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ABSTRACT

The exponential growth in the usage of social media platforms has brought most
of us to a virtual space that is nowadays being shared by firms. These platforms can be
utilized to improve purchase intentions, consumer satisfaction, brand loyalty, positive
word of mouth, and much more. The user engagement over firm generated content can
be the panacea for these desired outcomes. The interactivity over firm generated content
between firms and users is called user engagement. The measures of user engagement
can be the number of likes, comments, retweets, emojis, shares, and more, based on
respective platforms. The active investigations of practitioners and researchers in
understanding the phenomenon of user engagement were interesting. We appreciate the
current knowledge present in the relevant works of literature and put forward a multi-
study thesis as an attempt to add knowledge about the engagement and disengagement

behavior of mobile social media application users.

In the first study of our thesis, we attempt to identify the presence of different
features available at different layers of information in social media posts and their
influence on user engagement. Studies have discussed the importance of
communication of innovation practices over mass media for the profitability of the
firms and their stakeholders. However, the limited exploration of the effective ways
how the different types of innovations should be communicated motivated us to analyze
the SM posts of B2B firms. We have designed this empirical study to extend the
knowledge of the practical usage of social media platforms for sharing their innovation
practices. It has been observed that the continued usage of social media platforms by
B2B firms is still nascent; however, its importance is quite clear to the top B2B firms

as they have dedicated resource persons and budgets allocated to SM activities.



Through the lens of signaling theory, we identified the presence of organizational,
product, process, marketing, and social innovation operations in their SM posts. These
posts were further analyzed using multimodal analytical techniques to identify their
embedded textual and visual features. The results indicate that using social media
platforms for announcing industrial innovation practices is essential. It also shows the
prevalence of users’ interest in the information relevant to organizational innovation

practices of B2B firms.

The second study explores social media posts' textual and visual features that can
improve technology-mediated communication between firms and users. In this
technology-mediated world, the increased engagement of individuals over social media
platforms makes it necessary to connect with everyone digitally. The literature indicates
that many studies have analyzed textual social media content. However, recent trends
indicate that users prefer multimedia content over static content. The limited
investigation of visual and textual features for effective communication between firms
and users has motivated us to conduct this study. With the theoretical underpinning of
social presence theory, we have deduced a model that maps multimodal features of firm
generated content across three different levels of user engagement. The model has been
empirically tested with Facebook image posts of business-to-user companies from the
list of Fortune 100 companies of the year 2018. This longitudinal study has also been
designed to identify the changes in social media communication due to the pandemic.
Our contribution lies in modelling those textual and visual features of firm generated

content that reflect the three dimensions of social presence.

The third study has been conducted in the context of the discontinuation of mobile
social media applications at the early adoption stage. Among the other types of IS

discontinuation, this phenomenon got little attention earlier due to the sparse



availability of IS solutions. There are abundant IS solutions in this digital age, but
keeping a user committed to it for a longer duration is a challenge. This study has been
developed to enhance the knowledge about the regressive discontinuance phenomenon
by employing the exploratory sequential design of mixed methods research designs.
With the help of information processing and experiential perspectives of consumption,
we developed a conceptual model in phase one using qualitative research. The lens of
complexity theory was further utilized to identify those composite conditions that result
in regressive discontinuance. To deduce the core and peripheral conditions that affect a
person’s early discontinuation decision, contrarian and sufficient condition analyses
have been performed. This study has been conducted for mobile social media

applications and has implications for multiple stakeholders.

In conclusion, to utilize the opportunity of two-way communication that is
provided by mobile social media platforms, firms need to create an understanding of
multiple facets of information and mobile social media applications. Our studies are
designed to explore the potential of multiple facets of information, such as content-
level, context-level information, multimodal features, and cognitive and experiential
evaluation of the platforms. These studies have significant implications for
academicians and marketers, as they offer strategies for designing social media posts
for effective communication. The insights can also be utilized to prevent the early
discontinuation of mobile social media users. In this manner, based on the current social
media practices of firms and users, our studies create an understanding of their
relationship and share insights about the engagement and disengagement behavior of

mobile social media users.
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IRl Hif ST @iehiH & IuTNT H °rdiig gl 2 §HH Y SHebi Bl T ST
R IR o1 &A1 8 Sl STeichdd BHT gRT I fobdl o1 81 & | 37 WeWTH! 1 JudT
TRIGRT & R0, ST AP, TS THIERT, HE & ABRIHD Weg 3R Igd P
T QYR & o fopar o1 wavar g | 34 qifed uikomdt o fore wH gr A amsh =
SUANTHdT Bl J[SId IHSMUT 81 Ihdl g1 BH 3R IYFNTHArst & o BH gRI
ITF IR R SRIHATRNdl &1 SUARTEHd! S[S1d Hel Sdl ¢ | J&fd wehiH
& YR R IYTNTHAT J[SId & U ASH, HHc, Igie, TH, VR 3R 3ifew
®I TS g Thd g1 SUANTHdl Seid bl gedl Bl wHeH # Rifercys! iR
SMepdisll & Alhg ofid feaaed | g9 URifTe Aife & Aisg aad™ JH &1
TRIGT B & 3R HIST3e A=l WS YR IUANTeD 13 & JSTd FasR
& IR T I SiIe- & TN & ©0 § Te 9g-37eaa- R Uvgd &vd g |

AR R & Usd s §, 51 IRid Hifsar URe ® SHeR) ot faftrs wat
R Iuasy fafd faRivarsit @t IufRUfA iR ITRTHdl e/ R 3% THd Bt
Uga PR BT YA R & | A 4 BH 3R Id GAYRDI BT ATHIGAT B
foT 719 Hf$ar W TaER Tu1sl & TR & Hed@ W 9 S 5| g, e
bR & TArERI BT b8l JURT fobam ST 2R, 5 el aiepl bt Afed @l
7 &4 doe wHl & T Udl & faRavu i & forw URa foean g 39
SHTST 31eqg- Pl fEog fasar § arfds St TararR qush &1 uren &1 &
fog Gieret HifSar wiew ™l & TS SUART & 1 o1 fawdR fosar & 9 | a8
T T § b st Bl gRT AR HifSar Wed BT RO SuaRT ot off

10



TR sraw B gTaifes, 2 dtoaht wf & Ry 59t Hew w1 Wy ® i
o U AU TeH ofaa ofR THes ffafer & fog sdfed seie 8 1 Ryafe
Rl & o9 & H1H ¥, §HA Ich THUH Uai H SIS, IdTe, Uiehar, fauuH
3R FrHToIp TR dTeH $I SURITT B Ugd Bt | 39 URe! BT 390 Teies
qT6d 3R TG JAeTSHf BT Ugd o3 & oIt Aec e d [ARAYUITHS dah-id] Pl
STRINT e faeror f3san 7 11 aRkoms §drd § o Sfieifiies TamR yursht &t
YN0 & T THEAUl $1 ST ST TP | T8 B2B BH & HSATHD
TAER F13T ¥ HefId TSR # IudiTadisl &1 i & T9R &I W g=ifar 3|

IR ST T HfSTT URe & Ty MR T gaemsf &1 usard &dl &
S AT SR STANT@EArSl & s URie]-Ae® ¥R § UR &R I6hd 5| 39
Mefe)-aegw gfar ¥ i fifsar wewd w safdaa) ot dgdt sowaar 3 i
& 1Y f&ieq U ¥ e aas a1 faar g1 e 71 aRal § & &s
e A CRe TR HIfSa1 It 1 fa=ewur fba ¢ | grailios, 81et & vl 9
Hohd fircd & fob IuaiTerdl AecHIfSar Il &1 fRR it § sifde wdg ad
g1 AT 3R IudnTeBdiel ¥ s THE TR & T T2y @R urey gfursh @
v Sffer < &6 39 3fegH ol - & forg URd foban 81 i SutRufa fyeia
& Jgifad MYR & Y, TH U Arsd FHHIal § Sl STURTHA! & S[S1d & di-
3ITT- ST TR R BH GRT Id Al &t agfay faQivdrsfi & #u exal g1 %
2018 &I Bi&d 100 HUHTT Pt J F fao9-g-goR Hufal &1 hage i

URe & 1Y 39 AlSd B STHaSHT TR0 a1 71 21 39 S ey @l
TR & HRUI YIRA HifsdT TR § dedd & UgdH &+ & fad H fgors
far a1 B1 BURT ANTEM WH SiAd It & 39 UTeT 3R Ty faRivarett &

11




ArsfeiT B # g & S granfore SufRUFT & d S1cT- 3ol AT} &Y gid
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