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Abstract: The sustainability of social media is a common subject of study. With the emergence of
cultural and creative industries, many studies have begun to explore the advantages and disadvantages
of the integration of social media with cultural and creative industries. However, there remains a
lack of research on the sustainability of cultural and creative social media. Therefore, the present
study uses the example of a non-profit cultural and creative organization as its case. The use of
social media content discovery technology explains the sustainable use of cultural and creative social
media and how participation and interaction with cultural and creative brands are promoted from the
perspective of artists or ordinary people. In addition, the analysis of concrete and abstract information
explores how content orientation and brand perception impact emotions and behavior. We use
social media content discovery technology to analyze 9529 image posts. The results show that for
abstract themes, for example, art or design, people can be more easily guided by information with the
help of images, which stimulate positive emotions, resulting in more actual engagement behavior,
including posting and sharing. With respect to emotional responses, images with smiles are found to
have a significant effect in guiding positive emotions, which are expressed through actions, such as
active participation and feedback. By examining the meaning of the information in the images, we
find that images with abstract themes have a good connection with the brand image. Although the
information is less easily shown, it can guide significant outcomes that are positively correlated with
the information. Therefore, strengthening brand image and content themes can effectively consolidate
trust in brand content and the sustainable development of cultural and creative social media.

Keywords: cultural and creative industries; social media content exploration; abstract and concrete
information; behavioral and emotional participation

1. Introduction

Social media content exploration is an analytical science that combines computer science, data
mining, big data, machine learning, and social network analysis. It uses data and content to carry
out various discussions. It is not only applicable to various brands of social content management but
also has very important auxiliary effects for social content planning and decision making [1]. Since
the participation of people is closely related to the social content, content exploration in social media
has become one of the common research methods. For example, Kalampokis et al. (2013) used social
media data to predict disease, stock market volatility [2], and election outcomes in different regions.
Abrahams et al. (2013) used text exploration technology to examine the complaints about car brands on
social platforms [3]. He et al. (2013) used text exploration to analyze the Facebook and Twitter content
of three American pizza franchisers and understand public praise and Internet trends [4]. Currently,
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social media content exploration applications not only provide patterns to identify specific related
topic information but can also be used to conduct qualitative and quantitative analyses to predict
events with unstructured content.

Combining the instantaneity of social media with the rapid collection of content exploration has
become the best approach to grasp the characteristics of people [5]. Social media content exploration
mainly focuses on information collection for various websites and social platforms [6]. Therefore,
exploration technology and tools are used to collect, share, explore, and visualize information [7]. So
far, the commonly used exploration technologies include computer-based technology, such as retrieval
and automatic or semi-automatic model construction [8]. Social media content can be explored by
using text data and text exploration models to determine specific patterns and relationships of content.
Different types of content, such as image, video, multimedia, audio, and other information and data,
can be used for mining and testing the data content of these unstructured texts [9].

In recent years, research into social media content has been growing rapidly. Whether it is semantic
analysis based on the textual content of Twitter or Pinterest, or image, textual, and video analyses of
Facebook or Instagram, the relationships between the contents of different communities and user needs
are being explored. For example, users who actively use Facebook and Twitter tend to be the ones in
the community who execute the most likes or follows [10]. An investigation of users in a community
has found via association that their motivations for use are often interactively influencing the demand
for posts. For example, an investigation of image posts has shown that users display two different
kinds of feelings: sentimental images and cognitive images. Sentimental images are images that easily
stimulate sentiments or emotions in users [11]. Cognitive images often use non-textual descriptions
such as portraits or images to reduce users’ barriers to posts, which has become a common method for
communities to expand into different populations [12]

Based on many previous studies and findings, online images and content are the best way to
create image. Either the text or the image is constantly creating and transferring information [13].
Therefore, social media has an irreplaceable value for image promotion, and often plays a key role
in image sustainable development. Image information is helpful for not only forming the image
but also understanding the perception and ideas of people, thereby facilitating the expression of
appropriate images and themes from the perspective of people [14]. The positioning of content image
is indeed beneficial for brand image formation and can reduce excessive complexity or contradiction
when communicating with people [15]; it can even use positive elements to convey exclusive brand
characteristics and attributes [16]. Therefore, considering the industry’s high reliance on social media
platforms and the trend toward social media content discovery technology, the present study focuses
on cultural and creative industries and explores the future sustainable development of cultural and
creative social media.

In contrast to the simple business perspective of enterprises, the cultural industry is characterized
by complexity and contradictions. Holden (2006) asserted that, to be representative of culture and art,
any legitimate cultural entity must not only be creative but also have a symbolic meaning representing
certain symbols or images [17]. The meaning of the term “culture” can be reflected in social experience,
art exhibitions, or everyday practice [18]. Many cultural and creative industries are established in a
similar way: the development of brands creates a shared or homogeneous cultural experience among a
group of people [19], producing similar beliefs, traditions, values [20], and so on. Of these, cultural and
creative products can take the form of symbols or text [21]. Therefore, cultural and creative industries
are seen as a product of experience and art. People can not only appreciate cultural creativity but
also create culturally unique spiritual symbols together with the brand. Using appropriate content to
communicate with groups of people can be referred to as cultural and creative marketing [22]. It can
achieve the ultimate objective of establishing communication between art and groups of people. In
this way, the sustainable development of cultural and creative industries can provide more diverse
cultural values [23].
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With the global emergence of creative industries [24], the creative industries in Asian countries,
including Taiwan, largely emerged from the blueprint of a British Labour Party report in 1998 on
cultural and creative industries. This blueprint was quickly passed from the United Kingdom to Taiwan;
in 2008, the Taiwan government proposed the “Challenge 2008 National Development Plan.” Cultural
and creative industries involve the Ministry of Economic Affairs, Council for Cultural Affairs, Ministry
of Education, and Council for Economic Planning and Development. The Ministry of Economic Affairs
set up a working group to integrate these responsibilities, and the government has systematically
developed cultural and creative industries from the top down. Of these, two cultural and creative parks
have the largest scale and most unique characteristics. Located in Taipei, the Huashan 1914 Creative
Park is a historical and cultural property. Since 1999, it has become a venue for cultural events, such
as art exhibitions and music performances, and has the unique characteristics of an “artists’ cultural
and creative organization”. The Pier-2 Art Center is an art center located in Kaohsiung, creating
an international art platform through the application of avant-garde, experimental, and innovative
concepts. The Pier-2 Art Center is operated by the Bureau of Cultural Affairs of the Kaohsiung City
Government. It is owned by the Kaohsiung City Bureau of Cultural Affairs and the Kaohsiung City
Cultural and Administrative Corporation. It provides a multi-faceted cultural and creative exhibition
and is characterized as an “ordinary people’s cultural and creative organization”.

In this study, we look at the social media platforms of these two representative cultural and creative
organizations. First, how can cultural and creative social media expand the sustainability of its content?
Second, based on different content or exhibition needs, for example, the different characteristics of
cultural and creative industries for artists and ordinary people, how can the sustainability of the content
be used to increase the emotional and behavioral engagement of social media users? Finally, is it
possible to integrate existing social media content exploration technology to provide recommendations
pertaining to the management and development of sustainable cultural and creative social media?

In addition, the present study understands that online images and content are the best way to
generate the creative image of brand culture [25]. We divide the model proposed by Aaker et al. into
functional images and symbolic images according to the features and positioning obtained during
image exploration. Symbolic images are mainly abstract and thematic images [26], while functional
images mainly represent specific objects [27]. This allows us to explore whether concrete factors and
abstract factors in image posts have a positive influence on emotions and behaviors.

However, most studies on social media management strategies have purely focused on the analysis
of commercial brands, whereas very few have discussed brands of a noncommercial nature. Therefore,
this study attempts to focus on a different type of brand positioning and take nonprofit cultural and
creative brands as examples. This study discusses how the images of cultural and creative brands
influence the relationship between information factors and emotional factors. In the strategies applied
to social content development, information can be emphasized with images, and some topics can be
analyzed, such as the kind of negative emotional and behavioral influence that can be exerted when
the positioning of the content is different from people’s cognition of the brand. To verify the findings
of the analyses in this study, the content sustainable development of social media of cultural and
creative industries is first considered by taking the Huashan 1914 Creative Park in Taiwan and the
Pier-2 Art Center as examples to demonstrate the difference in cultural and creative brands between
“artist” positioning and “ordinary people” positioning. Subsequently, the study explains how content
image benefits content sustainable development differently and influences people’s cognition and
emotions. In addition, this study focuses on social content in the form of images and discusses whether
the images can lead to people’s cognition of brands; these forms can be applied by future cultural
and creative industries and relevant institutes in their social media marketing and brand positioning.
The purpose of this study is to explore the conclusions according to the real examples and master the
methods and concepts of information management for different cultural and creative industries.

The study is organized as follows: Section 2 briefly summarizes the relevant literatures and
theories of content images and the quality of information at the current stage; Section 3 proposes the
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relevant hypotheses on how images and text related to cultural and creative brands with different
display purposes influence people’s participation in the homepages as followers, and then analyzes
how different factors influence people’s emotions and behaviors; Section 4 focuses on the operating
methods in the study; Section 5 analyzes the data; Section 6 discusses the conclusions and explains how
to use this model to conduct social content management and content sustainable development planning.

2. Theoretical Background

Research on social media posts has grown rapidly in recent years in terms of the text content
analysis based on semantics, including research on the characteristics of images, text, or video and
analyses of the impact of social media text, images, or video on the responses of people [28]. In
addition, some studies have further discussed various types of posts and media elements, such as the
elements in images or videos that have a positive impact on people. All of these empirical studies
have validated that information can shape the experience environment and enable interaction between
different social media and people [29]. Since information can be used to induce people and help them
create associations, the interaction between people’s emotional state and information content must be
interrelated and predictable beforehand. For example, Zhang (2014) believed that information triggers
emotional responses and drives people to generate cognition, emotion, and evaluation [30]. In terms of
social content, it is often found to use information packaging to arouse emotional support from people,
so as to strengthen brand power and provide different emotional guidance, such as experience, care,
understanding, and sympathy [31].

The content image refers to the image of a specific content or object [32], which includes various
elements, such as the cognition, perception, and emotion of the content, especially the overall image
presented in brand perception and emotion. It is often formed by various sources of information,
such as online pictures of the content. According to different media types, the online content can
be divided into online text, online image, online video, and other media types. Almost all brands
can use social media to launch a commercial social media strategy and build a model to measure the
social characteristics of people [33]. Stieglitz et al. (2014) suggested using people analysis to support
the formation of deep relationship marketing [34]. This can be interpreted as using clear content
positioning to attract more people with the same attributes [35]. In fact, the participation of the brand
is closely related to the positioning of the content image, which mainly depends on many internal and
external factors [36]. The content image depends on people’s intention, while the intention depends on
preferences, which are in turn affected by emotions; for example, positive and negative images can
result in differences in participation intentions and attitudes.

Woodside and Lysonski (1989) further interpreted the relationship between the content image
and intention [37]. They proposed three inspection criteria for a content image, namely, the general
attribute, psychological function, and relevance level. General attributes refer to the general images of
the content and the cognition of individual attributes. Psychological functions are the psychological
characteristics of the content image. The relevance level refers to all general images and related images,
showing the relationship between the content image and behavior intention.

Among them, abstract images are represented by general attributes and psychological functions,
whereas concrete images are represented by the symbols of relevant images.

Both concrete and abstract images in the content image can affect people’s cognition, emotion,
and intention toward a brand. Cognition includes knowledge and belief; emotion generally refers to
aspects such as emotions, feelings, and attachment. Therefore, in addition to cognitive and emotional
assessments, the assessment of behavioral intentions is also necessary [38]. Among the related studies,
Gartner (1994) paid special attention to the formation process of the image and discussed the influence
of different types of information on people’s cognition and emotion [39]. It was found that, irrespective
of the different images, the implementation of positive information can produce more positive image
promotion and participation willingness. Images are mostly affected by individual psychological
attitudes, representing personal knowledge, beliefs, feelings, and feedback for the content. Although
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Gartner (1994) argued that the content image depends on the causal relationship between cognition
and emotion, he emphasized the possibility that personal feelings have an impact on the content image.
Gallarza et al. (2002) pointed out that since the elements of content image are very complex, either due
to time or space [40], they are constantly changing by subjective factors or produce more meanings
through social interactions [41].

Many studies in the past have evaluated information quality and information services. Huang
et al. (2010) asserted that information quality can be used as a criterion for judging its suitability
for people [42]. Kahn et al. (2002) believed that information quality must possess the characteristics
required to meet the expectations of people [43]. In addition, there are some reviews of information
quality from people’s perspective, such as the framework of information quality proposed by Wang
(1996), according to which information quality should be divided from people’s perspective [44],
instead of the conventional systematic perspective, into four analytical dimensions: internal level,
context level, representative level, and accessibility level. Agarwal and Karahanna (2000) extended
the details of each dimension of information quality [45]. In addition, Kahn et al. (2002) divided
information quality into two dimensions: concrete and abstract. They examined different aspects of
products, services, and performance, and ultimately obtained four representative evaluation criteria:
robustness, usefulness, reliability, and availability (Table 1).

Table 1. Related researches of information quality.

Information Related
Researches Research Topics Researcher(s)

Information quality and
information services

Information quality criterion Huang, Basu, and Hsu, 2010

Information quality characteristics Kahn, Strong, and Wang, 2002

Information quality dimensions: internal
level, context level, representative level, and
accessibility level

Wang, 1996

Information quality details Agarwal and Karahanna, 2000

Information quality dimensions: robustness,
usefulness, reliability, and availability Kahn, Strong, 2002

Information quality
indicators

Context quality indicators Klein, 2002

Information retrieval indicators Knight and Burn, 2005

Social media information quality indicators Agarwal and Karahanna, 2000

Social media information quality
classification indicators

Emamjome, Rabaa’i, Gable, and
Bandara, 2013

Satisfaction is related to information Prayag, 2009

In addition, similar concrete criterion indicators include the context quality indicators of Internet
information [46], information retrieval indicators [47], social media information quality indicators [45],
and social media information quality classification indicators [48]. In addition, the interaction between
perceived quality and people in the abstract dimension is also inspected [49]. Lee et al. (2015) found
that the abstract image and perceived quality are mutually related [50]. Satisfaction is related to
information [51], and intention is related to information. According to the relationship between
information quality and intention, Tseng et al. (2015) divided information quality into three stages [52].
The first stage begins with Gunn’s guidance stage, which mainly includes the content image of induction
and the adjustment to the induction [53]. This stage is mainly represented by concrete symbols. In the
second stage, the concept of people perception is introduced [54], which includes cognition, emotion,
and intention. It is guided by multi-level thematic images and has subsequently become the most
common theoretical framework for content images. The third stage links the content image and
brand positioning to provide a holistic consideration and integrated evaluation. This study integrates
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Wang’s information quality framework [44], referring to different evaluation criteria, such as Internet
information [46], e-commerce information [43], and social media information characteristics [48], and
re-establishes the framework with special attention to the relevant factors in social content. Paying
special attention to the characteristics of image information in community content (both concrete and
abstract), analysis and evaluation are conducted for the cognitions, sentiments, and behaviors that
may be triggered by these characteristics.

3. Research Model and Hypothesis

3.1. Abstract Factors with An Impact on Emotional and Behavioral Participation

Brands can also establish distinct social positioning, such as by the classification of rational and
emotional images, which not only helps to increase loyalty among people but also is very useful in
tackling competitors. Certainly, good content sustainable development cannot automatically work for
the brands simply by creating social media. To benefit from social media, brands must enhance both
their own public image and people’s trust [55]. They believed that it is important for a brand to send
information that matches its own positioning to build a social image, which can effectively establish a
consistent position or relationship and simultaneously strengthen brand awareness [56].

Content image is regarded as the process of people’s recognition of the content. It constantly uses
the unique value of the content to connect people’s brand impressions and generate content beliefs
and associations; it even uses perceptions to build a good feeling toward the content. According to its
characteristics and positioning, the content can be divided into a functional image, an experiential
image, and a symbolic image. A symbolic image is abstract and thematic, while a functional image
is mainly based on concrete icons [27]. For example, they evaluated a content image on the basis of
four factors: perceived quality, perceived value, uniqueness, and content intention. They found that
perceived quality represents a concrete image and perception, whereas perceived value represents
the perception in abstract consciousness. Therefore, different incentives directly or indirectly affect
people’s attitudes toward social media, reasons for using social media, different experiences, and
different attitudes toward social participation [57].

The purpose of this study is to understand the information packaging and positioning of the
culture-creativity image in order to make the image attractive to people. Furthermore, cultural and
creative brands are often concerned with the setting by the setting of the content image. Therefore, this
study uses two cultural and creative brands with “artist” positioning and “ordinary people” positioning
to analyze how the content images are related to the user emotional and behavioral response. Symbolic
images tend to be abstract and make use of themes or sentiments and others to convey message
content, such as design, art, and branding. Functional images mainly use specific messages and make
statements with clear signs or objects, such as products, illustrations, and buildings [26,27]. This study
emphasizes the quality of image information to discuss the abstract factors further (for example, design,
art, and brand, etc.). The basic hypotheses are as follows (Figure 1):

Hypothesis 1 (H1). The abstract factor images of the “artist” field brands have a significant difference
with the user behavioral and emotional response.

Hypothesis 1a (H1a). The abstract factor images of the “artist” field brands have a significant difference
with the user emotional response.

Hypothesis 1b (H1b). The abstract factor images of the “artist” field brands have a significant difference
with the user behavioral response.

Hypothesis H2 (H2). The abstract factor images of the “ordinary people” field brands have a significant
difference with the user behavioral and emotional response.
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Hypothesis H2a (H2a). The abstract factor images of the “ordinary people” field brands have a
significant difference with the user emotional response.

Hypothesis H2b (H2b). The abstract factor images of the “ordinary people” field brands have a
significant difference with the user behavioral response.

Sustainability 2019, 11, x FOR PEER REVIEW 7 of 21 

Hypothesis H2b (H2b). The abstract factor images of the “ordinary people” field brands have a 
significant difference with the user behavioral response. 

 

Figure 1. Extended research model. 

3.2. Concrete Factors with An Impact on Emotional and Behavioral Participation 

Psychological studies have generally claimed that emotions can affect the degree of people’s 
identity when people are reading information [58]; the most common occurrence is the guidance of 
positive and negative emotions [59]. Human emotions are evoked through specific stimuli [60] 
because emotions have different evaluations from the information. Schwarz and Clore (2003) found 
that emotions can enhance different levels of information memory [61], judgment, and evaluation; 
indeed, positive emotions can enhance positive attitudes and persuasion toward the brand. When 
people are in a happy mood, the evaluation of information will be more positive [62]. Although most 
of the literature has focused on exploring positive factors, some studies have found that negative 
emotions are similarly correlated. It has been further demonstrated that the emotional state may be 
due to a temporary personality produced by a particular environment, which has a behavioral or 
cognitive impact on a particular object [63]. The content image refers to people’s image of a product 
or service [64]. Therefore, the content image mainly comes from people’s self-discovery or self-
construction, which then extends to the concrete (icon) image [26]. By setting specific information 
(text or image) characteristics, a linked theme or a symbolic feature can be generated. Therefore, this 
study emphasizes the quality of image information to discuss the concrete image further (for 
example, products, illustrations, and exhibitions) and presents the following hypotheses related to 
the reaction of people’s emotions and intentions: 

Hypothesis 3 (H3). The concrete factor images of the “artist” field brands have a significant 
difference with the user behavioral and emotional response. 

Hypothesis 3a (H3a). The concrete factor images of the “artist” field brands have a significant 
difference with the user emotional response. 

Hypothesis 3b (H3b). The concrete factor images of the “artist” field brands have a significant 
difference with the user behavioral response. 

Figure 1. Extended research model.

3.2. Concrete Factors with An Impact on Emotional and Behavioral Participation

Psychological studies have generally claimed that emotions can affect the degree of people’s
identity when people are reading information [58]; the most common occurrence is the guidance of
positive and negative emotions [59]. Human emotions are evoked through specific stimuli [60] because
emotions have different evaluations from the information. Schwarz and Clore (2003) found that
emotions can enhance different levels of information memory [61], judgment, and evaluation; indeed,
positive emotions can enhance positive attitudes and persuasion toward the brand. When people are in
a happy mood, the evaluation of information will be more positive [62]. Although most of the literature
has focused on exploring positive factors, some studies have found that negative emotions are similarly
correlated. It has been further demonstrated that the emotional state may be due to a temporary
personality produced by a particular environment, which has a behavioral or cognitive impact on a
particular object [63]. The content image refers to people’s image of a product or service [64]. Therefore,
the content image mainly comes from people’s self-discovery or self-construction, which then extends
to the concrete (icon) image [26]. By setting specific information (text or image) characteristics, a linked
theme or a symbolic feature can be generated. Therefore, this study emphasizes the quality of image
information to discuss the concrete image further (for example, products, illustrations, and exhibitions)
and presents the following hypotheses related to the reaction of people’s emotions and intentions:
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Hypothesis 3 (H3). The concrete factor images of the “artist” field brands have a significant difference
with the user behavioral and emotional response.

Hypothesis 3a (H3a). The concrete factor images of the “artist” field brands have a significant difference
with the user emotional response.

Hypothesis 3b (H3b). The concrete factor images of the “artist” field brands have a significant
difference with the user behavioral response.

Hypothesis 4 (H4). The concrete factor images of the “ordinary people” field brands have a significant
difference with the user behavioral and emotional response.

Hypothesis 4a (H4a). The concrete factor images of the “ordinary people” field brands have a
significant difference with the user emotional response.

Hypothesis 4b (H4b). The concrete factor images of the “ordinary people” field brands have a
significant difference with the user behavioral response.

4. Research Methodology

4.1. Theoretical Foundation

This study verifies the emotional and behavioral data of social media users by means of the
concrete and abstract factors in content image, with reference to abstract and concrete information
theory, cognitive, emotional and behavioral theory, and online participation theory.

A symbolic image is abstract and thematic, while a functional image is mainly based on concrete
icons [26]. Both concrete and abstract images in the content image can affect people’s cognition,
emotion, and intention toward a brand. Cognition includes knowledge and belief; emotion generally
refers to aspects such as emotions, feelings, and attachment [39]. The concept of people perception [54]
includes cognition, emotion, and intention. It is guided by multi-level thematic images and has
subsequently become the most common theoretical framework for content images. Most of the
information on Facebook pages is presented in the form of text, photos, videos, and links. Measures of
online participation behavior include Likes, Comments, and Shares. Emotions include Love, Haha,
Wow, Sorry, and Anger [65]. User responses have always been considered as a valid reference for social
media operations and related user behaviors [31,66,67]. For example, clickthrough rates are often seen
as a type of active user engagement, and data such as interaction rates and views are also commonly
used [68]. This study is based on conditions in Facebook’s terms of service, allowing application
designers to observe interactions and obtain post data and content for research purposes [69–71]. In
addition, to ensure the accuracy of the data, we use the Facebook graphics application program to
collect daily posts [72], including the content of each post, the type of post, the posting time, the
number of Likes, the number of Shares, and the number of Comments for each article, and extract the
information for classification.
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4.2. Image Analysis Method

This study focused on image content by using techniques for exploring and filtering social media
content. First, the API of the community software was used to extract relevant content and data
for Facebook and next all the collected data were subjected to screening and collation. Through
image analysis techniques provided by Google Cloud sVision, the images were subjected to face
detection, brand tag detection, network content detection, textual recognition detection, etc. Automatic
determination technology with machine learning was used to detect figurative and abstract elements
in the images, such as faces, words, items, and brand logos. Through machine learning, classification
was conducted automatically. The aim was to use artificial intelligence to integrate image analysis
with machine learning and perform quantitative analysis on community image elements.

4.3. Sample Introduction

In the display of cultural and creative contents, for images possessing very different themes, not
only possessing the brand imagery of “artists” and “ordinary people”, but also the performance of
community content, it is necessary to actively conduct packaging and adjustment according to user
characteristics. Therefore, as a reference for cultural and creative community contents, this study is
significant. The Huashan 1914 Creative Park and the Pier-2 Art Center are selected to represent the
two cultural and creative brands with “artist” positioning and “ordinary people” positioning.

The pre-test phase covered the year of 2018. As the number of posts was less than 1000, the
results for both emotions and behaviors were not significant. Therefore, the data was re-filtered for
a posting frequency of five times in a single week. Finally, all the posts from January 1st, 2011, to
December 31st, 2018, were collected, for a total of 11,176 posts. Of the posts, 9529 have photo content.
Of the interactions, there are 2,539,514 Likes, 35,251 Comments, and 91,219 Shares. Of the emotional
responses, there are 9,017 for Love, 5,449 for Haha, 4,356 for Wow, 715 for Sorry, and 218 for Anger
(Table 2). Of the abstract factor, there are 2,355 for Design, 1,682 for Art, 1,344 for Brands, and of the
concrete factor, 1,584 for Product, 816 for Graphic, and 1,166 for House (Table 3).
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Table 2. Total posts.

Posts Likes Comments Shares Behavioral
Participation Love Haha Wow Sorry Anger Emotional

Participation

Artist positioning brands
(n = 4053) 343,965 7802 22,632 374,399 3161 1312 1323 95 25 5916

Ordinary people positioning
brands (n = 5476) 2,195,549 27,449 68,587 2,291,585 5856 4137 3033 620 193 13,839

Sum (n = 9529) 2,539,514 35,251 91,219 2,665,984 9017 5449 4356 715 218 19,755

Table 3. Total number of factors.

Posts Design Art Brands Abstract Factor
(AF) Product Graphic House Concrete Factor

(CF)

Artist positioning brands
(n = 4053) 961 538 585 2084 673 321 381 1375

Ordinary people positioning
brands (n = 5476) 1394 1144 759 3297 911 495 785 2191

Sum (n = 9529) 2355 1682 1344 5381 1584 816 1166 3566
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5. Data Analyses and Results

5.1. Reliability and Validity

Using SPSS software, we analyze the Cronbach αcoefficient to verify the reliability and internal
consistency of each scale in the sample. The results of the reliability analysis show that the Cronbach α

for the abstract factor component and concrete factor component is 0.710 and 0.706, respectively. The
included items are also correlated. This indicates that it can be used to measure the sustainability of
social media cultural and creative content and that all of the items are closely correlated with the total.

In this study, the Cronbach’s α is 0.701 and the Kaiser–Meyer–Olkin (KMO) value is 0.696. The
factor load actually meets the basic criteria of being equal to or higher than 0.6 and has convergent and
discriminant validity. The data were subjected to statistical analysis to determine the correlations of
each independent variable, via linear regression analysis and correlation analysis, in order to confirm
the research structure and hypothesis.

5.2. Hypothesis Testing

First, we test Hypothesis 1 to determine whether the abstract factor images of the “artist” field
brands have an impact on the user behavioral and emotional response. Of these, H1a, the abstract factor
images of the “artist” field brands have a significant difference with the user emotional response, is not
supported. However, H1b has impacts on the emotional response of social media users, is supported.

Second, we test Hypothesis 2 to determine whether the abstract factor images of the “ordinary
people” field brands have a significant difference with the user behavioral and emotional response.
H2a and H2b, are found to be not supported; that is, the abstract factor images of the “ordinary people”
field brands have a significant difference with the user emotional response.

Next, we test Hypothesis 3 to determine whether the concrete factor images of the “artist” field
brands have a significant difference with the user behavioral and emotional response. The results show
that H3a and H3b are supported; that is, that the concrete factor images of the “artist” field brands
have a significant difference with the user emotional response.

Finally, we test Hypothesis 4 to determine whether the concrete factor images of the “ordinary
people” field brands have a significant difference with the user behavioral and emotional response.
H4a and H4b are supported; that is, that the concrete factor images of the “ordinary people” field
brands have a significant difference with the user emotional response (Table 4).

Table 4. Findings.

ID Hypothesis Verdict

H1 The abstract factor images of the “artist” field brands have an impact on
the user behavioral and emotional response. Partial supported

H1a The abstract factor images of the “artist” field brands have a significant
difference with the user emotional response. Not supported

H1b The abstract factor images of the “artist” field brands have a significant
difference with the user behavioral response. Supported

H2 The abstract factor images of the “ordinary people” field brands have a
significant difference with the user behavioral and emotional response. Not supported

H2a The abstract factor images of the “ordinary people” field brands have a
significant difference with the user emotional response. Not supported

H2b The abstract factor images of the “ordinary people” field brands have a
significant difference with the user behavioral response. Not supported

H3 The concrete factor images of the “artist” field brands have a significant
difference with the user behavioral and emotional response. Supported
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Table 4. Cont.

ID Hypothesis Verdict

H3a The concrete factor images of the “artist” field brands have a significant
difference with the user emotional response. Supported

H3b The concrete factor images of the “artist” field brands have a significant
difference with the user behavioral response. Supported

H4 The concrete factor images of the “ordinary people” field brands have a
significant difference with the user behavioral and emotional response. Supported

H4c The concrete factor images of the “ordinary people” field brands have a
significant difference with the user emotional response. Supported

H4d The concrete factor images of the “ordinary people” field brands have a
significant difference with the user behavioral response. Supported

6. Discussion and Factors

6.1. Discussion of Results

The verification results are explained below (Figure 2). First, we discuss the results of testing
Hypothesis 1. The abstract factor images of the “artist” field brands have an impact on the people
behavioral and emotional response. For the people emotional response, the “artist” field brands
have values of β = −0.012, t = −0.822, and the people behavioral response has values of β = −0.078,
t = −5.003, and p < 0.001.Sustainability 2019, 11, x FOR PEER REVIEW 12 of 21 
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Second, we discuss the results of testing Hypothesis 2. The abstract factor images of the “ordinary
people” field brands have a significant difference with the people behavioral and emotional response.
For the people emotional response, the “ordinary people” field brands have values of β = 0.057,
t = 4.292, and p < 0.001, and the people behavioral response has values of β = −0.079, t = −5.895, and
p < 0.001.
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Next, we discuss the results of testing Hypothesis 3. The concrete factor images of the “artist”
field brands have a significant difference with the people behavioral and emotional response. For the
people emotional response, the “artist” field brands have values of β = −0.018, t = −1.164, and the
people behavioral response has values of β = −0.020, t = −1.321.

Finally, we discuss the results of testing Hypothesis 4. The concrete factor images of the “ordinary
people” field brands have a significant difference with the people behavioral and emotional response.
In terms of the people emotional response, the concrete factor images of the “ordinary people” field
brands have values of β = 0.068, t = 5.057, and p < 0.001, and the people behavioral response has values
of β = −0.080, t = −5.942, and p < 0.001.

6.2. Theoretical Factors and Limitations and Future Research

Currently, few studies have focused on nonprofit community brands, and even fewer have
examined the effectiveness of the content sustainable development launched by cultural institutions.
Therefore, this study specially focuses on the discussion of the value of social content sustainable
development for cultural and creative brands as well as the differences in the content and positioning
of cultural and creative brands. In addition, using social data, the execution methods of content
sustainable development to reach an agreement with people’s information perception are also discussed.
Moreover, it is important to understand how people participate in social media according to different
incentives and how they have different attitudes toward different target images; this is the main focus
of this study. The specific results are summarized below (Table A1, Table A2, Table A3).

First, when exploring how cultural and creative social media can expand the sustainability of its
content, we found that the content image does have sustainable use characteristics. In addition,
we verified that content image can successfully connect the perception of specific images and
abstract consciousness.

In terms of the abstract themes, such as arts or designs, with the assistance of pictures, people can
more easily feel the guidance of information and stimulation of positive emotions, which generate
more practical behavior of participation, including leaving messages and reposting. As for the
emotional responses, we found that pictures with smiles achieve significant results in guiding the
evocation of positive emotions, which can be effectively embodied by people’s behavior, such as
positive participation and feedback. The relevant literature on cognitive psychology has also suggested
that image-intensive types of information provide more complete information factors for people [73,74].
Therefore, when people read information, the repeated prompting of images is more likely to render the
information useful in the minds of people. This is because images are like long-term memories; after
the brain processes them, they can be successfully stored in the mind. Moreover, by using advertising
words or appropriate texts, they can be more effectively evoked in people’s minds. Images are the
key to the most common successes in the transfer of the culture-creativity image. Images not only
convey unique visual experience but also display the characteristics of the target, which are of great
importance and irreplaceable significance. In addition, since images have been widely proven to be
valuable in building the culture-creativity image [75], brands should be more proactive in using images
or films to enhance the culture-creativity image, which will guide people to produce better evaluations
or impressions [13]. It is important to use the specific value of images wisely [76] and be willing to use
images to attract potential people as well as to build the brand symbol or image, which can promote a
positive visual image [77].

Second, depending on the content or exhibition needs, for example, the different characteristics of
cultural and creative industries for artists and ordinary people, the use of imagery or sustainability
planning for specific topics can also increase the emotional and behavioral participation of community
users. This was also pointed out by Gartner: concrete and abstract images in content images affect
people’s perceptions, emotions, and intentions about brands. Cognition includes knowledge and
beliefs. Emotions are usually consistent with the definitions of feelings and attachments.
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After examining the information factors of the images, we found that abstract thematic images, if
they are well connected with the brand image, despite being difficult to present, can show remarkable
results of message participation compared with pure symbolic images. Therefore, strengthening the
construction of themes in building brand image can effectively consolidate people’s trust and cognition
of the brand content. Hunter (2012), who intended to validate the cultural representations of Okinawa
and the Kinmen Islands, conducted a semiotic analysis of network images [78]. Syed-Ahmad et al.
(2013) also used images as an index to explain icons and symbols in semiotics and to verify how people
define specific culture-creativity images through images [79]. In addition, the discussion of emotional
factors indicated that the results of positive “Love” and “Haha” are significant, which demonstrated
that interesting content can effectively enhance the characteristics of symbols. Compared with the
thematic image, the concrete image can be processed differently in two ways, making its content easier
to achieve resonance with people. As mentioned in the literature, images are characterized by the use
of rich text to arouse attraction and pleasure in people [80]. People’s perception of the content can be
triggered not only by cognition and motivation [81] but also through indirect experience. Therefore, the
symbols or visual elements in an image can in fact help change people’s perception of the brand [82].

Finally, the results of the study clearly showed that the images of high frequency are mainly
consistent with the brand name (Huashan or Pier-2), art, design, and other images. This means that
whether it is an “ordinary people” positioning or an “artist” positioning, the contents that comply
with the corresponding image can easily attract the attention and recognition of people. As for the
ambiguous and unclear content, even with exquisite image designs, it is difficult to achieve interactive
feedback from most fans, which can also be used as an important reference for the operation of content
sustainable development. In general, the purpose of content sustainable development is to establish
brand identity and the loyalty of people, which has a positive impact on brand identity. Therefore,
according to the framework of social media research [33], this study verified image information in
the cultural and creative social platform and explained the interaction between social information
and people based on the effectiveness of people’s participation. Therefore, this study considered
that content sustainable development can be used as a medium to stimulate good communication
between people and the brand by displaying creations with either “artist” or “ordinary people”
positioning. The key role of the textual posts and the impact of the culture-creativity image should not
be underestimated [83,84], especially content participation and people’s preferences in relation to the
content, which have the most significant impact [85].

This study applied social media content discovery technology to the sustainable development of
cultural and creative image management and editing and produced the following recommendations.

First, the key positioning of the brand needs to be clarified; it cannot be ambiguous or uncertain [86].
The use of brand spirit or brand symbols as abstract presentation of thematic categories, supplemented
by symbolic brand symbols, can highlight the relevant product or activity characteristics and increase
the interest in and variety of the content.

Second, the collocation of pictures and text showed clear and significant results in this study. They
affect the positive emotions and behavioral feedback of people. Therefore, in terms of the content
sustainable development of brands, if the constant activation of people’s relationship or interaction
with the content is an aim, the presentation power of the combination of image and text should not be
neglected [87].

Third, in regards to concrete symbols in images, such as the smiles of faces, apart from evoking
positive emotions, concrete symbols also effectively elicit behavioral participation and encouragement;
this effect is more obvious when compared with the effect of objects or images without smiles. The
image dialogue for content sustainable development is also one of the special symbols that can be
utilized well.
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6.3. Academic and Practical Contributions

In terms of the academic contribution, first, this study is different from other types of brand
research in the literature, as this study focused only on non-profit cultural and creative brands, collecting
posted content, people’s behavior, and emotional data for analysis. By comparing social media content
from the perspective of the “artist” positioning with that from the “ordinary people” positioning,
the differences in image in publication are understood. In summary, images combined with text can
achieve the recognition and interaction in content sustainable development more successfully.

Second, this study explored the relationships among information, people’s emotions, and behaviors
within the framework of the simplest and most understandable behavioral model. Although existing
studies have enriched our imagination of people’s behavior [87,88], with regard to the constant changes
in social media, this study further conducted an interactive discussion of social information quality,
people’s emotion (Love, Haha, Wow, Sorry, Anger), and people’s behavior (Likes, Comments, Shares),
which explained the relationship of these three factors on fan pages.

Third, the information orientation of images has a direct impact on social content sustainable
development. This study discussed how to transform the content and enhance people’s awareness
and emotions as well as people’s participation to achieve a more effective social dialogue. This
study also considered that this framework will effectively examine people’s participation in the social
media of cultural and creative institutes and can serve as a practical reference for social content
sustainable development.

In terms of practical contributions, the findings are as follows: first, the format of most information
on fan pages is based on the emotional response of “Love” and “Haha”, which means that we can use
pure and positive emotions to construct the image context of cultural creations and enhance the positive
behavior response and brand identity among people. Therefore, to validate the cultural creations
discussed in this study, it is suggested to adopt positive emotions to avoid the blurred or ambiguous
information interpretation caused by sad or angry emotions. In addition, it is also suggested to use
emotional factors in content sustainable development wisely, which can introduce more positive
recognition and interaction for the cultural and creative brands.

Second, in addition to understanding the social interaction of cultural creations, the results
of this study specifically validated how to reduce information factor barriers and produce better
relations with people. People’s behavior interacts with the information presented on social media.
People perceiving that they are receiving information without obstacles means, that the information is
successfully achieving its informative or emotional goals, which will generate positive participation.
Planning the information based on how it is positioned for people is important, which can not
only avoid the provision of defective information but also reduce ineffective interaction or content
sustainable development.

Third, this study also proposed a conceptual framework to explain how public participation
differs in relation to different forms of information. Text and images have the same content orientation,
but images provide more informative and emotional incentives to guide people, thus implying that the
form of information is the key to how people receive information. Thus, cultural and creative institutes
should pay more attention to the graphic design of the content in social media.

Fourth, this study found that in terms of content sustainable development, the information on
cultural and creative social media affects people and produces positive content sustainable development.
Brand identity can stimulate people to share content proactively; the stronger the sense of identity or
pleasure one feels in relation to the brand, the easier the interaction will be. In addition to making good
use of their own popularity, brand pages should also manage the quality and quantity of the posts with
great care. They should carefully select the most appropriate forms of information according to the
content characteristics and strive for content professionalism and richness. In addition, they should
enable people to obtain useful and feasible information. It is also important to avoid excessive official
propaganda, which may create the dilemma of running social networking platforms without the ability
to communicate with people via the content. The model of this study provided more complete and
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helpful concepts regarding the culture-creativity image through a variety of factors. Through social
media content analysis, this study aims to reconsider the previously excluded factors and provide a
more complete reference for follow-up studies on the culture-creativity image.

6.4. Limitations of the Research and Suggestions

First, the concept of the culture-creativity image is quite complex [89,90]. We cannot simply define
it at the level of activity or content, because an incomprehensive definition can easily lead to a lack of
social, cultural, and historical thinking and judgment [91]. For example, at the current stage, most of
the surveys on the integrity of the culture-creativity image have been conducted from the perspective of
traditional tourism [92,93] or the overall performance of the culture-creativity image [40,94]. In recent
years, more research has focused on the content theory; thus, there are abundant achievements in text
exploration and the processing of social media content [95]. Based on our results, we can continue to
expand the different types of social content, attributes, and relationships and wisely include further
different contents in the analysis [96]. In the future, adding multiplex technology can also be considered
to enhance analysis. Although many users use the same information, post recommendations are made
using artificial intelligence technologies like neural networks. Even for the same post, different types
of users’ needs can still be met according to their post reading habits.

Second, cultural and creative industries have always been considered as the best means for
affirming social practice; they also produce the value and structure of the local culture through
the provision of content. Grzesiak (2018) asserted that cultural creation is constructed by people’s
participation, so it will accumulate over time. Therefore, to understand the culture-creativity image,
we have to shift from traditional methods to consider more holistic aspects for discussion [97].
Perhaps based on a more comprehensive approach and sociocultural factors, a conceptual framework
conforming to the culture-creativity image can be proposed [24,98]. In the future, we may start with
different types of cultural institutions with different brand positioning, such as including other types
of cultural or creative institutions for analysis. We may further compare the needs of local or global
people in relation to information perception, with the purpose of meeting the needs of people in more
countries with different cultural backgrounds and effectively enhancing the use value of social content
sustainable development.

Funding: This study was funded by the [Ministry of Science and Technology—Digital Humanities Program] grant
number (0610234).
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Appendix A Measurement and Item

Table A1. Pearson correlation analysis.

Participation Classification

The Artist Positioning Brands The Ordinary People Positioning Brands

Abstract Factor (AF) Concrete Factor (CF) Abstract Factor (AF) Concrete Factor (CF)

Pearson’s r Sig. Pearson’s r Sig. Pearson’s r Sig. Pearson’s r Sig.

Behavioral participation (BP) −0.078 ** 0.000 −0.021 0.187 −0.079 ** 0.000 −0.080 ** 0.000
Likes −0.093 ** 0.000 −0.017 0.274 −0.089 ** 0.000 −0.089 ** 0.000

Comments 0.031 * 0.048 −0.043 ** 0.007 0.004 0.752 0.008 0.571
Shares −0.012 0.433 −0.014 0.367 0.039 ** 0.004 0.027 * 0.043

Emotional participation (EP) −0.013 0.411 −0.018 0.244 0.058 ** 0.000 0.068 ** 0.000
Love 0.004 0.810 −0.012 0.437 0.078 ** 0.000 0.095 ** 0.000
Haha −0.022 0.156 −0.014 0.383 0.035 ** 0.009 0.040 ** 0.003
Wow −0.013 0.395 −0.019 0.226 0.026 0.059 0.033 * 0.016
Sorry −0.015 0.328 0.004 0.817 0.007 0.619 0.010 0.449
Anger 0.008 0.611 0.003 0.830 0.007 0.599 −0.005 0.734

Table A2. Linear regression coefficient of determination and beta (Abstract factor and Concrete factor1).

Participation Classification

The Artist Positioning Brands The Ordinary People Positioning Brands

B SD Beta T Sig. Sig. F
Change Durbin-Watson B SD Beta T Sig. Sig. F

Chang-e Durbin-Watson

Abstract factor (AF)

Emotional participation (EP) −0.203 0.247 −0.013 −0.822 0.411 0.411 1.955 1.057 0.246 0.058 4.293 0.000 0.000 1.830
Behavioral participation (BP) −25.711 5.139 −0.078 −5.004 0.000 0.000 1.645 −108.207 18.355 −0.079 −5.895 0.000 0.000 1.761

Concrete factor (CF)

Emotional participation (EP) −0.620 0.532 −0.018 −1.164 0.244 0.244 1.956 1.598 0.316 0.068 5.058 0.000 0.000 1.835
Behavioral participation (BP) −14.656 11.099 −0.021 −1.321 0.187 0.187 1.630 −140.015 23.561 −0.080 −5.943 0.000 0.000 1.762
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Table A3. Linear regression coefficient of determination and beta (Abstract factor and Concrete factor2).

Participation Classification

The Artist Positioning Brands The Ordinary People Positioning Brands

B SD Beta T Sig. Sig. F
Change Durbin-Watson B SD Beta T Sig. Sig. F

Change Durbin-Watson

Abstract factor (AF)

Likes −25.735 4.337 −0.093 −5.934 0.000 0.000 1.588 −113.025 17.105 −0.089 −6.608 0.000 0.000 1.748
Comments 0.817 0.413 0.031 1.978 0.048 0.048 1.998 0.098 0.309 0.004 0.316 0.752 0.752 1.844

Shares −0.794 1.012 −0.012 −0.784 0.433 0.433 1.923 4.720 1.654 0.039 2.853 0.004 0.004 1.913
Love 0.024 0.098 −0.004 0.241 0.810 0.810 1.897 0.480 0.082 0.078 5.819 0.000 0.000 1.701
Haha −0.124 0.087 −0.022 −1.418 0.156 0.156 2.001 0.420 0.161 0.035 2.604 0.009 0.009 2.000
Wow −0.097 0.114 −0.013 −0.851 0.395 0.395 1.982 0.127 0.067 0.026 1.889 0.059 0.059 1.871
Sorry −0.008 0.008 −0.015 −0.978 0.328 0.328 1.940 0.018 0.036 0.007 0.498 0.619 0.619 1.997
Anger 0.002 0.003 0.008 0.509 0.611 0.611 2.008 0.012 0.023 0.007 0.526 0.599 0.599 1.985

Concrete factor (CF)

Likes −10.271 9.380 −0.017 −1.095 0.274 0.274 1.568 −144.537 21.957 −0.089 −6.583 0.000 0.000 1.748
Comments −2.418 0.890 −0.043 −2.718 0.007 0.007 2.001 0.225 0.397 0.008 0.566 0.571 0.571 1.843

Shares −1.968 2.180 −0.014 −0.903 0.367 0.367 1.923 4.297 2.124 0.027 2.023 0.043 0.043 1.915
Love −0.164 0.211 −0.012 −0.777 0.437 0.437 1.897 0.747 0.106 0.095 7.070 0.000 0.000 1.705
Haha −0.164 0.188 −0.014 −0.872 0.383 0.383 2.002 0.617 0.207 0.040 2.979 0.003 0.003 2.002
Wow −0.297 0.246 −0.019 −1.212 0.226 0.226 1.983 0.208 0.086 0.033 2.411 0.016 0.016 1.872
Sorry 0.004 0.017 0.004 0.231 0.817 0.817 1.942 0.035 0.047 0.010 0.757 0.449 0.449 1.997
Anger 0.001 0.007 0.003 0.215 0.830 0.830 2.008 −0.010 0.029 −0.005 −0.340 0.734 0.734 1.985
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