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ABSTRACT

Facebook and Twitter have become two windows through which society expresses
and presents its opinions and fears: recent studies highlight the fact that someone
else can know a person in more detail than their own relatives by what they publish
in their Virtual profiles (Youyou, Kosinski & Stillwel, 2015). Focusing on this context
of Big Data, this article seeks to reflect on the usefulness of social networks as a
source of research to know, define and characterize the target audience, which will
serve as guidance for the design of the creative strategy. We are based on the study of
a campaign of ADT Security Services Chile (TYCO) for which a variant of
ethnography, netnograf ed, was used as methodology, adapted to the analysis of
online communities, a simpler faster, and less expensive method than traditional
ethnography and more naturalistic than discussion groups or interviews. Non-
inductive public information was obtained about the consumption patterns of the
target, thus verifying the effectiveness of content analysis in social networks by
extracting a security concept with which the consumer was identified and on which
the entire creative strategy was ultimately based.
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RESUMEN

Facebook y Twitter se han convertido en dos ventanas a través de las cuales la
sociedad expresa y expone sus opiniones y temores: recientes estudios ponen de
relevancia que alguien ajeno puede conocer con mas detalle que sus propios
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familiares a una persona por lo que publica en sus perfiles virtuales (Youyou,
Kosinski & Stillwel, 2015). Situados en este contexto del Big Data, este articulo busca
reflexionar sobre la utilidad de las redes sociales como fuente de investigacién para
conocer, definir y caracterizar al ptublico objetivo, lo que servira de orientaciéon para
el disefio de la estrategia creativa. Se parte del estudio de una campafia de ADT
Security Services Chile (TYCO) para la que se emple6 como metodologia una
variante de la etnografia, la netnografia, adaptada al analisis de las comunidades en
linea, método mas rapido, més sencillo y menos costoso que la etnografia tradicional
y mds naturalista que los grupos de discusién o entrevistas. Se obtuvo informacién
publica no inductiva sobre los patrones de consumo del target, comprobando asi la
efectividad del andlisis de contenido en redes sociales al conseguir extraer un
concepto de seguridad con el que se identificaba el consumidor y sobre el que
finalmente se sustent6 toda la estrategia creativa.

PALABRAS CLAVE
Investigacion social; Redes Sociales; Facebook; Twitter; Estrategia creativa; Big Data;
Netnografia

A INVESTIGACAO DE MERCADOS EM REDES SOCIAIS:
CONHECE A TEU CONSUMIDOR PELO QUE PUBLICA NO
FACEBOOKE TWITTER. ANALISES DO CASO DE ADT SECURITY
SERVICES NO CHILE

RESUME

Facebook e Twitter se converteram em duas vitrines através das quais a sociedade
expressa e expde suas opinides e temores: recentes estudos pdem em relevancia que
alguém alheio pode conhecer com mais detalhes que seus préprios familiares a uma
pessoa pelo que publica em seus perfis virtuais (YouYou, Kosinski& Stillwel, 2015).
Situados neste contexto do Big Data, este artigo busca reflexionar sobre a utilidade
das redes sociais como fonte de investigacdo para conhecer, definir e caracterizar ao
publico objetivo, o que servira de orientagdo para o desenho da estratégia criativa.
Parte-se do estudo de uma campanha de ADT Security Services Chile (TYCO) para
qual se uso como metodologia uma variante da etnografia, a netnografia, adaptada
ao analises das comunidades em linha, método mais rapido, mais simples e menos
custoso que a etnografia tradicional e mais natural que os grupos de discussdo ou
entrevistas. Se obteve informacado publica ndo indutiva sobre os padrdes de consumo
do Target, comprovando assim a efetividade das andlises do contetido nas redes
sociais ao conseguir extrair um conceito de seguranca com o qual se identificava o
consumidor e sobre o que finalmente se sustentou toda a estratégia criativa.

PALAVRAS CHAVE
Investigacdo social; Redes sociais; Facebook; Twitter; Estratégia criativa; Big Data;
Netnografia
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1. INTRODUCTION

In the era of internet and hyper-connectivity, it is logical that, in order to know
and contact the consumer, we must resort to social networks. The statistics on
penetration and use of social media that are published year after year make it
relevant: according to the 2016 Annual Study of Social Networks edited by IAB Spain
consultancy, 94% of the people in the world with access to the internet have at least
one profile on Facebook. The second most used application is WhatsApp, which is
used regularly by almost 9 out of 10 Internet users; Youtube closes the podium by
attracting 66% of internet users, maintaining its leadership as a viewing portal for
audiovisual material. Twitter is positioned in fourth place and with a percentage of
penetration over 50%.

In this context, it is important to highlight the predominant role of Facebook in
the digital routines of Internet users. Moreover, the eMarketer 2016 digital trends
report predicts that by 2019 the penetration of this social network will remain stable,
with an approximate presence of 80% of public aged 12 to 24 years, without still
empirical evidence that young people will be less attached to Facebook.

Such is the relevance of social networks among the young public that the latest
version of the report issued in 2016 by the Reuters Institute for the Study of
Journalism (RIS]) that explores and analyzes the information landscape found that
12% of the total of the sample (50,000 people from 26 countries) takes social networks
as the main source of information, which is 28% for young people aged 18 to 24.
Likewise, more than half of the surveyed people (51%) confirmed that they use social
networks as a source of news each week.

Out of the set of social networks, Facebook becomes a reference "to find, read, see
and share news" (RIS], 2016). As the report highlights, it should be noted that
television continues to be the main source of news consumption for older groups, but
its use continues to decrease, especially among the younger profile.

Given these usage data that highlight the leading role that social networks have
acquired in the life of millennials, it is necessary that research on consumer behavior
be oriented towards the platforms in which they are effectively and frequently
interacting.
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1. 1. Social networks as a source of social research

According to the above, it is evident that the user should be contacted in this
digital sphere. In the advertising context, the network should be conceived as a
meeting place between brands and users where communication, to work, should be
designed horizontally, on an equal footing, with the aim of creating a direct, stable
and trustworthy link with the audience that generates not only the desire to interact
with the brand but also the desire to share content (Sanchez Torres & Restrepo, 2015).
It is about creating engagement "which is something more complex than generating a
liking or retweets [...] Marketers must have clear perceptions of their consumers,
their desires, needs and preferences, connect with them on their own terms" (2015, p
45).

So as to achieve that connection with the consumer, brands must move at the "fast
pace" with which the public acts through the network "where decisions are made in
seconds, because each time users are more connected to the world, they have greater
access to information and they are not only consumers of content but producers of it.
They have become hyper-connected and hyperinformed prosumers "(Sanchez Torres
& Restrepo, 2015, p.34 ). Hence, one of the keys in the network is to act in real time,
implementing real time marketing strategies. In 2015, according to the study Real
Time Marketing Report by Monetate and Econsultancy, 70% of the companies
recognized that their marketing actions were not fast enough, a quality that at the
moment can be vital to gain digital presence, cultivate the loyalty of and attract new
consumers.

Beyond improvisation, brands must study behavior in consumers' social
networks and have the ability to adjust the work of communication, treatment
and marketing to the demands of the moment, with a deep knowledge of the
real and the virtual world (Colombian Association of Marketing, 2015, cited in
Sanchez Torres & Restrepo, 2015).

Consequently, social research is postulated as the main resource to combat any
attempt at improvisation, the more frequent error in the digital environment given
the volume and speed with which information is exchanged.

The number of trends that are generated every day in social networks in which
brands could participate are innumerable; however, you must evaluate, in a

professional way, which are the ones that matter to their audience and specific
niche (2015, p. 43).

Social networks are the ideal place to observe, to research the market, to know the
concerns of users, especially those aged 18 to 30 years. "Knowing the personality of
others is an essential skill for successful social relationships" (Martinez Valerio, 2016,
page 149) and, in this age of digital communication, social networks are conceived as
a platform in which young people not only communicate with each other but also
show their personality in a more or less explicit way.

Since Facebook began its global expansion in 2006, the interest that this social
network has generated among the scientific community, especially in relation to
personality exposure, is remarkable (Stutzman, 2006, Grasmuck et al. 2008, Mayer
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and Puller, 2008, Pempek et al., 2009, Back et al. , 2010, Goldbeck, 2011, Junco, 2011),
with a relevant percentage of research focused on the academic and / or university
context.

Although there is some discrepancy in the veracity of the identity shown in the
online environments (Céceres et al., 2009, Chen & Marcus, 2012, conclude that there
is a certain transformation of the real personality in the network), the majority of
contributions do agree that the main identifying features of a person reflected on
Facebook correspond to those of his offline life (Back et al., 2010, Gosling et al., 2011).
In this line, the results of one of the largest pieces of research conducted on Facebook
(Kosinski, 2013) also point to a direct relationship between personality, Facebook
profile and the visited websites. For this study, the authors designed an application,
My Personality, to obtain information about the personality of almost7.5 million users
based on the analysis of their "I like it" on Facebook (Parra et al., 2014).

The truth is that recent research continues to point in this direction of the
authenticity and honesty of the statements published on social networks to show that
"it is possible to know a person better than their own family through the data they
provide on social networks." (Youyou et al., 2015, cited in Martinez Valerio, 2016,
page 152).

In the Spanish context, there are several scientific studies that resort to the
observation of Facebook "I like it" to determine patterns of behavior among users.
One of them, carried out with the General Directorate of Traffic, made it possible to
show the usefulness of the social network for the sociocultural characterization of
driver profiles as a preliminary step to the design of advertising campaigns for
awareness and prevention when driving (Parra et al., 2014) ; another piece of
research in this line, of recent publication (Martinez Valerio, 2016), reflects on the
possibility of knowing the personality of a university user profile by analyzing the
web pages which they have given the status of "I like it".

This paper in particular also seeks to know the positioning of users towards a
certain concept in a non-inductive way, but in this case by resorting to the analysis of
the comments they spontaneously make on social networks (Facebook and Twitter).
It is based on the idea that content analysis in social networks is postulated as a more
direct and reliable way to define patterns of behavior than other techniques (survey,
interview...) that are more difficult to detect.

To date, research on social networks has privileged the statistical analysis of
digital audiences and trending topics from predesigned tools such as Google
Analytics or Sharedcount. Most of these analytical applications facilitate the
statistical treatment of information without going deeply into the contexts of
production and social meaning of data (Parra et al., 2014, p.1197).

The main social networks in which market research is carried out are Twitter and
Facebook, since they are positioned as the two largest information networks in which
more content is shared and in which Internet users publish their comments more
quickly.

An important part of the information that Facebook knows about its users is
provided by them voluntarily, complemented with another volume of data that can
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be obtained through their activity in the social network, thus being able to make a
fairly complete profile of each user. A similar issue occurs on Twitter, where most
people make public tweets, which makes it possible to create databases about
potential clients that can be treated scientifically through observation (tracking
people, companies, groups, lists or hashtags).

This piece of research aims to go a step beyond determining the personality of
users through their comments on social networks. It is sought that this digitally
analyzed information serves as a guide for the design of creative strategies of the
brands, covering a niche of latent research that links the study of audiences in social
networks with advertising effectiveness. Most contributions on research on social
networks focus their efforts on studying content generated by a certain audience.
Montero (2013) differentiated five lines of study: social networks and learning
dynamics; social networks and media; content management in social networks; social
networks and audience and markets and social networks. The author pointed out the
need to integrate an advertising utility in this type of research on social networks to
promote interaction processes between digital audiences and advertisers. "We would
be talking about a sixth approach related to social networks, audiences and brands"
(Montero, 2013, p.50).

It is in this line proposed by Montero that this research work is integrated, in
which the insights published (for three months) by the potential public targeted by a
brand (Chileans commenting on security issues on social networks), in this case ADT
Security Services, are taken as a creative source.

1. 2. Research as a basis for creative strategy

These lines defend the need for applied creativity, the result of a prior process of
research and reflection.
Scientific research in advertising creativity may seem out of place in an
activity so little subject to the logic of reason and the existential doubts of
science. However, scientific research on Advertising Creativity is necessary to
produce messages capable of attracting the recipient's attention and achieving
the advertising objectives (Arroyo, 2015).

Intuitively, one can think that creativity in advertising and in other branches of
knowledge entails a capricious phenomenon that occurs when it is least expected and
from the hand of individuals with privileged minds. However, with experience it
becomes more evident that a creative idea is synonymous with usefulness, problem
solving, a state that is reached after a deep reflection based on a prior research
process.

One must search in reality by understanding the creative process as a method that
allows the publicist to arrive at a useful truth that represents and engages his
interlocutor. To authors such as Bunge, Bochenski or Gil Mufioz (cited in Arroyo,
2015), advertising creativity is a mental trajectory "understanding it as a series of
mental operations carried out in the space of representation of the problem of an
advertiser" (2015, p.1).
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As proposed by Arroyo following Francisco Garcia (1987), creativity is conceived
as a scientific method -useful, instrumental, regular, objective, reasonable (Sierra
Bravo, 2001) - that must correspond to the following research phases: definition of
the communication problem; documentation, in this case through social networks;
formulation of objectives and hypotheses about the originality and effectiveness of
the idea itself; verification of these hypotheses, that, in advertising creativity, those
techniques proper to the social sciences will have special importance and, finally,
evaluation and presentation of the results,

a creative stage of the dissemination of the invention and it has a clear
socializing sense [...] It is not enough that the invention is accepted by the
experts, it is necessary that it transcends the public. And when it comes to
Advertising Creativity, with much more reason [...] It is important that the
results of research find their application, be it theoretical or practical (Arroyo,
2015, p.12).

Likewise, applied creativity is not achieved by an individual in isolation, in the
style of the "lone ranger", it is a process that must be understood as a team, working
together especially in the advertising field in which the multiplicity of points of view
can only enrich the usefulness of that initially proposed idea.

2. OBJECTIVES

The case study is presented as part of a piece of research carried out for the
company ADT Security Services Chile, a subsidiary of the multinational Tyco. The
general objectives of this piece of research were the search and identification of
findings, clusters of information, insight and general attitudes that mobilize the
purchase and consumption of security in the indicated market, and deepen them for
a subsequent strategic and creative campaign based on a methodology that
incorporates the use of the social networks Facebook and Twitter.

The analysis comes from a quantitative and qualitative study resulting from the
need to understand and fully know Chileans about security issues in order to define
and characterize them from the conversations around the issue of security in Chile,
and with this, to be able to guide the design of the creative, marketing and
communication strategy of said company.

3. METHODOLOGY

The methodology was named The Orange Method, of a qualitative nature, based on
the phenomenological paradigm that seeks to understand the meaning of human
actions and social practice. It is a variant of Netnography, a new discipline that is
being developed to understand the social reality that occurs in the digital world (Del
Fresno, 2011). It is then ethnography adapted to the study of online communities
(Hine, 2000), a faster, simpler and less expensive method than traditional
ethnography, and more naturalistic and discreet than discussion groups or
interviews. But, in this case, non-inductive public information is obtained about the
symbolism, meanings and consumption patterns of online consumer groups without
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asking them but, instead, based on the analysis of the comments they spontaneously
make on the web.

It was specifically used in this case for the analysis of spontaneous statements
made through the social networks Facebook and Twitter by Chilean men and women
in the months of October through December, 2015, about issues related to security.

The data were obtained by using an ontological search robot through the use of
keywords related to the word and the concept of security, facilitated by the company
that is a leader and a pioneer in Chile in the creation of a comprehensive platform for
capturing, processing and generating metrics for the analysis of Brandmetric social
network information.

The methodological design consists of five consecutive phases:

1.  Search: Collection of spontaneous comments from consumers on the
web (social networks, web, blogs, etc.) through search software.

2. Analysis: Determine the large clusters of information within the
analyzed conversations.
3.  Segment: Divide the different groups and / or motivations that

mobilize the comments related to the brand, product, service, etc.

4.  Empathize: Understand the different motivations that mobilize people
to make decisions and express their opinions or react in one way or another.
Understand the emotions contained behind the comments.

5. Identification: Recognition of insights, innovation opportunities,
emotions and sensations that make it possible to work with powerful links to
develop creativity and strategy with greater precision.

4. RESULTS

According to the proposed methodological design, the five phases of analysis
work were followed:

4.1. Search

The resulting sample was 321,169 collected comments, 59.9% (123,255 comments)
out of which corresponded to people who, in their profile or account of the social
network, identified themselves as men, and 40.1% (82,421 comments) corresponded
to people who identified themselves as women in their profile or account of the social
network.

Regarding the distribution by communication channel, 59.3% of the total of the
issued comments were through the social network Facebook, while 40.7% did so
through the social network Twitter.
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4.2. Analysis

Once the data were collected, they were divided into the large conceptual groups
to which they belonged, thus dividing them into: alarm, assault, robbery,
delinquency, security, portonazo and theft.

4.3. Segment

After the division by groups, comments were segmented according to the different
motivations that mobilized people to leave their opinion on social networks: feeling
of insecurity; feelings of impotence; robbery as something routine; distrust in
authorities, companies and institutions; concern; solution in their hands and the need
to organize and group.

4.4. Empathize

Comprehensive analysis of the different identified comments segments:

1. Feeling of insecurity: Comments for this segment alluded to a sense of
insecurity anywhere, people do not feel safe either in public or private
places. Comments such as: "In Alto Las Condes mall, there is no security
to enter any time, anyone has free access"; "Lack of security in my
neighborhood @Barrio_Yungay", reaffirmed this feeling.

Catherine Poblete
Cla de robos y toma de deptos en *CondominoBeloCentroEsperanza fata
seguridad en mi 0 Barrio_Yungay SMuri_Sigo O

8

Photo 1: Capture a tweet that shows that feeling of insecurity. Source: Twitter

2. Feeling of impotence: People are observed with feelings of impotence in the
face of insecurity, in their comments they describe a problem that has no
solution and that their requirements are not heard by both the government
and the authorities, neither by companies. "@Carabineros does not take care
of neighbors' demand", "nobody cares about security", "nobody takes charge",
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"today it is legitimate to steal in Chile" (supported by visual material of legal
causes).

) OsvaldoDiazAndreani

- Linda Secohi sechive s robo »Cuaser .
coraideraria 2 Deito Hoy robar ¢ lagiimo on Chile ©

Photo 2: Capture of a tweet that exemplifies the feeling of impotence. Source: Twitter

3. Robbery as something routine: In their comments, a habit of robbery is
observed, something that happens to be the daily routine, a fact that is not
surprising and that begins to look like every day. "Despite the decline in
robbery, I have faith with my plea today," "waiting for them to attend me
while I think of the robbery committed on my person yesterday, what bad
luck", "after I was robbed I went to Francisca’s place."

4. Distrust in authorities, companies and institutions: The comments showed
lack of confidence and reliability in the competence and ability of authorities,
companies and institutions to solve problems. Memes or comments such as:
"it’s just the same whether to have the alarm or not if nobody takes charge",
"and in the next elections they will again promise security", "Criminals, the
party is over for you," said a former president, "and nothing was done," “the

security problem transcends for more than 40 years."

28
Vivat Academia. Revista de Comunicacién. 15 septiembre/15 diciembre, 2018, n® 144, 19-35



Feijoo Fernandez, B.; Guerrero, J. J. Market research in social networks: know your consumer so
publish on Facebook and Twitter. Case analysis of ADT Security Services in Chile

24 Ivén Enrique
SixNN

Mafana: Sefiora Presidenta usted sabia que hay
tanta delincuencia

| frleorilomig v Bachelet: Me enteré por la prensa

Sefora Bacheiet que opina da I dalincuencia y #UnaNocheDeTerror #EnSuPropxaTrampa
L T ST 11:56 PM - 11 Nov 2015 - Santiago, Metropoiitana de
PASO

Santiago, Chile

- 0 v i « 214 W26

Photo 3: Twitter captures in which citizens show their lack of confidence in the
Chilean government. Source: Twitter

5. Concern: Robbery is positioned as one of the biggest concerns, it became a

trend on Twitter and it is observed that it begins to affect the quality of life of
Chileans.

n
R R L —
A0 DEn fes B (AT Mves D0 Lin

Corces T
robo es shora una tendencia en Chile trendamap com/cl

Photo 4: Examples of comments on Facebook and Twitter in which robbery is a major
concern among citizens. Source: Facebook and Twitter

6.Solution in their hands: They believe that the solution can come from
themselves and begin to demonstrate, through different actions portrayed in
images and comments, that they themselves are able to cope with robberies
and take justice into their own hands.
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Carlos Rodrigo

Mas 4 afos perdidos por Pifiera ..... total 6 afios perdidos en la lucha contra la
delincuencia ........... ya esta bueno

G, Chilevisié
MV, ilovision
i

Lo humillaron: Vecinos agredieron a joven delincuente tras
frustrar porionazo en MaipG » hitplow. ly/VSGTy

Photo 5: Facebook entries that show the proactivity of anonymous people in terms of
security. Source: Facebook

7.Need to organize and group: Given the impotence and few solutions, they
begin to group and gather to face the problem. To do so, they use Whats App
groups organized by neighbors, security apps like SOSAFE and make
demands on the authorities organized in groups of neighbors.

ﬁ emiliocadwardscon...

ara ind'car que te

emilicadwardsconcajal. Trabajnds con
VeCings an saguridac cludacana y

SOCI 1280 |8 APP SOSAFE que yo estd
en L2 Reing

rice S5 0N pers iIndcer que te gusts

Photo 6: Facebook entry with photographs that exemplifies how neighbors organize
themselves to combat insecurity. Source: Facebook
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&3 I

) Claudio Orrego reg v. 201
I Vecinos de @munquintanormal saben q para + seguridad no basta con +

Carabineros, piden poda de arboles y luminarias ©

Photo 7: Twitter entry with photographs showing the neighborhood commitment to
get safer neighborhoods. Source: Twitter

4.5. Identification

It was possible to recognize insights, opportunities for innovation, emotions and
sensations that made it possible to work with powerful links to develop creativity
and strategy with greater precision.

Comments such as: "App notifies my acquaintances and neighbors", "I have an
alarm and it alerts me on the cell phone", "the house already had an alarm" led to
understanding the use of alarms, why they do not hire, how and for what they use
them

Regarding robbery, the comments led to understanding how they are meeting
and what their processes are: "a neighbor organized a WhatsApp", "we must be
vigilant", "if something happens we call the phone emergency of the municipality",
"my neighbor warned us and we could stop him."

Regarding the hiring of security companies, we could discover feelings, fears and
opinions that influence how they behave as consumers of them: "why pay monthly if
they do not work at all", "if the alarm sounds, they call you by phone, and If you are
held at gunpoint? "," when the security arrives, they cannot even enter the house,
they are not useful ".

5. DISCUSSION

The entire process described above led research to discover a cultural change in
the country. For many years, since the 1980s, in the socioeconomic uptowns in Chile,
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it is not often that there is contact among neighbors, who live in houses or
apartments and do not know, or greet, or talk with their neighbors. They do not
know who lives next door, nor do they want to know. They live practically in
"bubbles" where it is even unlikely to see a greeting in the elevator of a building.
Everyone cares about themselves and, the less contact they have with those around
them, the better.

The problem of insecurity brought with it an improvement in Chilean society,
equated the most popular neighborhoods with the uptowns. Faced with the inability
of the authorities to solve the problem of security, the neighbors reconnected, they
began to meet and group, helped by technology.

This discovery was what was communicated to the creative agency and the
security firm, with which they managed to devise a successful advertising campaign
"neighbor to neighbor" that represents and reflects the feelings and deepest attitudes
of Chileans concerning security (the piece can be viewed at
https:/ /www.youtube.com/watch?v=I5f I9pRg9s )

wobhnu o8 Que
qQue perdemos
Ol sentide de comunidad,

Figure 8: Frames taken from the campaign under study. Source:
https:/ /www.youtube.com/watch?v=I5f I9pRg9s

6. CONCLUSIONS

The research design outlines a work methodology that allows and is offered as a
complement to scientific research on audiences and societies for the subsequent
creative development of communication or marketing to continue improving the
consumer experience.

Through the analysis of social networks: social characteristics, behaviors, opinions,
emotions, feelings and patterns of use concerning a particular concept, has allowed
us to deepen the sociocultural characterization of the target groups by identifying
powerful insights for the realization of creativity and strategies.

The data analysis model The Orange allows us to provide additional and relevant
information of the interest groups, in this case of the Chileans facing the issue of
insecurity, establishing a comprehensive analysis of the sociocultural concerns and
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resistances regarding an issue in particular for the design of advertising campaigns
and specific marketing strategies.
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