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ABSTRACT

This research addresses the role
of millennials as prosumers and
adprosumers in corporate social
networks. The methodology combines
the literature review with a quantitative
content analysis. The results show
that they do participate in this type of
channels and that their user-user and
user-brand interaction increases to
the extent that organizations consider
the uses they make of social networks
and the gratifications they expect from
them. In this regard, the conclusions
highlight the need to develop integrated
communication strategies, including
other channels of great popularity among
millennials, and the need to customize
them based on users’ motivations.
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RESUMEN

Esta investigacion aborda el papel de los
millennials como prosumersy adprosumers
en las redes sociales corporativas.
La metodologia combina la revision
bibliografica con un andlisis de contenido
cuantitativo. Los resultados evidencian que
st participan en este tipo de canales y que
su interaccion usuario-usudario y usuario-
marca se incrementa en la medida en la
que las organizaciones consideran los usos
que hacen de ellas y las gratificaciones
que esperan. Se concluye que existe la
necesidad de desarrollar estrategias de
comunicacion integradas, incluyendo otros
canales de gran popularidad entre los
millennials, y personalizadas en funcion
de sus motivaciones.

Palabras clave: adprosumer;
comunicacion 2.0; franquicia; millennials;
prosumer; redes sociales.

RESUMO

Esta pesquisa aborda o papel dos
millennials como prosumer e adprosumer
em redes sociais corporativas. A
metodologia combina a revisao da
literatura com uma analise de conteudo
quantitativo. Os resultados mostram que
eles participam desse tipo de canais e
que a interacao do usudrio-usuario e
usudrio-marca aumenta na medida em
que as organizacdes consideram os usos
que eles fazem deles e as recompensas
que eles esperam. Conclui sobre a
necessidade de desenvolver estratégias
de comunicacao integradas, incluindo
outros canais de grande popularidade
entre os millennials, e personalizados com
base em suas motivacoes.

Palavras-chave: adprosumer;
comunicacdo 2.0; franquia; millennials;
prosumer; redes sociais.
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INTRODUCTION

Social networks, exponents of model 2.0 (Nafria,
2008), allow individuals to create profiles through
which they relate to other individuals and brands.
Through these channels, users consult and share
their own content and that of others (Boyd & Ellison,
2007; Monserrat-Gauchi, Quiles-Soler, & Martinez-
Sala, 2017; Phua & Jin, 2011). Their use has been
implemented massively and rapidly (Akkucuk &
Turan, 2016; Phua, Jin, & Kim, 2017): in Spain, “86% of
Internet users aged 16 to 65 use social networks, which
represents more than 19 million users” (Interactive
Advertising Bureau Spain (IAB Spain), 2017, p. 9).
The most popular social networks include Facebook,
YouTube, Twitter, Google+, LinkedIn, Instagram and
Spotify, but not all evolve in the same way. In just
two years (2015-2017), noticeable differences can be
observed: for example, although Facebook remains
the leader, its percentage of users has decreased.
The same goes for Twitter, Google+ or LinkedIn. In
contrast, social networks such as Instagram, Pinterest
and YouTube have experienced a strong growth.
Consumers increasingly use social networks for their
daily activities, mainly social (chat/send messages, 67%,
see what your contacts do, 47%) (Quan-Haase & Young,
2010; IAB Spain, 2017). This confirms the conclusions
of numerous investigations that, from the theory of uses
and gratifications (Katz, Blumler, & Gurevitz, 1986),
analyze the rewards that the use of social networks
provides to individuals (Igartua & Rodriguez-De-Dios,
2016). Watching videos or listening to music are also
featured activities (59%). Along with these, which
confirm the social character under which the web 2.0
model was born (Lacalle, 2011), other commercial uses
are incipiently appearing (Akkucuk & Turan, 2016).
“16-24% follows brands, participates in contests, and
talks about purchases made” (IAB Spain, 2017, p. 30).
Laroche, Habibi, Richard and Sankaranarayanan (2012)
and Lipsman, Mudd, Rich and Bruich (2012) point
out that consumers also use social networks to get to
know brands, products, and services. Technological
development has caused changes in the behavior of
individuals at a general level as well as in the consumer
market. The traditional consumer has developed an
active role in the communication process within
organizations and brands, transforming itself into the
epicenter of marketing and communication strategies
(Cortés, 2009; Del Pino, Castello, & Ramos-Soler,
2013; Katz & Lazarsfeld, 2006; Rogers, 2003). This
new consumer uses the Internet and digital channels
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to interact with organizations and other individuals,
related or not to them, about their products, services, or
brands (Martinez-Sala, Monserrat-Gauchi, & Campillo
Alhama, 2017; Phua & Jin, 2011). “In addition to being
part of the audience, the public, and a consumer,
the recipient becomes a user and prosumer, that is,
co-producer, distributor and consumer, all at the same
time” (Bermejo Berros, 2008, p. 49), and can also
become an adprosumer (Caro, Luque, & Zayas, 2015;
Marauri Castillo, Pérez Dasilva, & Rodriguez Gonzalez,
2015; Martinez-Sala & Campillo-Alhama, 2018). The
adprosumer, like the prosumer, actively participates
in the definition and development of products and
services, inaddition to consuming them, but also stands
as a prescriber or spokesperson for the brand.

As stated by Segarra-Saavedra and Tur-Vines (2017,
p. 178):

The participative actions of sharing, cooperating, com-
municating and talking become the basis of web 2.0
through social networks and tools such as blogs, Face-
book, LinkedIn, YouTube, Vimeo, Wikipedia, Deli-
cious, Instagram, and Twitter, which transform the
passive consumer of content into an active agent of
user-generated content, placing within his/her reach
the right to create new contents and edit previous ones

to share them among his/her network of contacts.

Considering this context, organizations are paying
special attention to social networks, as they are key
channels for consumers to participate and interact
with their brands, products, and services, thus favoring
personalized relationships that generate engagement
(Campillo Alhama, Ramos Soler, & Castello Martinez,
2014). In the online arena, engagement is defined by
Mollen and Wilson (2010) as the degree of cognitive
and affective commitment of the consumer to the brand
in the relationship established through any digital
channel. It is manifested through the interaction of
users in digital channels and it is the basis for their
loyalty and a source of new consumers (Serrano Cobos,
2000).

The Social Media Marketing Industry Report
concludes that 92% of companies acknowledge the
importance of social networks to market their brands
and products due to their ability to increase brand
awareness, create loyalty, and as an invaluable source of
market information (Stelzner, 2017). Regarding the use
of social networks, Facebook, the social network with
the largest number of users in the world, is also the most
used in the business world. In Spain, Facebook “is the
social network with the greatest share in community,
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virality, and efficiency” in the field of brands (IAB Spain,
ontwice, Epsilon Technologies, & Gestazion, 2017, p.
33). Twitter has the highest number of publications, in
line with its instant character, and Instagram is the one
with the highest engagement (interactions/community)
due to the smaller size of its community'. Regarding
brands, there is a relationship between those with a
greater number of followers and those that generate
the highest level of interaction (IAB Spain et al., 2017).

The great advantage of social networks for brands is
that they encourage the creation of acommunity around
them (Xie & Lee, 2015), based on the relationships
established between users (realand potential consumers)
and the brand, as well asamong users (Martinez-Sala et
al., 2017; Phua & Jin, 2011). Rodriguez, Martinez, and
Luna (2010) insist on the relevance of creating brand
communities as enhancers of loyalty and consumer
confidence, and point out that, although companies
cannot create brand communities, nor control them,
they can facilitate and support them. For this, it is
essential to encourage the interaction between users,
given theirinfluence. The environment 2.0 constitutes
a market consisting of conversations (Levine, Locke,
Sears, & Weinberger, 2008) that occur in connected
spaces; in them, consumers become agents and
collaborative, participatory, and interactive social media
mediums (Cortés, 2009), and the content generated by
users (UGC) (real and potential consumers) is perceived
as more reliable than the information offered by the
organizations (Alonso Gonzalez, 2015; Rodriguez et
al., 2010; The Cocktail Analysis, 2013).

Along with user-user interaction, the interaction
between user-brand also plays a key role in the
construction of the community by establishing an
authentic personal relationship. This is because the
derived emotional bond is enhanced when it is shared
by the members of a community (Marauri Castillo et
al., 2010). This emotional component has more or
less importance depending on the generation that the
consumer belongs to: for generation Y, or millennials,
which are the object of this research, the emotional
prevails over the rational (Simonato & Ariel Mori,
2015), so fidelity is built towards the values that the
brand represents and not towards the company that
creates them (Masco, 2012).

In the current context in which social networks are
ameeting point for society in general and for the young
publicin particular (Hidalgo-Mari & Segarra-Saavedra,
2017), we question whether the latter, and specifically
millennials, perform the functions of prosumers and
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adprosumersin the brand’s corporate channels. Different
investigations show an intense activity by this generation
insocial networks in general; however, studies on their
behavior in corporate channels are scarce.

This is why the main hypothesis of this research
focuses on the behavior of millennials in corporate
social networks and, consequently, in their commercial
use to determine if they have effectively adopted the
roles of prosumers and adprosumers. To do so, we
conducted an analysis of the social network presence
of a sample of organizations that are representative
of the main sectors of commercial activity and the
users’ interaction in them. We selected Facebook
and Instagram due to their notoriety and popularity
and because the sociodemographic profile of their
main audiences serves to contrast the behavior of
millennials (Instagram) with that of users of generation
X (Facebook) (IAB Spain & VIKO, 2015; IAB Spain,
2017; Purita, 2015). Thisallows us to address the main
objective of this research: to determine if millennials
actively participate in corporate social networks
assuming the characteristic functions of prosumers and
adprosumers. In addition, to delve into the motivations
that trigger the interactions of millennials, we analyze
them individually and then compare the results to the
whole set of publications, for publications based on
videos and for those about entertainment. The types of
publications selected derive from the classification and
categorization of the set of publications disseminated
based on millennials’ main motivations to use Facebook
and Instagram (Akkucuk & Turan, 2016; Iguarta &
Rodriguez-De-Dios, 2016; Quan-Haase & Young, 2010;
Simonato & Ariel Mori, 2015).

The main objective is related to the achievement of
the following secondary objectives:

O.1. Determine the integration of social networks
in the communication strategies of the sample
organizations and analyze their presence in them.

0.2. Analyze and measure the users’ global interaction
(real and potential consumers) in the selected
social networks and compare the results by
sectors of commercial activity.

0.3. Analyze and measure the users’ interaction (real
and potential consumers) in the selected social
networks as a result of video-based publications
and compare the results by sectors of commercial
activity.
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0.4. Analyze and measure the users’ interaction (real
and potential consumers) in the selected social
networks asa result of entertainment publications
and compare the results by sectors of commercial
activity.

Millennials are a social segment of great interest
for professionals and researchers, since their behavior
in social networks is a clear indicator of the future
behavior of individuals (Akkucuk & Turan, 2016). As
Simonato and Ariel Mori (2015, p. 26) point out, “the
knowledge, attraction, understanding, development,
and retention of young people, future leaders of
organizations, has become one of the main concerns
of business, political, and social leaders”. Hence, the
value that this research provides to the professional
and academic fields. For the latter, in addition, we
seek to contribute to the theoretical body of work on
communication in social networks. Although research
and studies on the subject have increased in recent
years (Cheung, Chiu, & Lee, 2011), they are still not
enough to address the challenges posed by this type of
communication (Iguarta & Rodriguez-De-Dios, 2016),
especially concerning the main users of this type of
channels, among them, millennials.

THEORETICAL FRAMEWORK

The consolidation of social networks and the users’
technological education (Kim, 2012) have determined
their protagonismand empowerment by allowing them to
adopt the role of prosumer (Toffler, 1980) or adprosumer
(Caro et al.,, 2015). Social networks attract all kinds of
audiences, especially the younger segments (Colas-
Bravo, Gonzalez-Ramirez, & de Pablos-Pons, 2013;
Hidalgo-Mari & Segarra-Saavedra, 2017). Thisisbecause
social networks offer new ways of communicating
and relating by creating virtual communities (Varas-
Rojas, 2009), but, above all, because digital natives
(Prensky, 2001), also known as millennials, are used
to the environment of information and communication
technologies (ICTs) or relationship, information, and
communication technologies (RICTs), so-called to
emphasize their relational capacity (Marfil-Carmona,
Hergueta Covacho, & Villalonga Gomez, 2015).

The impact of social networks in the business world
has led to a considerable growth in academic (Aral,
Dellarocas, & Godes 2013) and professional research
(IAB Spain et al., 2017; Stelzner, 2017, The Cocktail
Analysis, 2013) in thisrealm. In the field of organizations,
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it focuses mainly on its management (Kacker & Perrigot,
2016) and on the establishment of guidelines to follow
when developing 2.0 communication strategies
(Alonso Gonzalez, 2015; Drake-Bridges & Burgess,
2010; Campillo Alhama et al, 2014; Kacker & Perrigot,
2016; Marauri Castillo et al., 2015; Monserrat-Gauchi
& Martinez-Sala, 2017; Monserrat-Gauchi et al., 2017,
Martinez-Sala et al., 2017).

Having verified the massive use of social networks
by millions of individuals (Iguarta & Rodriguez-De-
Dios, 2016) and their necessary integration in the field of
brand communication (Xie & Lee, 2015), thisresearch
focuses on the behavior of millennials in corporate
profiles since, as pointed out by Nicolas Ojeda (2013),
the transformation of the consumer role can only be
understood through the analysis of their behavior in
communication processes.

MILLENNIALS

Strauss and Howe (1992) limit the millennial
generation to individuals born between 1982 and 2004.
Other authors, such as Simonato and Ariel Mori (2015),
are more restrictive, limiting the period to the years
between 1980 and 2000. In any case, both agree that
one of their main characteristics is an active use of
social networks in which —apart from entertainment—
they share, search, and consume content (Bolton et
al., 2013). Millennials are characterized by an early
and massive adoption of social networks (Sherman,
Greenfield, Hernandez, & Dapretto, 2018), where they
actas authentic prosumers and adprosumers (Hidalgo-
Mari & Segarra-Saavedra, 2017).

This generation arouses great interest from a
sociological point of view and, also, from the field
of marketing and communication. Millennials are
a consumer segment with enormous influence,
whose behavior has been the subject of numerous
investigations, in many cases without reaching a
complete understanding about them (Drake-Bridges &
Burgess, 2010; Racolta-Paina & Luca, 2010). They have
been born in the era of ICTs or RICTs and are strongly
influenced by them, which entails great challenges
for companies that want to interact with and relate
to them (Lester, Forman, & Loyd, 2005). Millennials
barely consume conventional media, hindering the
companies’ achievement of communication and
advertising objectives (Pesquera, cited in Akkucuk
& Turan, 2016). Their decisions on brands have a
strong emotional component (Marauri Castillo et al.,
2010) and are largely influenced by the members of
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the community’s UGC or the communities in which
they are integrated. The incidence of these contents
in the final decisions of other users (real and potential
consumers) is greater than that of those disseminated
by companies (Peterson, 2004).

Millennials use social networks to distract
themselves, to spend time chatting and exchanging
photos, to play, and to follow brands. For the latter,
the most used network is Facebook (Akkucuk &
Turan, 2016; Simonato & Ariel Mori, 2015) while for
other types of activities they prefer networks such as
Instagram or Snapchat. This corroborates the trend
observed in recent years about their favorite social
networks, since they are opting for those deliberately
designed for mobile devices, such as Instagram
(Lenhart, Madden, Smith, & Macgill, 2015). However,
Facebook continues to have a strong reach among
millennials (Iguarta & Rodriguez-De-Dios, 2016) and
its use is a frequent research topic (Basile & Linne,
2014; Boyd & Ellison, 2007; Iguarta & Rodriguez-
De-Dios, 2016). Although Facebook has evolved to
meet the needs of millennials (chat, profiling, photo
album, groups with common interests, online games,
applications, etc.) (Cheungetal., 2011) it does not geta
high degree of satisfaction among them. Their main user
motivations are the maintenance of relationships and
being part of a community, as well as entertainment,
which determines satisfaction (Iguarta & Rodriguez-
De-Dios, 2016).

In contrast to the results of the investigations by
Akkucuk and Turan (2016) and Simonato and Ariel
Mori (2015), Phua et al. (2017) point to Instagram as
the channel chosen by millennials to follow brands.
Their motivations would be maintaining relationships
of friendship and, specifically, the possibility that this
network offers them to show affection, offer help, etc.
(Quan-Haase & Young, 2010). The study also concluded
thatitis asocial network of great popularity in the field
of fashion: one of its main contributions is to serve as
a style and trends guide. Another reward granted by
Instagram is the feeling of belonging to a community,
an advantage to be exploited by brands (Phua et al.,
2017), since it favors the loyalty of users (Hollebeek,
Glynn, & Brodie, 2014; Phua et al., 2017) and the
commercialization of their products and services (Jin
& Phua, 2014; Kilambi, Laroche, & Richard, 2013;
Phuaetal., 2017).

The differences between the most used social
networks to follow brands are presumably due to the
different geographical areas analyzed in the research
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and the consequent cultural differences in users’
behavior (Iguarta & Rodriguez-De-Dios, 2016). In
addition, we must point out that, nowadays, the
communication between brands and users is not
confined to corporate channels, so the variations may
also be due to the phenomenon of digital influencers,
people of social and media relevance who —through
their digital communications— can influence the
behaviors and attitudes of others. The influencers
are, as Fernandez Gomez, Hernandez-Santaolalla
and Sanz-Marcos point out, “an updated version of
the traditional opinion leader”, a result, to a large
extent, of the success and massive implementation of
social networks (2018, p. 20). Web 2.0 has led to the
emergence of anew prescriber of brands, products, and
services that companies have begun to integrate into
their communication strategies as an essential tool to
achieve their communication objectives in segments
such as millennials (Castello-Martinez & del Pino
Romero, 2015; Castello-Martinez, del Pino Romero,
& Tur-Vines, 2016; Segarra-Saavedra & Hidalgo-Mari,
2018). We refer to bloggers, youtubers, instagramers,
etc., who have achieved a digital reputation and created
acommunity around their personal brand, and whose
publications reach thousands of followers, generating
high rates of interaction and engagement (Castello-
Martinez, 2016). Among all the channels used by
influencers, Instagram stands out as a promotional
channel for brands (Castello-Martinez et al., 2016). The
brands’ communication managers must tackle the need
to profoundly get to know the skills of millennials in
the use of social networks, as well as their possibilities,
to adapt their communication strategies and achieve
engagement (Basile & Linne, 2014). Consequently,
much of the research on the behavior of millennials in
social networks focuses on the profiles of the influencers
(Segarra-Saavedra & Hidalgo-Mari, 2018) who —
although originally of a personal nature—may acquire a
commercial character, becominga profession desired by
many young people (Hidalgo-Mari & Segarra-Saavedra,
2017). The most frequent variables analyzed in the
study of the interaction or online engagement of their
followers are the number of followers, the frequency
of publication, the format of the publications, and the
type of publications (contest, product, etc.).

METHODOLOGY
The methodology of this research entails the
development of a descriptive study (Batthyany &
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Cabrera, 2011) of the Facebook and Instagram profiles
of the leading franchise companies nationwide (Spain)
in the main sectors of commercial activity.

We chose the franchise company for its continuous
growth trend despite the adversities experienced by the
market in general (Diez Uli, Velicia Martin, & Rondan
Cataluna, 2017; Tormo Franquicias Consulting, 2017)
and its impact on the economy (Tormo Franquicias
Consulting, 2017). In addition, its leading brands devote
considerable efforts to maintaining and increasing
their notoriety, contributing to a high degree of trust
in them by users (Tormo Franquicias Consulting,
2016). These efforts are also reflected in the online
environment: some of them have better indexes in
relevance, influence, and digital reputation (IAB Spain
& Viko, 2015; IPMARK, 2017).

Regarding social networks, we selected Facebook
and Instagram as the optimal combination for the main
objective of the research. Instagram is among the fastest
growing social networks (IAB Spain & VIKO, 2015; IAB
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Spain, 2017) and, as users grow, brands increasingly
rely on this social network for their marketing strategies
(Alonso Gonzilez, 2015). In addition, the data of the
Purita report (2015) revealed that Instagram is one of
the social networks characteristic of millennials. Its
audience is one of the youngest: more than 70% of its
users are between 16 and 34 years old. On the other
hand, Facebook has the largest user base in the highest
age segment: 25% of its active users are over 45 years
old (generation X) and there has been a decrease in
active use among the 16-24-year-old group. Despite
this, it is still the social network with the highest
audience and popularity (IAB Spain & VIKO, 2015;
IAB Spain, 2017).

The sample was determined from the Leading
Franchise Brands report —conducted by the prestigious
consulting firm Tormo Franquicias Consulting (2016)—;
from it, we selected two representative brands from
each sector. Once chosen, we located their profiles on
Facebook and Instagram (table 1).

Franchise Sector Facebook Instagram
https://www.facebook.com/ https://www.instagram.com/
Carrefour Food carrefoures?ic_source=portal-home&ic_ carrefoures/?ic_source=portal-home&ic_
medium=footer-links&ic_content= medium=footer-links&ic_content=
Dia Food https://www.facebook.com/DIAEspana https://www.instagram.com/dia_esp/
h //WWW.in ram.com/telepizz
Telepizza Catering https://www.facebook.com/telepizza/ ttps stagram.com/telepizza_
es/?hl=es
Lizarran Caterin https://www.facebook.com/ https://www.instagram.com/
g LizarranBar/?q=lizarran%20espa%C3%Bla lizarranbar/
https://www.facebook.com/
Zara Fashion ZARA-5426044539258146/7?brand_ https://www.instagram.com/zara/
redir=33331950906
- . ) https://www.instagram.com/
Stradivarius Fashion  https://www.facebook.com/stradivas/ P N g
stradivarius/
Natur House Retail https://www.facebook.com/Spain. https://www.lr?stagram.com/
NaturHouse/ naturhousespain/
. https:// .facebook.com/ https:// .instagram.com/afflelo
Alain Afflelou Retail p Www ) p W g t-
AlainAfflelouOptico optico/
L ) https://www.facebook.com/halconviajes. https://www.instagram.com/
Halcén Viajes Services

oficial

B The Travel Brand Services bthetravelbrand

https://www.facebook.com/

halconviajescom/

https://www.instagram.com/
bthetravelbrand/

Table 1. Sample

Source: Own elaboration based on Tormo Franquicias Consulting (2016).
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Motivation(s)

Variables

Millenials as prosumers...

Description

Community, relationships

Entertainment, community

Entertainment

Entertainment, community,
relationships and self-expression

Entertainment, community,
relationships and self-expression

Entertainment, community,
relationships and self-expression

Dependents of brands

No. of publications*

No. followers

Publications format: video

Publications content: entertainment

Dependents of users

Total online engagement (total
engagement): Facebook: reactions,
share and comment. Instagram: likes
and comment.

Online engagement video publications
(video engagement): Facebook:
reactions, share and comment.
Instagram: likes and comment.

Online engagement of entertainment
publications (entertainment
engagement): Facebook: reactions,
share and comment. Instagram: likes
and comment.

Total number of publications

Number of followers

Quantification of publications based
on videos, gif, simple or combined
with text.

Quantification of publications with
entertainment-related content:
games, contests, DIY, etc.

Publications in which users are
invited to participate in games,
contests, offers, etc., or in which
information is offered for users
to create, develop, etc., their own
products or services.

Level of interaction and participation
of users regarding the total of
publications.

Level of interaction and user
participation regarding the total of
video format publications.

Level of interaction and participation
of users regarding the total content
publications aimed at entertainment.

Table 2. Analysis sheet

*The number of publications does not respond to any motivation and has been shown to have no influence on user interaction
(Monserrat-Gauchi & Martinez-Sala, 2017; Segarra-Saveedra & Hidalgo-Mari, 2018), but it is counted to perform

the engagement calculation.

Source: Own elaboration.

The fieldwork, carried out between January and
February 2017, consisted of a quantitative content
analysis of the publications and the interaction achieved.
To this end, we developed an analysis sheet based on
the research and the studies reviewed. The choice
of the brand’s dependent variables was made after
categorizing all their publications, comparing them
with the main motivations of millennials regarding

the use of both social networks: entertainment, being
part of acommunity, establishment and maintenance of
relationships, and self-expression (Akkucuk & Turan,
2016; Iguarta & Rodriguez-De-Dios, 2016; Quan-Haase
& Young, 2010; Simonato & Ariel Mori, 2015). Based
on these and the consequent forms of interaction,
the sheet includes seven indicators distributed in two
sections: brand and users (table 2). Its specificity and

CUADERNOS.INFO N° 43 / DECEMBER 2018 / ISSN 0718-3661 / E-Version: www.cuadernos.info / ISSN 0719-367x



MARTINEZ-SALA, A. M., SEGARRA-SAAVEDRA, J., § MONSERRAT-GAUCHI, J.

relevance as an instrument of descriptive analysis was
confirmed by two professors with extensive experience
in the field of digital communication of franchise
companies and renowned professionals in the field of
digital marketing. The analysis was conducted jointly
by the authors and supervised by the professionals
who validated the sheet to ensure its consistency. In
this way, internal and external reliability is guaranteed
through the most common strategies in this area (Le
Compte & Goetz, 1982).

The interaction analysis is made based on the online
engagement index. Online engagement represents the
degree of user commitment expressed through the
interaction options of social networks (Oviedo-Garcia,
Munoz-Exposito, Castellanos-Verdugo, & Sancho-
Mejias, 2014). Its formula contemplates variables related
to publications and basic interaction options (Frick,
2010; Mariani, Di Felice, & Mura, 2016; Oviedo et
al., 2014), validating it as an index to measure and
compare the role of users as prosumers or adprosumers
(Segarra-Saavedra & Tur-Vines, 2017) based on their
participation in the social networks analyzed.

Each of the interaction optionsis weighted according
to the degree they represent in the adoption of the roles
of prosumers and adprosumers, since they determine
different levels of visibility and effectiveness in the
dissemination of user interactions (Marianietal., 2016;
Moore & McElroy, 2012; Ruiz-Mafe, Marti-Parrefo, &
Sanz-Blas, 2014; Oviedo et al., 2014; Segarra-Saavedra
& Tur-Vities, 2017). In the same way —and as advised by
Marianietal. (2016) regarding traditional formulas—the
number of followers of the denominator was eliminated
to make an objective comparison between the two social
networks. These considerations were extrapolated to
Instagram, which offers the same forms of interaction.

The data was processed using Excel software and a
series of macros designed to this end.

RESULTS

The resultsare divided into three sections according
to objectives 0.2, 0.3 and O.4 of this research.
First, there is a comparison of the total engagement
achieved in both social networks (O.2). Then, identical
comparisons are presented regarding publications in
video format (O.3) and of entertainment content (O.4).
The O.1 is addressed in the overall results. For the
graphic representation of the results we had to resort
to two complementary figures, since the high rates
obtained by two of the brands (Zara and Stradivarius)

Millenials as prosumers...

made visualization in a single figure difficult. Therefore,
for each case there are two figures, one with all the
brands and another one that does not include neither
Zara nor Stradivarius.

INTERACTION OF USERS ON FACEBOOK VS.
INSTAGRAM TOTAL ENGAGEMENT

The results regarding the total interaction achieved
in the profiles analyzed are shown in tables 3 and 4.

From the results, we made the comparison of the
total engagement achieved in both social networks.

We observe a greater interaction of users on
Instagram in all cases except for Dia, Halcon Viajes
and Alain Afflelou. Despite having created its profile in
this social network, Natur House has not yet published
(figures 1.aand 1.b).

On Facebook, the highest rates are achieved in the
fashion sector, but also include Telepizza (catering),
Halcon Viajes (services) and the food industry brands
(Dia and Carrefour). The brands of the retail sector
are at similar levels. The trends are not maintained by
sectors in all cases since, in catering, the other brand
analyzed (Lizarran) occupies the last position.

On Instagram, users participate more in almost
all cases and sectors. The fashion brands also lead,
although it is worth noting the significant difference
in engagement achieved by Zara on Instagram versus
Facebook. Telepizza also occupies a good position in
this ranking, with very similar results in both social
networks. The services sector also shows differences
within relatively positive results. Halcon Viajes obtains
better results on Facebook than on Instagram, unlike B
the Travel Brand; the same happens with food brands,
since Carrefour obtains better participation rates on
Instagram and Dia, on Facebook. Finally, regarding
the retail sector, Alain Afflelou has very similar indexes
between both social networks and Natur House has
not yet started its activity on Instagram.

INTERACTION OF USERS ON FACEBOOK VS.
INSTAGRAM VIDEO ENGAGEMENT

Tables 5 and 6 show the results obtained by video
publications.

Based on the results, there is a greater use of this
type of publication on Facebook —169 videos (18.13%
of the total)— than on Instagram, where only 33 videos
have been published (6.96% of the total).

On Facebook, all brands, except Zara, use this type
of format. On Instagram, in addition to Natur House,
Dia, Lizarran and B the Travel Brand have not posted
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Figures 1.a and 1.b. Comparison of total engagement on Facebook and Instagram

Source: Own elaboration.

content with videos either. Carrefour uses this format
the most, both on Facebook and on Instagram. The
comparison of the results achieved in terms of online
engagement is presented in the following figures.

As shown in figures 2.a and 2.b, the video format
achieves greater user interaction on Instagram than
on Facebook.

The highest rates on Facebook are achieved, asin the
case of total engagement, in the fashion sectorand also
include Telepizza (catering), Halcon Viajes (services)
and the food industry brands (Dia and Carrefour),
as well as Natur House. The latter, unlike the results
obtained at the level of total engagement, presents
better results than the other brand analyzed within
this sector (Alain Afflelow).

On Instagram, users interact more in all cases and
sectors. Fashion brands lead the ranking again and, as
in the case of total engagement, there is a considerable
difference between Zara on Instagram and Facebook.
Telepizza also occupiesa good position in this ranking
and, like Zara, shows a higher engagement rate in
this social network. Carrefour and Alain Afflelou,
despite having lower rates, also show a greater degree
of interaction in this social network. Finally, Halcon
Viajes obtains similar results.

INTERACTION OF FACEBOOK USERS VS.
INSTAGRAM. ENTERTAINMENT ENGAGEMENT

Finally, tables 7 and 8 show the results regarding
entertainment publications.
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Figures 2.a and 2.b. Comparison of video engagement on Facebook and Instagram

Source: Own elaboration.

The last variable analyzed, the entertainment content
of the publications, also has a greater presence on
Facebook —188 publications (20.17% of the total)—
than on Instagram, which only has 65 entertainment
publications (13.71% of the total). Even though the
percentage of this type of publication is greater than
the percentage of video publications in both social
networks, we must note its absence in many profiles.
On Facebook, only Carrefour, Dia, Stradivarius,
Natur House, Halcon Viajes and B the Travel Brand
use entertainment content. On Instagram, except for
Natur House, which has not yet published in this social
network, the same brands post this type of publication,
with the exception of Halcon Viajes. The greatest use

of this format is done by B the Travel Brand, both on
Facebook and Instagram (tables 7 and 8).

The different levels of online engagement achieved
by entertainment publications are shown in figures
3.aand 3.b.

The entertainment content, in the few cases in which
it is used, manages to increase the users interaction
to a greater extent on Instagram than on Facebook
(figures 3.aand 3.b).

OnFacebook, the highest rates are also achieved in the
fashion sector, asis the case with total engagement and
video engagement, but only in the case of Stradivarius,
since Zara has not published any entertainment posts.
Next are Natur House, Dia, and Halcon Viajes. With
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Figures 3.a and 3.b. Comparison of entertainment engagement on Facebook and Instagram

Source: Own elaboration.

very similar results, Carrefour and B the Travel Brand
close the ranking. By sectors, the results are similar to
those obtained at the total level and from video posts,
with the exception of Telepizza.

For this type of publication, users participate more
on Instagram than on Facebook in all company profiles.
The ranking is identical to Facebook if we omit the
profiles that have not published entertainment content.

CONCLUSIONS
The results obtained are very clear considering
the main objective of this research: to evaluate the

behavioral differences between users of Facebook and
Instagram to identify the degree to which millennials
fulfill the roles of prosumer and adprosumer in
corporate profiles.

First, with regard to O.1, we must point out that
all the analyzed brands have profiles in both social
networks. Therefore, there is a clear integration of social
networks in the brands’ communication strategies, as
recommended by Campillo Alhama et al. (2014) to
generate engagement and confirming the results of
Stelzner’s report (2017). In the same way, there is a
certain degree of innovation in the communication of
franchise companies, integrating Instagram among
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their communication channels. This factisin line with
the results of previous research in this same sector
(Marauri Castillo et al., 2015; Monserrat-Gauchi et
al., 2017, Monserrat-Gauchi & Martinez-Sala, 2017).
In addition, due to the majority profile of this social
network (Purita, 2015), its integration confirms
the interest that brands have to attract millennials
(Akkucuk & Turan, 2016). Although its importance
within the set of consumers of each of the brands
analyzed may vary, including this social network shows
their interest in knowing, attracting, and retaining them
(Simonato & Ariel Mori, 2015).

However, we must point out a still incipient
management of this social network, to which brands
seem to devote less effort, as revealed by the number
of publications made (474) compared to those made on
Facebook (932). In addition, we must remember the
case of Natur House, which, despite having created its
profile on Instagram, had not made any publications
in the period analyzed by this study (and, to date,
still has not).

Regarding total engagement (O.2), fashion (Zaraand
Stradivarius) and catering (Telepizza) are the sectors
that have the highest engagement rates in both social
networks. The difference between sectors may be
due to the type of consumer of these brands, mainly
adolescents and young people, who are also the main
users, in quantity and intensity, of social networks
(Marauri Castillo et al., 2015). Zara and Stradivarius
also present notorious differences between both
social networks, where the high level of participation
in Instagram stands out. In this sense, we confirm
the conclusions of Phua et al. (2017), which state
that Instagram is the favorite channel of millennials,
among others, as a style and trends guide. There are
only three cases in which users interact to a lesser
extent on Instagram than on Facebook: Dia, Halcon
Viajes and Alain Afflelou, although in the latter case
the variation is minimal (3.85%). The three brands,
however, coincide on the fact that they have a small
number of followers (tables 4, 6 and 8), which may be
the cause of their low interaction index (IAB Spain et
al., 2017). Despite this, we can affirm that millennials
do use social networks to follow brands, including
their corporate channels (Phua et al., 2017) and that,
in general, the degree of participation is high. This
confirms a clear adoption of the roles of prosumer
and adprosumer for this generation, which has fully
assumed the main characteristics of the web 2.0 model
(Segarra-Saavedra & Tur-Vifies, 2017).

Millenials as prosumers...

Once we compared the interaction generated by
users (total engagement) on Facebook and Instagram,
we proceeded to evaluate it according to the variables
related to the millennials’ main motivations for the use
social networks (0.3 and O.4).

First, and asa determining factor of their motivations
—belonging to a community and entertainment
(Akkucuk & Turan, 2016; Iguarta & Rodriguez-
De-Dios, 2016; Simonato & Ariel Mori, 2015)— we
analyzed the engagement achieved by the publications
that used video for narrative support (O.3). There is
little integration of this format on Instagram, despite
its rise among millennials (Hidalgo-Mari & Segarra-
Saavedra, 2017). Previous research has already revealed
the lack of interest of the franchise company for this
format (Monserrat-Gauchi & Martinez-Sala, 2017).
One of its drawbacks, and probably one of the reasons
for its limited use, is its cost (Mariani et al., 2016;
Rabassa, Mariné-Roig, & Huertas, 2016). However, this
limitation can and must be overcomed by retrieving the
videos created and disseminated by users. Monitoring
the users’ audiovisual production for its diffusion
contributes to the creation of a community around the
brand (Campillo Alhama et al., 2014) and to the users’
loyalty (Marauri Castillo et al., 2010; Rodriguez et al.,
2010), given the UGC’s value and credibility (Alonso
Gonzalez, 2015; Rodriguez et al., 2010; The Cocktail
Analysis, 2013).

The results show a greater interaction with this
type of content on Instagram, confirming that it does
indeed provide a motivation for its majority users,
millennials. The observed trend is constant in all the
analyzed brands and the fashion brands, as well as
Telepizza (catering), lead the ranking once again. If we
compare the results achieved by this format in the two
social networks, we observe that there isno brand that
obtains better results on Facebook than on Instagram.
Considering the millennials’ main motivations for the
use of social networks, as well as the rewards they
receive, isa determining factor in generating interaction
and, consequently, in their participation as prosumers
and adprosumers of the brand. Similarly, we should
note the differences in results between the two social
networks, with the exception of a single brand (Halcon
Viajes), confirming that users’ expectations regarding
the uses and rewards of social networks are not the
same for each one of them.

Finally, we analyzed the interaction of publications
with entertainment content (O.4). These, asin the case
of those that use audiovisual formats, have a greater
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presence on Facebook than on Instagram, but they are
present in fewer profiles. Despite its dynamizing effects
(Marauri et al., 2015; Monserrat-Gauchi & Martinez-
Sala, 2017; Monserrat-Gauchi et al., 2017), there are
numerous brands that do not use them in any of the
two social networks. B the Travel Brand is the one that
uses them the most; however, it is not the one with the
highest interaction rate, confirming that frequency is
nota determining factor of user participation (Segarra-
Saavedra & Hidalgo-Mari, 2018). Millennials respond
actively to this type of publication, as evidenced by the
comparative results between the two social networks
and the higher level of engagement on Instagram. Once
more, it is in the fashion sector that users assume the
roles of prosumer and adprosumer to a greater extent.
In thisregard, and based on the results obtained in the
three areas of analysis, we can confirm the conclusions
of Alonso Gonzalez (2015): that the social networks
of Spanish fashion companies are a communicative
channel that favors relationships with their public
using a multidirectional communication approach.

The rest of the sectors obtain similar indexes between
both social networks, so it is possible to assume that
this type of content is gratifying for both Facebook
and Instagram users (Akkucuk & Turan, 2016; Iguarta
and Rodriguez-De-Dios, 2016; Simonato & Ariel Mori,
2015).

DISCUSSION

In the corporate profiles analyzed, the roles of users
(real and potential consumers) of social networks
as prosumers and adprosumers are confirmed in
the millennial generation, verifying our research
hypothesis. In the context of this research, it can be
stated that millennials use this type of channel to
establish user-brand and user-user relationships and,
consequently, they must be considered as the axis of
the organizations’ communication strategies.

The results confirm that millennials share, cooperate,
communicate and talk in the Instagram profiles of
the brands analyzed. We also observe, in general
terms, greater interaction in the fashion sector. The
widespread belief of their rejection of commercial
communication that has led brands to neglect these
channels, favoring influencers, should be abandoned in
favor of a comprehensive approach to communication
that combines both, as well as other offline and online
channels. The challenge in the field of social networks
lies in the development of personalized strategies that

Millenials as prosumers...

consider the main motivations and characteristics of
their different types of users, who, despite having many
common denominators, must be segmented according
to different social networks. This requires a tailored
management of communication, not only regarding the
characteristics and possibilities of each social network
but, fundamentally, with respect to the uses that their
audiences make of them and the types of gratification
that they expect to receive from those uses.
Undoubtedly, brands have integrated social networks
into their communication strategies, but, in general,
their innovative nature and consequent constant
change generates a lack of knowledge that leads to an
underutilization of their possibilities, as evidenced by
the results of this investigation. Therefore, the firms’
integration of specialized professional profiles such
as social media strategist, content manager, content
curator, record manager, and community manager,
are vital to implementing a relational management
approach for brands. In this way, the role of consumers
as prosumers and adprosumers will be strengthened
through the establishment of emotional links between
the brands and all of their audiences, especially
millennials, a generation for whom the emotional
predominates over the rational, which is a key
consideration for the future of brands. In this regard,
itis crucial to pay special attention to the paradigm of
experiential marketing that supports the establishment
of relationships between consumers and brands in the
experiences directly lived with them or through other
individuals, whether they are consumers or not.
Organizations face an over-informed society, avid
of experiences. The management of social networks
requires, therefore, the generation and offering of user
experiences that encourage relationships as a result
of the need to share them, particularly in the case of
millennials who, asalready explained, are characterized
by a less reflective and rational behavior.
Thisinvestigation presents some limitations derived
from the scope and period of the analysis. These, along
with the results obtained, entail new objectives to be
addressed in subsequent studies, which we propose
as the next phases of this research. First, it will be
necessary to expand the number of brands, the period
of analysis, and the number of social networks of the
sample. Among the latter, we must also contemplate not
only the corporate profiles, but also those of a personal
nature, mainly of the most popular influencers. Their
analysis will allow us to classify the different types of
publications based on the interaction they generate.
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This will be key in conducting a predictive research networks, considering millennials’ main motivations
that allows us to establish a set of guidelines that and, therefore, enhancing the benefits of having them
serve brands when managing their profiles on social ~  acting as prosumers and adprosumers.

NOTAS

1. As explained by Mariani, Di Felice and Mura (2016), including in the denominator of the engagement formula the
number of followers determines a lower engagement as the number of followers increases.
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