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An empirical study on the content of food brand micro-blog
———Taking an example of internet food brand “Three Little Squirrel”
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Abstract ; Faced with the revolution in internet plus food industry, the
communication of internet food brand three squirrels has become a
model to research the direction of development in the industry. In or-
der to create and maintain a unified brand personality, internet food
brand used some methods such as spreading content themes without
direct relationship to the brand in micro-blog, mainly using a com-
munication form of text plus image and the multi language style with
the sub culture characteristic. These methods also give some inspira-
tion for the application of micro blog dissemination of internet food
brands. First, using social media to build a dialogue system with the
audiences; second, using a variety of means of communication to cre-
ate and maintain a unified brand personality. Also try to use sub cul-

ture factors in the communication of brand.
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Table 1

The category design of the content’s theme in

food brand’s micro-blog
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Table 2

The category design of communication forms of the

content in food brand’s micro-blog
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Table 3 The category design of language style of the
content in food brand’s micro-blog
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Table 4 The category design of personality tendency of the

content in food brand’s micro-blog
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Table 5 Table for testing the coefficient of the category of

content in food brand’s micro-blog
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OA 0.950 00 0.900 00 0.900 00 0.900 00
Pi 0.884 70  0.863 90  0.863 13  0.845 26
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Table 6 Table for coding the content in food brand’s

micro-blog
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Figure 1  The trend chart of numbers of blogs tweeted in

food brand’s micro-blog per year
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Table 7 Statistical table of themes of the content in food

brand’s micro-blog

ESES) WH HorH/ %
1. A7k 37 5 128 25.6
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6. JAl 13 2.6
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Table 8 Statistical table of manifestations of the content in

food brand’s micro-blog
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Table 9 Statistical table of language styles of the content in

food brand’s micro-blog
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Table 10  Statistical table of personality tendency of the con-

tent in food brand’s micro-blog
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1.1 72 14.4
2. 8 112 22.4
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Figure 2 The trend chart of personality tendency of the con-

tent in food brand’s micro-blog
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