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Relevance of the study: Based on data collection and analysis, present research made it possible to identify how the activities devised by a
group-buying website on Facebook may exert influence on the KPIs for success.

Purpose: The main task of present research is to answer the following question: can a digital social network be considered an effective tool for
the improvement of key performance indicators (KPI) of a group-buying website?

Findings: The research was conducted by considering data collected via mechanical observation using the computational tools Facebook
Dashboard and Google Analytics. Data were analyzed using the means of comparison and a Pearson correlation coefficient, which
demonstrated positive results of the campaign. When compared, the key performance indicators of the web site relating to Facebook
displayed a larger dynamics than the general performance indicators of this web site. By the correlation coefficient, it was found that a higher
power range of the Facebook Enterprise’s fan page could result in the increased traffic page hits of the examined web site, and an increase,
mainly, in the number of new visitors.

Originality / value: This paper analyzes some key performance

indicators of a promotional campaign on Facebook for an online
group-buying website in the city of Ribeirdo Preto, Sdo Paulo State,
Brazil.

Practical implications: Based on the collected data and performed
analysis, it was found that the promotional activities on Facebook can
increase the flow of new visitors and attract potential buyers to a
group-buying website.

Future research: It is recommended to perform further research for
other social networks and in other countries.
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OujiHKa BN/MBY peK/1amMHOT KamnaHii
Yyepes colia/ZibHi Mepexi Ha K/AIo4YOoBi
NOKa3HUKU epeKTUBHOCTI Beb-caiTa
ANA OH-/1aMH rpynoBuX NOKYNOK y bpasuaii

I. A. Podenno, B. laHoos0, M. M. F'paHOe
YHisepcumem Can-layny, Can-llayay, bpasunia

AKTYya/IbHICTb AOCAIAKEHHA: 32 40NOMOrot0 36MpaHHA KiZIbKICHUX
AaHUX | X aHani3y NOTOYHE AOCAIAMEHHA [03BO/IMNIO BU3HAUUTH,
HaCKi/IbKM NOBegiHKa, iHiljilloBaHa Be6-CTOPIHKO rpynoBoi OH/1aiH
TopriB/i Ha ®elicOyK, MOXe BM/IMBATM HA K/OYOBI MOKA3HUKM
ycnixy.

MeTa goc/igKeHHA: BiAMOBICTM HA MUTAHHA, UM MOXHA LUPPOBI
coujaznbHi  Mepexi BBaxaTh ePEeKTUBHUM iHCTPYMEHTOM aAd
MO/IMIWEHHsT OCHOBHWMX TMOKa3HuKkiB edekTmHocTi (KPI) Beb
CTOPIHOK rpynoBoi OH-/1aliH TOpriBAi.

Pesy/ibTaTu: A0CKigXKEHHA [PYHTYETbCA Ha AaHuX, 3ibpaHmx
LWAAXOM  MEXaHi4HOro  CroCTEpe)KeHHA i3 3aCTOCyBaHHAM
aHaniTMYHUX  iHCcTpymeHTiB  Peicbyk  Aawbops  (Facebook
Dashboard) i Tyrn Ananitukc (Google Analytics). Bonu 6Gyam
NpoaHani3oBaHi  MeTOAOM  TMOPIBHAHHA  CcepeaHix uucen i
KoediuieHTy kopensuii MipcoHa (Pearson correlation coefficient).
AHanis 3acBig4MB MO3UTMBHMUIA BIM/IMB KaMMaHii: MOPIBHAHO i3
3ara/IbHUMM MOKa3HUKaMK1 epeKTUBHOCTI BeB-CTOPIHKM MOKA3HMKY,
nos’AsaHi i3 Peicbyk, BUABWAM  LIBMALIMIA  PO3BUTOK.
KopenAauiiiHuii aHani3 nigTBepAMB, WO CTOPIHKA MPUXU/IbHUKIB
nignpuemcTea Ha Peicbyk MO3UTMBHO BM/MBasna Ha Tpadik i
MOKAa3HWK BiABiAYBaHHA CaiiTa, WO CPUA/O 36i/IbLUEHHIO Ki/IbKOCTI
HOBMX BigBigyBad4iB.

HaykoBa HOBM3Ha AOCAIANKEHHA: Y CTaTTi NMpoaHasi3oBaHO AeAki
MOKa3HUKM e(PeKTUBHOCTI peKnamHOoi KammaHii B couia/ibHiii
mepexi PeicOyK anAa CTOPIHKM rpyrnoBOi OH-A1alH TOpriB/i micTa
PibenpaH-lperty, wrat Cax-lMayay, bpasuiia.

MpaKTHyHe 3aCTOCYBaHHA: AaHi Ta iX aHa/i3 gonomoran A0BecTy,
WO pek/samMHi KamnaHii Ha PelcbyK nigBULLYIOTb KilbKiCTb HOBMX
KOPWCTYBaYiB i MpuBab/IOOTL MOTEHLiMHUX TMOKYMUiB 40 Beb-
CTOPIHKM rPYNOBOI OH-/1alH TOPriBAi.

HanpAamKy maitbyTHIX goC/igKeHb: PeKOMEeH40BaHO MPOBOAUTH
noganblli AOC/AIANEHHA 3 (HWMMM COuia/ZbHUMU Mepexamu, a
TaKOMX B iHLLKX KpaiHax.

Karovoei cnoea: rpynoBa MOKynKa Ha CaiTi; coliaZbHa Mepea;
Be6-aHa/TUKa; KAOYOBI MOKA3HUKM €PEeKTUBHOCTI.

OH®

OueHKa B/IMAHUA peK/1aMHOM KamnaHum
Yyepes colua/ibHble CeTU Ha K/to4YeBble
nokasatenun s¢ppekTMBHOCTU Beb-caitTa

ANA OH-/1aliH FPYNMOBbLIX MOKYMNOK B bpasuanu

W. A. Poosnno, B. flaHdono, M. M. FpaHO3
YHusepcumem Can-llayny, Can-layny, bpasuaus

AKTYa/IbHOCTb UCC/IeA0BAHUA: Barogapa cbopy KO/MYeCTBEHHbIX
A@HHBIX WM WX aHa/M3y TeKyllee ucc/eq0BaHKe MO3BO/U/IO
onpese/nTb, HaCKO/IbKO MOBejeHWe, WHULMMPOBaHHOe Beb
CTpaHuLel rpynoBoi OH-1alH ToproBau Ha ®Pelicbyk, MoxeT
B/IMATb Ha K/IO4EBbIE MOKa3aTe/n ycrnexa.

Llenb: OTBETUTbL Ha BOMPOC MOTYT /1 LM(POBbIE COLMa/IbHble CeTH
cunTaThcA  IPPEKTUBHBIM ~ MHCTPYMEHTOM  A/1A  Y/ydLIeHWA
OCHOBHbIX roKa3sateneit sbdektusHocTn (KPI) Be6 cTpaHmyy
rpyrnoBoOt OH-/1alH TOProB/W.

Pe3y/bTaThl MUCC/IEAOBAHUA: WCC/EA0BaHME OCHOBBIBAETCA Ha
A@HHbIX, COOPaHHbIX TMyTeM MexaHu4yeckoro Hab/ogeHns ¢
NPUMEHEHNEM aHa/IMTUHECKMX MHCTPYMeHTOB Peiicbyk [lawbops,
(Facebook Dashboard) u Fyrn AHanutukce (Google Analytics). Oxum
6bl/1M MPOAHa/IM3MPOBAHbI METOAOM CPaBHEHUA CPeAHUX YnCen u
koadpoduumeHTa Koppenaumn MupcoHa (Pearson correlation
coefficient). AHa/ M3 NOKa3as NONOKUTE/ILHOE BAWAHME KammnaHWu:
No CpaBHEHUIO C OOLWMMM MOKasaTenAMU 3PPEKTUBHOCTU Beb-
CTpaHuLbl, MOKasaTe/n, cBA3aHHble ¢ Pelicbyk, npoasuan Hosee
6bicTpoe pasBuTHe. KOppenALMOHHbIM aHa/u3 MogTBepAnI, YTo
CTpaHULIa CTOPOHHUKOB MpeAnpuATHA Ha PeiicOyK No0KUTE/IbHO
B/IMA/1A Ha Tpa¢vu< M NMOKa3aTe/1b 3aX040B Ha ca17rr, YTO NpMBE/O K
YBE/IMYEHUIO KO/IM4EeCTBa HOBbIX MOCeTUTE/IEN.

Hay4yHas HOBM3Ha MCC/Ae40BaHUA: B CTaTbe MPOAHa/IM3UMPOBAHbI
HeKoTopble rMokasate/M 3GpPEKTUBHOCTU peK/laMHON KamnaHuM B
coumanbHoi cetn Pelicbyk AaAa CTpaHULbl FPYNMnoBON OHAAMH
TOpros/av ropoga Pubeiipan-Tperty, wrat Can-lMayay, bpasuaua.
MpaKkTUyeckoe npUMeHeHUe: [aHHble W UX aHaiu3 MoMOor/n
rnokasaTb, 4YTO pek/1amMHble KamnaHun B PelicOyk nosbilaoT
MPUTOK HOBbLIX MO/Ib30BaTE/IEN W TPUB/EKAIOT MOTEHLMA/IbHbBIX
roKynaTe/iei K Beb-cTpaHuLe rpynnoBoit  OH-/1aliH TOProB/n.
Hanpaenenua pgaa 6yaymimx uc/aiegoBaHuii: peKOMeHAyeTca
NPOBOAWTL Aa/bHENILNE UCCAeA0BaHUA C APYTMMU COLMA/bHBIMU
CeTAMM, a TaKXKe B APYrux CTPaHax.

Knrouesble cs108a: rpynnoBas MoKyrka Ha caiiTe; columa/ibHasA CeTb;
Be6-aHa/IMTUKK; K/to4eBble NoKasaTem 3G GeKTUBHOCTU.
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Introduction

nline group-buying has become a widespread shopping
method in recent years. It is a kind of social transaction

model that allows a group of buyers to share needs to
combine all their orders; by using group-buying, online consumers
can save money on shipping fees in addition to the products
themselves (Lin, & Wu, 2015) [1].

The online group-buying business model is based on the paradigm
of change by the Internet. For Wigand, Benjamin, & Birkland
(2008) [2], this paradigm allows any individual to explore,
participate, create, or move from online communities, as well as
publish contents with no need for wide technical knowledge.
Musser, & O'Reilly (2006) [3] define this paradigm as Web 2.0.

Web 2.0 provides new opportunities of interaction and content
production, the factors on which group-buying websites are
actually based. These organizations are an e-commerce branch
called social shopping, by combining online social networking
with shopping. A distinctive feature of social commerce is its
focus on supporting the social aspect of online shopping
experience (Shen, 2012) [4]. It can be defined as a safe
environment where a group is actively influential on the decision
to purchase goods and services through positive and negative
feedbacks, reviews, evaluations, and statements about past and
present activities (Camargo, 2011) [5].

According to Palmer (2008) [6], the traffic on social shopping
websites has increased by more than 500 % from mid-2007 to mid-
2008, and several companies have attracted substantial financing
for this online retail sector. In addition, collectively, the top 8
social networks drove 31.24 % of the overall traffic to sites in
December 2014, up from 22.71 % over the same time in 2015
(DeMers, 2015) [7]. Based on the growing potential of value
generation under this new business model, it is necessary to
conduct a more comprehensive analysis of the results generated
by these organizations in different markets.

Statement of the problem

he issue involving online group-buying and social media is
<T>justified by the massive presence of these websites in digital

social media due to the promotions, which are mainly
promoted by the visitors themselves, making these websites an
important tool to sales promotion and organizational
communication. In addition, the evaluation of feedback on
marketing campaigns has long been a challenge for managers.
Considering online campaigns, managers are able to obtain results
through such computational tools as Facebook Dashboard and
Google Analytics, which were extremely important in the analysis
performed when preparing the present work.

Objective

quastion: can a digital social network be considered an

effective tool for the improvement of key performance
indicators (KPI) of a group-buying website? In order to obtain
possible answers, a general purpose of this research was to
outline the impact of promotional campaign by a digital social
network (Facebook) on KPI of a group-buying website in the city
of Ribeirdo Preto, Sdo Paulo, Brazil.

:: he core issue of this research is to answer the following

Methodology

dynamics of KPIs inherent to Facebook’s fan page and
Google Analytics of a group-buying website. Data from both
Facebook and Google Analytics were collected over the period
from July 25, 2011 to October 22, 2011, and is divided into three
periods for comparison: 30 days before, 30 days during, and 30
days after the campaign on Facebook. This promotional campaign

:: s mentioned above, the study intends to quantify the

OH®

consisted of the draw in which any individual that have a
Facebook profile was able to participate and win a videogame
device by clicking «like» on the group-buying fan page on
Facebook. The campaign was effective from August 8 to
September 22, 2011, and was open for public participation. The
draw result was received on September 23, 2011, and the result
was announced the same day.

The metrics regarding the level of compromise of visitors who
interact with the group-buying fan page was obtained through
Facebook Dashboard. We considered the following variables,
transformed into KPI:

— «Like»: total number of new visitors who «liked» the page every day;

- «Talking about»: number of visitors who created a history about
the fan page. Each value represents the total
accumulated over previous seven days;

- «Total Reach»: numbers of visitors (who «like» the fan page or
not) who have viewed any content (like, post, comments
and shares) related to the fan page whether created by
friends or the fan page itself. Each value represents the
total accumulated over previous seven days;

- «Homepage View»: number of times per day the fan pages were
viewed.

We also collected data from Google Analytics which, according to
Peterson (2006) [8], can be converted into KPIs for the content
and marketing websites, according to two classifications that
comprise characteristics related to group-buying websites. The
KPIs collected through Google Analytics are:

Total number of daily visits;

Percentage of new visits;

Goal completions (number of times that the page to close the
deal was reached, that is, sales conversion rate).

Procedures for data analysis

y the registers made by Facebook Dashboard and Google
Analytics, the means and crossed tabulation of the collected
data were calculated. «Cross-tabulated data result in tables

which reflect the joint distribution of two or more variables with
limited number of categories or distinct values» (Malhotra et al.,

2005) [9, p- 329].

We calculated the average rate of every variable in the three
periods examined in order to confirm the existence of changes in
the KPIs that can be related to the campaign on Facebook. In
order to measure how Facebook KPIs are related to the dynamics
of the KPIs obtained through Google Analytics, daily data of each
variable from both Facebook and Google Analytics, referring to a
period of 90 calendar days, and then, the Pearson product
moment correlation coefficient was calculated. According to
Anderson, Sweeney and Williams (2005) [10, p. 109], «the
correlation coefficient is calculated by dividing the covariance of
the sample by the product of the standard deviation of x by the
standard deviation of y», according to the expression (eq. 1):

S

- Xy
"v7Sp. sp’
X y (eq.1)
Where: rxy — sample correlation coefficient; Sy, — sample covarianc;
SDx - standard deviation of x; SDy — standard deviation of y.

Anderson, Sweeney and Williams (2005) [10] also explain that the
value of the Pearson correlation coefficient varies in an interval
from -1 to +1: the closer to +1, there is more positive relation
between the two variables, that is, the higher x, the higher y.
However, the closer to -1, more negative is the relation between
the two variables, so the higher x, the lower y. For Anderson,
Sweeney and Williams (2005) [10], the closer the coefficient to o,
the lower is the relation between the variables, that is, x and y are
not linearly related. For this calculation, the research applied the
Excel package from Microsoft Office® software.
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Results

KPI Evolution

n order to find some variation in the behavior of the defined
@indicators and to identify any possible impact on the

campaign, the mean value of each indicator was calculated
referring to 30 calendar days before, 30 days during, and 30 days
after the campaign, according to Tables 1, 2, 3.

Table 1 shows an increase in all KPIs from Facebook related to the
engagement of visitors, especially during the transition of the pre-

campaign to the execution period (campaign). The incentive of
the campaign to increase the numbers of followers of the
group-buying fan page increased the daily average of new «Likes»
by 18 %.

Due to the power of connection among the internet users, the
reach of the fan page had a larger proportion.

It is possible to observe this variation in a larger proportion,
especially by the «Total Reach» and «Talking About» KPIs, which
show the number of views and interactions, respectively, with any
content of the fan page over a period of every seven days.

Table 1
Evolution of Facebook KPI
Periods 25.07.2011t0 | 24.08.2011to0 | 23.09.2011t0 Range: Range, Range: Range, Range: Range,
23.08.2011 22.09.2011 22.10.2011 Pre % Campaing % Pre %
Pre Campaign Post to to Post to Post
Campaign Campaign Campaign
Likes 154 182 55 2 18% N -70% N -64%
Total reach 8217 34037 32949 2 314% b -3% 7 301%
Page views 395 1274 876 2 223% N -31% 2 122%
Unique 144 396 653 2 175% A 1% ? 145%
visitors
Talking about 376 1526 2947 7 306% ? 93% 7 684%
Source: compiled by authors.
Table 2
KPI of Facebook collected from Google Analytics
Periods 25.07.2011t0 | 24.08.2011t0 | 23.09.2011to | Range: Pre | Range, Range: Range, | Range: | Range, %
23.08.2011 22.09.20M 22.10.2011 | to Campaign % Campaing % Pre to
Pre Campaign Post to Post Post
Campaign Campaign
Total number of daily 466 677 462 7 45% 3 -32% A} -1%
visitors
% of new visits 12.96% 27.81% 17.18% 2 115% N -38% 2 33%
Goal completion 18 13 8 N -28% 3 -38% 3 -56%
Source: compiled by authors.
Table 3
Google Analytics KPI: general data of access sources
Periods 25.07.2011t0 24.08.2011to0  23.09.2011to  Range:Pre Range, % Range: Range,% Range: Range,%
23.08.2011 22.09.201 22.10.20M to Campaign Campaing to Pre to
Pre Campaign  Post Campaign Post Post
Campaign
Total number of daily 13682 12796 9944 N -6% N -22% N -27%
visitors
% of new visits 26.66% 30.85% 25.58% rd 16% N -17% 3 -4%
Goal completion 625 291 168 3 -53% A -42% 3 -73%

Source: compiled by authors.

The decrease of KPIs in the post campaign period is considerable
when compared to the whole period. It can be justified by the lack
of a driver to motivate interactions such as the draw for some
product. Furthermore, when observing the direct comparison
from «before» to «after» the campaign, it is possible to consider
that group-buying site reached positive results, since it increased
every compromise KPI, especially «Total Reach» and «Talking
About». Although the mean value of new «Likes» per day
decreased, the group-buying site still increased the quantity of
followers even though by a slower pattern.

Table 2 shows that the campaign had direct and positive impact
on the two KPIs indicated by Peterson (2006) [8]: the «Total
Number of Daily Visits» and the «Percentage of New Visits». From
the pre-campaign to its execution, there was a considerable
growth of these indicators (by 45 % and 115 %, respectively), which
was not repeated in the subsequent period. However, when
analyzing a comparison between «before» and «after» the
campaign, it is possible to notice a slight decrease in the «Total

OO

Number of Visits», and the growth in «Percentage of New Visits».
Possibly, new customers are being attracted to the website.

Regarding the KPI «Goal Completion», related to the numbers of
visiting the page of purchase ending, it is noticed there is no
growing line depending on the dynamics of the compromise KPIs
from Facebook.

This scenario suggests that the power of conversion of sales visits
is not exclusively related to the source of access or to the level of
interaction with visitors. There are other factors to determine the
capacity of conversion in sales, such as offers (since group-buying
sites do not have a pre-defined portfolio of products, services or
suppliers), market variation (retraction or expansion), seasonality,
and demand flexibility.

Table 3 shows that only «Percentage of New Visits» general KPI of
the group-buying site (resulting from the sum of all accesses
sources, including Facebook) indicated growth. This KPI also
presented the biggest growth in the analysis of accesses KPlIs
originated exclusively by Facebook (Table 2).
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It indicates that new Facebook visitors boosted the growth of
new visits to the group-buying site. Concerning data from Tables 2
and 3, it is possible to observe that, in the comparison between
the periods «before» and «after» the campaign (results
accumulated in 9o days), the KPIs originated exclusively by the
Facebook displayed better results than the KPIs originated by the
sum of all sources of access to group-buying website. In a
supposed context contrary to the growing, the campaign on
Facebook made its access KPIs stand out over the general ones.

Correlation Facebook versus Google Analytics KPIs

coefficient, which, according to Malhotra (2005) [9, p. 365],

«is an index used to determine whether there is a linear
relation or non-linear relation between X and Y». Table 4 depicts a
correlation between Facebook and Google Analytics KPI. The
«Likes» index in the 9o-day period, a positive relation was found
concerning the dynamics of the three KPIs defined in the same
period.

C s previously mentioned, we adopted the Pearson correlation

Table 4
Facebook versus Google Analytics KPI
Likes Total Reach Fan Page Views Unique Visitors Talking About
Total Number of Visits 0,153510058 0,269292743 0,142965997 0,178136765 -0,008813276
% of new Visits 0,035366025 0,411102427 0,028241483 0,088392056 0,176952731
Goal Completions 0,228215786 -0,361140517 -0,131782921 -0,155684803 -0,306260567

Source: compiled by authors.

A major relation observed was between «Total Number of Visits»
and «Goal Completion». Although the relation is not so strong or
close to +1, once it is positive, it is possible to suppose that the
more «Like» options the group-buying site has, the
better the results of the KPIs studied.

As for the negative relation to the «Goal Completion» KPlI, it is not
possible to guarantee that such indexes have opposite numbers,
because conversions of purchases depend on many other factors
inherent to the market such as price, quality of sponsorship,
seasonality, website effectiveness, etc.) (McDowell, Wilson, & Kile,
2016; Wang, Wang, & Liu, 2016) [11; 12].

Although weak, the «Fan Page Views» KPl is positively related to the
«Total Number of Views» of the group-buying site and to its
«Percentage of New Visits», which is almost irrelevant (+0.02), i.e.,
there is no linear relation. As for the «Total Number of Visits to the
group-buying site homepage, it is supposed that they increase with
the growth of times the fan page on Facebook is visited,
accordingly.

The index «Unique Visitors» to the fan page of the group-buying site
on Facebook, even with a low intensity, is positively related to the
«Total Number of Visits» and to the «Percentage of new Visits».
Thereby, this suggest that the more visits to the fan page on
Facebook will possibly increase the «Total of Visits» and the
«Percentage of New Visits», the latter with a low intensity index, in a
tendency to a non-linear relation (+0.08).

Finally, the «Talking About» KPI positively relates only to the
«Percentage of New Visits». In this way, the higher the number of
people making comments, liking or sharing contents, the higher the
number of new visits. As for relation of the index «Talking About»
with the «Total Number of Visits» it can be considered zero, due to
its very low intensity (-0,008), resulting in a virtually non-linear
relation.

Conclusions

hrough data gathering and analysis, the present research
allowed us to identify how the activities developed by a group-

buying website on Facebook may have an impact on the KPIs
for success.

Based on the idea that companies of any segment at present have
to be cautious about their reputation on the web and also promote
themselves by using the web, this paper assumes that an online
company, actively acting on social networks, may reach positive
results as long as they are aligned with actions. In order to reach
specific objectives and based on a theoretical referential, this work
was an attempt to make a quantitative register on how Facebook
relates to some of the more important indicators of a group-buying
website.

We analyzed results from periods before, during and after campaign
aimed at increasing the number of followers of the company’s fan
page on Facebook. Concerning the KPIs, it was observed that the

campaign achieved positive results, especially during the period it
was activated, because customers were apparently more interested
in interacting with the fan page and participating in the draw. In
general, analysis over 9o days verified effective and positive impact
of the activity, that is, web users were still loyal to the company
even after the draw result was announced.

As for the KPIs of the group-buying website defined for this work,
those not originated directly and exclusively by Facebook, were
positively affected by the activity, given the growth by 45 % of the
total number of visits and by 115 % of new visits to the group-buying
site in the transition period from the pre-campaign to its execution
(Table 2). For awebsite, which intends to improve its power of
range, to increase the number of registers and to attract more
prospective consumers, this type of activity is very efficient. A
period after the campaign demonstrates the reduction of all
indicators when compared to the period the campaign was
activated, which can be justified by the lack of a driver to motivate
visitors. However, between «before» and «after», we registered
agrowth by 33 % in new visits to the group-buying site and a
decrease by only 1% in the total visits (Table 2), thus confirming the
efficiency of such type of activity for the consequent and possible
new registrations and consumers.

At the same time, the research registered that KPlIs originated from
every access source of the group-buying site, that is, the general
data of the website compared to those originated by Facebook
itself. Then, a retraction bias of the three KPIs in general was
identified, with a decrease by 27 % in the total number of visits, 4 %
for new visits and 73 % for goal conclusions in the comparison
between before and after the campaign (Table 3). As for the
relation to the KPIs originated by the Facebook, we noticed less
sharp drops, at -1% for the total number of visits and at -56 % for goal
conclusions, and also a growth by 33 % in new visits (Table 2). This
scenario reveals that, in the context of retraction bias demonstrated
over the examined period, the activity on Facebook contributed for
its indicators to have results above the general indicators of the
group-buying site.

This work also intended to establish how Facebook indexes relate
to some of the main KPIs through an analysis of correlation
coefficients. It was verified that the «Like» index is positively
related, which may indicate that the more followers of the fan page,
the bigger the number of people to achieve the purchase
conclusion page of the group-buying site, and the contrary can be
stated, also.

Another highlight was the positive relation of +0.41 between the
«Total Reach» and the «New Visits» KPIs, which suggests that the
more number of visitors attracted by the content of the fan page on
Facebook, the bigger is the percentage of new visits to the group-
buying site webpage.

We identified a difficulty in the analysis of the «Goal Completion»
KPI in what concerns its dynamics and the correlation to Facebook
indexes. The explanation is the fact that the intention to buy cannot
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be directly related to the source of the access to the group-buying
site. It indicates that purchases are influenced by other factors
related to the market and specifications of each product or service
offered, especially in a group-buying website with no defined
portfolio, but a great variety of products/services with huge
sponsorship rotation, i.e., the offer depends on the supplier
negotiation. When considering data and the analysis, it is possible to
conclude that, in addition to becoming efficient platforms for the
relations between consumers and users, social networks, e.g.
Facebook, can be used as a source of reaching potential consumers
for online shops, which can be improved when the compromise of
their visitors is overcome and when acted according to the pre-
defined goals.
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