
and Honda (28). Suzuki and Mazda did not attach any
interactive tools in any of their post. However, prior
research shows that adding high level of interactivity
exerts a lower effects of customer response?**®, In this
regards, many brands have made incorrect decision by

attaching their shared posts with many interactive ele-
ments. Therefore, brands should reduce the number of

interactivity in their posts if they want to get better
engagement from customer.

3.3 Social Media Marketing Outcomes

In our analysis on social media marketing outcomes,
Honda has successfully attracted the highest number
of fan (1,169,754 fans). Second place goes to Toyota
(832,062 fans) and Kia in the third place with 710, 549
fans, while the least popular brand is Suzuki with only
6,084 number of fans. In regards of total engagement,
again Honda won the battle with 38,578 fans actually
engaged with the brand by liking, sharing and com-
menting the brand’s post within two weeks period.
Proton is in the second place with 19,006 active fans
and Kia is in the third place with 11,150 active fan
and Toyota 10,235 active fans. Even though, Suzuki
attracted the lowest number of the fan and total engage-
ment, the percentage of their fan that truly engage with
them is the highest among its rival (5.4%). Being the
most popular brand in social media, the evidence shows
that only 3.3% of Honda’s fans are truly engaged with
them. Proton also achieve good engagement rate with
4.61% and Chevrolet is 2.64%. Nissan, Perodua and
Mazda have attracted very low engagement rate with
below 1%, respectively.

Table 4. Social media marketing strategies and marketing outcome

Brand Brand marketing strategies Outcome of marketing strategies
hame Post frequency Post type Media type
Post . . Interactivity | Number Total Engagement
N | perday | I | T | E | Video | Picture | Text offan | engagement rate (%)
(mean)

Proton 15 1 8 5 110 1 12 2 15 412,720 19,006 4.61
Toyota 16 1.07 9 |13 ] 6 3 13 0 12 832,062 10,235 1.23
Nissan 10 0.67 6 3 4 1 9 0 17 463, 498 2231 0.48
Perodua 22 1.47 6 (21| 7 0 22 0 19 162, 902 1427 0.88
Honda 19 1.27 17 | 17 | 3 1 18 0 28 1,169,754 38,578 3.30
BMW 20 1.33 15 | 7 7 2 18 0 49 285,518 5257 1.84
Kia 10 0.67 6 5 2 1 29 710, 549 11,150 1.57
Suzuki 8 0.53 4 5 0 0 8 0 0 6,084 343 5.64
Chevrolet | 19 1.27 7 7 | 10 4 15 0 21 87,497 2,313 2.64
Mazda 11 0.73 11 | 4 0 0 11 0 0 105,579 837 0.79
Total 85 | 88 | 52 14 133 3 190 1,263,335 91,377 22.98

Note: I: Informational, T- Transactional, E- Entertainment
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There is no specific formula or benchmark to deter-
mine the success and failure of social media marketing
found in literatures, as the real measure is depends on
goals specified by the brands**¥”. However, if product
awareness is a main goal of the brands to be involved in
social media marketing”, we proposed that the ability
of the brands to attract at least 100,000 numbers of fans
is considered as a major success especially in the con-
text of small population country like Malaysia. Apart
from that, Facebook is free where brands do not need
to buy the application from the third party. If 100,000
numbers of fans are taken as benchmark, we conclude
that 80% of the Malaysian car brands succeed in their
product/brand awareness goal. In*” proposed number
of active users as relevant metric to measure brand
engagement goal. Again, there is no specified bench-
mark to measure the success. Therefore, we proposed
that brands succeed in engagement goal if they achieve
at least 1% of engagement rate. Every Malaysian user
has an average 233 friends in their social network?®.
In the case of Toyota (for example) that has 19,006
active fans (i.e. like, share or comment the post) and
only 1.04% engagement rate, however, if we multiply
each user with an average 233 friends in their circle,
these fans will give 4,428,398 times free publicity to
the brands in just two weeks. This is very impressive
achievement with very little investment and effort
taken by the brands.

4. Conclusion, Limitation and
Future Research

There is dearth of literature focusing on how Malaysian
brands develop relationship with customers in social
media. This study contributes to knowledge by explor-
ing social media strategies used by Malaysian car brands
and their marketing performances. The finding high-
lights that brands adopts multiple social media channel
to communicate with their customers. They also fre-
quently update their Facebook with average one post
daily and share type of post that congruent with cus-
tomer’s motives. Additionally, this study shows that
brands use photo more frequently than video and text
only. Strategies used by Malaysian car brands are con-
sistent with strategies used by other global brands.
Furthermore, in terms of marketing success, on overall,
brands manage to achieve good rate of engagement and

B ¢ | oo (46) | December 2016 | www.indjst.org

subsequently social media is proven as an alternative
marketing tool that must be seriously adopted by any
brands to receive free publicity with very minimal cost
and effort.

Although this study expands the literature, it does
have some limitation. The drawback of this study,
we did not experimenting the statistical correlation
between brand’s strategies and marketing outcome. The
investigation between these variables is very important
to understand factors that may have significant impact
on marketing outcome. Additionally, we did not mea-
sure the link between engagement rate and financial
measure, for example, how much engaged customer
actually buy or consider buying the product. The other
limitation is the time frame taken for analysis is very
short and the sample taken in the study is limited. For
future research, longer time period such as a month
data and higher number of the sample is encouraged to
get better picture of Malaysian car brands activities in
social media.

For future research, we plan to expand this study
which include bigger samples from diverse indus-
tries and investigate whether there are similarities
and differences of strategies used between industries
and between Malaysian local and global brands. The
analysis will also contain wider dimensions such as
brand reputation and brand personality. Finally, we
would like to investigate the effects of brand’s strat-
egies on post popularity and brand popularity in
Facebook.
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