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ABSTRACT

In today’s consumer marketplace, businesses heavily rely on social media due to
its influence on customers’ purchase decisions and facilitation of how businesses and
customers interact. Even literature indicates social media as a significant predictor of
business performance metrics, like firm-initiated content and sentiment over social
media impact firm financial returns. In addition, management response, i.e., firm
response to customer posts regarding products/services on social media, impacts
customer satisfaction. Nevertheless, customer satisfaction is critical for firms and
defined as “the number of customers, or percentage of total customers, whose reported
experience with a firm, its products, or its services exceeds specified satisfaction goals.”
Firms must prioritize satisfying customers by delivering products that meet customer
expectations, providing excellent services, and monitoring consumer complaints. A
satisfied consumer sometimes serves as a free advertisement for a company and shares
their thoughts about the brand’s offerings through word of mouth (WOM), which serves

as indirect marketing for the company.

Further increasing popularity of social media has increased the opportunity and
challenges for the firm and has also seen a surge of interest in social media data due to
user-generated content (massively distributed and uncontrolled feedback on
products/services). Alternatively, social media allows users to circulate their
experiences/thoughts freely. In this thesis, the first study investigates how social media
moderates the behavioral intention of customer experience sharing and how social
media shapes the customer experience, which further affects customer satisfaction.
These two research questions help build a customer experience model from the
collective intelligence of user-generated content. To analyze this objective, we
formulate a framework using social media data for theory-building purposes. We
collect the data from social media “Twitter” using academic API on customer
experience related in 2021. This study indicates the influence of user obsessiveness,
enthusiasm, and attentiveness on customer experience. We also present customer

experience factors extracted from the collective intelligence of user text data.

Moreover, literature indicates that few studies have considered social media

aspects, especially collective intelligence from social media texts, while formulating

Vi



the customer satisfaction model. In the second study, we evaluate the market-based
performance analysis model for customer satisfaction using social media data and
extract the determinants and consequences of customer satisfaction. Also, we examine
the difference between the American customer satisfaction model and the customer
satisfaction model extracted from social media data. For this study, we select the energy
sector (mainly the renewable energy sector) as a sector of study due to the drop in the
customer satisfaction index in the last few years and increase in stakeholder attention
in this sector. Further, we formulate a user-based social media data analysis framework
to analyze the selected research questions. We collect data from Twitter for three years
(2019, 2020, and 2021) on identified keywords and hashtags related to the solar energy
domain. This study’s initial results indicate that people are trying to convey other
subjects’ information, like climate change and technology related to solar energy. Our
findings also suggest that customer satisfaction can be improved by considering the
influence of technological innovation, sustainability, and government regulations &

support.

In the previous study, we consider the concepts emerging from previous studies on
customer experience and customer satisfaction due to social media. We explore the
impact of the nomological network of customer experience and customer satisfaction
extracted through social media on firm performance. We acquired the data from a
technology company, Sling Media Inc., part of Dish Network, between 29 March 2021
and 06 July 2021. For this study, we agglomerate the database that includes daily
activities and customer replies and present the information on three levels: 1) Brand’s
posts on social media, 2) Brand’s response to customer posts, and 3) Customers’ posts
on the brand’s social media pages. We apply correlation analysis to measure the
association between elements of all three elements. Lastly, we apply ordinary least
square regression analysis to indicate the impact of all three levels on firm performance.
Our results indicate the influence of a brand’s direct posts/replies to customer posts
valence/sentiment and authenticity (firm’s post length) on firm performance,
contributing to advertising literature, and suggest two different strategies for posting

content while advertising.

Overall, this thesis presents the idea of extracting information/ intellectual
structures from SM data inductively, further inducing a theory-building procedure from

mixed research perspectives while utilizing big data. The proposed method also reduces

vii



researchers’ dependency on primary data collection methods, which may be considered
time-consuming. To showcase the advantage of methodology and SM artifacts
capabilities, we systematically endeavor to CX, CSAT, and their influence on firm
performance. Managers should focus on improving customer emotion, shaping
customer expectations and uncertainty, and improving the customer's inspiration and
measurement knowledge. Managers must focus on customer perception and value
creation throughout the journey instead of focusing on limited specific touchpoints.
Also, managers should consider the touchpoint priority based on context sensitivity,

customer consistency, and thematic cohesion.
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AR

3o & IUHIFIT TR H, TG TEHI & WRie MUl R 395 THF 3R
AU} 3R TEH| & d1d FIdid B GaeT & HRU, N HifSar R 9g4d 1fH
Rk 81 wel ao & e off Swra Mifsar & areaifie yexH Aftey & e
He@ayu! Hiawgadr & U § 3T a1 §, 99 & % gR1 IR oy e W, ok
TR HIf ST R D! UG BH & o< Rew & gHifad SRl 8| §9d 3rad],
geit 1 ufdfosar, At diere Hifear iR Iaral/Adrsit & ddy § Agh] o1 ue
R T UfAfshaT, TEdh! &1 Iqf® & uHIfad SRt g1 bR oft, et ot Iqfy sraam
& U Heayul § SR "UTew! &1 =, A1 $a T BT Ufa=Id, o sraam,
ISP IS T IqH! Y13l & WY Yiad sHa Ay T aa 3 eifies 3" &
& H gfRuyTiRYd forar a1 8 | oauTal &1 UTedh! Bt 3Ueqsii &1 -1 - a1d Sdie)
@ fqdRd FRp, IBHT A UaH I R IuHIa RIG™dl &I FIRM dRds
UEh! B HIP B DI WA <1 AMMPY| Th AP IJuHIar DHHt-speit fobit
SOt & T T o faqua & &0 § 1 $HR1 § 3R 98 16 ASY (WOM) &
HIEH 3 SIS P UHT & IR H U [TaR 180 &l g, S Hu-T & foIe seed
fquuH & U § &1 R 8|

aRre Hifsar @t 3R 31 dedt Awidr 7 el & e sEwRt 8k
Tl & 9T faar § 3R Suaiesdl-sfad Il (Sarel/Aarsi iR 98 99 W)
faafka iR siffa ufaferan & wRo aRa Hifsar Ser & Mywmatst & o 3
7 gfg 3 T R dofe U W, diwa MHfswr Sumnwatet & A
v/ faaR! P Wdd U I YR HA P 3G <ol |1 39 N § ugan
T 3 10 P USdd Bl | b Tera Hifsar uess srHd Iqren &1 &
HAETR® NI DI B4 YHAd IRl § 3R HY AIa HfSa UeH 3IHa Bl
THR T §, Sl AED! BT AP DI 3R THIfAd BT & 1 T & MY T ST -
S Te=/AmEh Bt AHieE gfeHdl I TEH YT Hied 89 § Aee Hd & |
T IR HST STl &7 IUANT dxeh Rigid-Haiu & it 16 ol R $HRd
2189 2021 ¥ afid TMEH 3IHT TR Academic API BT ITURT B TR Hif ST
"feeR" § 31 Uha IRd ¢ | T8 AT Ued 3IHd IR ITANTEd! & I, IS
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3R AHdT & YHTT B SAIT BT ¢ | §H STANTHAIS & UIS HeRN &1 Tfed
T I FA®Ia T T8H 3Hd HRS Ht TRdd Hd ¢ |

3P {ATd], IR S Hdl § o $ T A Aed IdfP Alsd daR
A I Had JiRra HifSar ugqgst, favy wu @ are Hifgar 94 9 afes
i R faoR a1 g1 g sreqgq o, g9 Aiia Hifear Se1 &1 SN dvds
D! DI UGS P oY TR -3MUTRA YR fa=evur Aisd HT Fedic Hd § 3R
UTEeh! B AP & MRS 3R GRUTH &1 Fdbred &1 T g, 89 A=ra Hifsan
21 9 e U SR Urew AP Aled 3R Ued TP Aied & §1d 3faR &1
i B &1 39 g & R, 54 od oo avl § uree Jdqi g@aie § fARrae
3R 39 &F T fRAUR®! & &0 # gfg & HRU 31 & & & =4 H Solf &7
(= ¥Y § TdiemR0fig SHoif &) H1 999 HRd & | T 3(Qal, 89 Iai-d Y T4l
&1 fARANU B & fIT Teh Iudrehi- et et HfSar Sei fagawo gfen
IR H3d g1 89 YR Soll S1A ¥ Hefid Ugam U Hlds SR 8eT W diH a1d
(2019, 2020 3R 2021) & oY fgex ¥ 3T THA I &1 5T LT & ST
Tcitol FdTd § b ANT 3= fawal &) STHBHRT & BT BIRIRT B TG 6, oI b Sfararg
aRTd 3R AR Solt o e Tt | gUR ey a5 off gama <d & i ad-iat
AR, FRURAT 3R TRBHRT ot 3R THH & U R faaR R M| & AP
T gUR a1 S I 2|

e sremaH #, 50 IR HifSaT & HRUTAEH! o SIHT 3R UTed! B Igd
R IS gl ¥ SURA arel! SaURoNSH IR fGaR &d 81 89 BH & UaRH )R
TRrd Wi & Wy J FeIa T Ued 3HT 3R UTEH! & TP & Hibidd
s & THIG HT Udl T & | B 29 A 2021 3R 06 SATS 2021 & St Th
i o, R Hifean $, fe= Aeas &1 fow, T Ser v foan| 39 siega=
& o0, 8 STa B IHGI HRd & oIl G TAaierdt 3R Jgdh IR AMH §
3R T TR W THGRY TRgd Hd g1 : 1) W Hif a1 R 918 31 Uike, 2) U
@ URE W SIS B ufdfehan, 3R 3) §i€ & AIa ST 0 WR TGS Bt URE | §H
I Tl & dcdl & st Yy 1 AU & g Ggdey fa=ayur an &d g1 3id 7,
g9 BH & UeH R T+t fF WRI & UHTa &1 3R B & oIe WreRor =g7a aif
FfeRTH fazayor Ar] %R € | gAR o wH & UeiF, faq= e # anrem,
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3R Ao & GRM IR URE A & AT &1 SeT-31eT UM 3T g3imd &d
gU S8 & Ude URE / UTEH URE &1 daid / HTGHT 3R TGl (B &1 URe
TaTE) & YT B 31 HRd B

od e, I8 MR Tiwrar Hifgar a1 Tear/afgs Iamsi o
STTHATHS T ¥ FoHTa- &1 faaR TRgd $Rdl 8, T8 Sl BT SUANT HRd gu
fAfra sreem™ efP@iur 3 teh Rigia-Fafor ufsar &1 ol Sgrdt 81 uRartad
ggfd uryfiie Se1 e faftal R nywmdfert ot Fkar &1 o &1 wxat g, o
TG T aTelt /T ST GohdT § 1 Sy iR Irere difgan snféthae emrarsii &1
A faem & firg, 59 ogafyd U 3 UTgd 3rgHd, T8 i SfR BH & Ua=H
TR FP THTT T TN B4 & | b Bl UTEh! bt UGS BT R, TS
1 aUersit 3R Tl B MHR & 3R AEH DT IO SR AT I H FUR
B R & AT 1T | YD ! i iftrd fafy cawRe W & disd oA &
oI O T & SR AT8eh! &1 4RO SR T AT W & &1 anfee | Ay
g, veu! 3l g Yagaxiiadr, Teed MR SR fawrTd qrie & SUR R
caUise Uil WR fdaR &A1 91|
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