HEotetedT, 2016, M273, HM2Z, 293-302.
Korean Journal of Sport Science
2016, Vol. 27. No. 2, 293-302.

Analysis of Korean Professional Baseball Club SNS Message:
Based on the Team Official Twitter

Taeyeon Oh, Yeayoung Noh*, & Seunghyeok Yang

Seoul National University

The purpose of this study was to categorize official twitter messages and find out each team’s

marketing strategy by using Ruby program. For the analysis 3 thousands official twitter massages were

used for each 4 major probaseball teams, Samsung Lions, KIA Tigers, SK Wyverns, and NC Dinos. The

results were as follows. Firstly, The marketing messages of pro baseball teams were different than

typical companies. Pro baseball’s official twitter marketing massages can be grouped into 5 category,

Team Awareness, CSR, Customer Service, Engagement and Promotion. Secondly, Twitter marketing

message strategy was differentiated by each pro baseball team. NC Dinos using twitter to increase team

awareness while Samsung Lions deliver their premium team image as a KBO league champion and

highlight marketing events with star players. KIA Tigers has shown most passive activities on twitter.

Most of messages were just informing game and schedule. SK Wyverns actively using twitter they were

answering questions from fans and very engaged to use twitter as a marketing tool.

Key Words: Twitter, SNS, KBO League, Data mining KISS’
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Table 1. Social Media Marketing Typology

Categories

Contents

Brand Awareness

Posts that build company presence and attentiveness in digital consumer market

Corporate Social Responcibility (CSR) Posts that build a brand image of being involved in supporting and strengthening the comnmumnity

Customer Service

Posts that aim to build consumer knowledge about product, industry, and brand changes

Engagement

Posts that build consumer connections/ communities through direct interaction with the brand

Product Awareness

All posts which build product knowledge understanding, and existence

Promotional . .
monetary incentives

Posts that are designed to stimulate immediate or near future purchases through

Posts that remind and inform consumers of seasonal and annual events and related

Seasonal

products by the brand

Source : Coursaris et al.(2013)
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Rank Start a
(2015) Twitter

Twitter

Team  Established
Followers

Samsung 1982 2 2011/04 28,197
KIA 1982 7 2009/06 78,124
SK 2000 5 2010/07 48,189
NC 2011 3 2011/07 17,933
Year 2015
GBI

%Eﬂz %@13 At tE71A 1 o &
% 7 flo] Z‘XM?E’ EOH olg B4
o=



296 Taeyeon Oh et al.

g3t vla, AZAREY S PYS S5 oS

A7) = g ofnlgitt, & ATdllA = Coursaris
et al.(2013)0] A g o] 24 BFES THoRE AT
g0l A viAE WAIAE EA 8t ZZof Frte]
oA E wAIA] £ A AT

et al.(2013)9] vHAH |5 ez
Zelz FAE AN 2 o & iR e R AFAEte
el g Bl 2aH4Q Felx BF 5% AT o

2 S Aol
o thell ERsle] Ax 2 Hopo A EAA0 HE 17
sto] wHAE HIAA] B/ 7IES ST o] % A
A5 M2 FAREE A Fete] FHE49 2l

=z BRE 4 po
B ool T A ATEAE AF3] Ykl ¢4
Zr o] ESlef gt 7sFAEAN S AT &

0

TAER

IZZ0k FEO| OIE HIAIX 7

(Table 3)& HFTHO R £t 22
AY WAt FIYEF 735401‘:}
Coursaris et al.(2013)°] #AIAIgH LREA Q] AH]A| &
o] wAY wAA] FHEF A} ZRop Pk n)
A vIAA = tha ztol 7L USITh, HEH R & A
A EEg ZRokF Tt npAE wAA] FES F
SRR ol= 247t T QA &, AR A Adds, A
Hl2 wAR JA 3 g Eglelt), P A e e
ol gt JAAEE Zo|7] g vt &
= ulat FAHoRE HHFAQ FHETE, MFE

gr
1o
X,
>
0o

53 oA % Y 24 sk Sor PAE ginh
o]
=

A Adde e T % Aese] AEA Ade
Foll 3 TR Foky AeEo] A AAE ALl A
AQdFe THAY FEAAM M ste A2
AHE TAStE To HIAAIR o] 1A Slvh. A AH]
2 IAA e 243 MEAY S gEFe
AR R 7] 24, 7] 2], dEe] WE S W
Lo o] stk "I A2 AEFe ARy
Bl S 4] fg 5402 AAshe A" wAA =
@ 483 AR BE9 %3%011% Al A4
T }74‘4 Mol AAE AN =S 2 ES (retweet: &

] AXNES AAA k= P9)ete A TR OITOW
e}, mxgto g gujER AR Pl g o

W S BARE o] 21 BA0R st 4HA
J&Juaoﬂ B A PN Mol thk o
AL Z2 2 vkl 4 E] o
@ sw So] 8 VA7 Fejolt
kg 0B HAIK| OIREE] %ol
FEA 2SN T AR WA

Z}Ol 1 ek 2242 (Table 4>l A= o]
. AT RH SK efo]H o] A4 wiAH
4ol rﬂ?& 1 AAZE AA Q) 68.9% % 7M=& v &
= AAstaL glom A E A% FERIAE} Z42f
17.2%9 11.1%2 FAE 9l v}, NC golere F
SR & #HE vARA 7} 47 2% = 7V Bgten 1t
w2 40.6%E 7158 M u ot} A Ehol s
IAME 27} 63.1%2 71 B HES AR5
TFHAR =7} 24 8% T, viAEto.2 7o} Elo] A
73 AAXH| 27} 89.7% & ELH WA T
o=

Ho (N Rre do
fe lo

tlo

o

Coursaris et al.(2013)¢] Zﬂ AlgE dukA 9l
£ B9 vA Y HARIL TERE “d—zr@rﬂt Ll
B Ao M= 5= Aozt M‘}i‘ﬂr. ol TRoltEE



Analysis of Korean Professional Baseball Club SNS Message: Based on the Team Official Twitter

297

Table 3. Social Media Marketing Categories & Examples of each Typologies

Categories Messaging Typologies

Example of Twitter Message

Player Marketing

Mr. Autumn!!! Park says, "He wanted to do a role as a Clean-up hitter" (SK
Wyverns, 2014.10.7)

Public Relations for

Team Awareness
the Team

I'll show you a Lions Championship Apparel! (Samsung Lions, 2014.11.12)

Team News

The SK Wyverns named Park Gyeng-wan as the new head coach of the Futures
team (SK Wyverns, 2014.10.22)

Corporate Social
Responsibility

CSR Activities

The players serve meals for homeless in Ganseok-dong, Incheon
(SK Wyverns, 2014.12.10)

Corporate Social
Responsibility News

2014 SK Happy Sharing event will be held at Inner-Plaza of Yongsan Station in
December, 4. (SK Wyverns, 2014.11.20)

Game Result [End of the Game] The final score of the match was 3-6. Go! Wyverns!. Kim
Kwang-hyun was the pitcher for the next Game (SK Wyverns, 2014.10.15)
So Wyverns line-up at the start of this match in 12, October. 1.Nabaro(2B) -
2Park Hani(RF) - 3.Chae Tae-In(1B) - 4.Choi Hyung-Woo(LF) - 5.Lee

) Line-Up
Customer Service

Seung-Yeop(DH) - 6.Kim Tae-Wan(3B) - 7.Park Hae-Min(CF) - 8.Lee Ji-Young(C)
- 9. Kim Sang-Soo(SS)/ Martin(SP). (Samsung Lions, 2014.10.12)

Changes of the Game
Entry

The roster for 12, November. Registration : Lee Han-Jin, Cancelation : Chae
Byeng-Yong. Lee Han-Jin has enrolled in the game entry as a substitute for Chae
Byeng-Yong (SK Wyverns, 2014.9.12)

Answers to the

@shim4970, 1 would like to introduce the interview to you. Just a moment,

Question please™ (SK Wyverns, 2014.10.1)
Engagement RT @schoenEllie: @NCdinos fan ] There's a person in Dinos jersey at the subway.
Retweet I felt friendly toward him. Go!Dinos!!
(NC Dinos, 2013.2.6)
Game Promotion on 'SK Wyverns '1s also attractn.lg people for the "Han-Don Day" and will be "Quiz
Games in the electronic board"event in Saturday, 28
(SK Wyverns, 2014.6.26)
We announce this year's Fan Festival. The event will be held at Sangyuk-dong,
Promotional Promotion News Buk-gu, Daegu Arena. Please note the change of venue for this event (Samsung

Lions, 2014.11.17)

Merchandising
Program

Coming soon~! Wyverns Shop is having an surprise event in 1, August. The
events are open to the public at 25, July
(SK Wyverns, 2014.7.23)




298 Taeyeon Oh et al.

Table 4. Portion o

f Twitter Messages

Categories SK Wyverns NC Dinos Samsung Lions KIA Tigers

Brand Awareness 11.1% 47.2% 24.8% 6.6%

CSR 0.6% 1.9% 1.3% 0.5%

Customer Service 17.2% 40.6% 63.1% 89.7%
Engagement 68.9% 1.5% 32% 2.0%
Promotional 2.2% 8.8% 7.6% 1.3%
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