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Table 1 Tllustration of different dimensions of service—sales ambidexterity
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Table 5 Employee community content and customer satisfaction
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Table 6 Descriptive analysis
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Sale By T —J] N B o SR 23 116. 58 20 170 070 18 765. 49
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BD By TAE—JH YRGS P 2 5 8 0 P9 4 1 22 R e X 7.66 0 256 23.48
CD BUTAE— AN IIRSS N 25 H 48 N 2 TR 0. 68 -0.17 50. 85 4.05
Msg_Cnt TR RR R B SR 187.09 1 4148 357.57
Exp BT AT () 116. 82 28 287 48.25
Lvl BT REK -, %46 0,1,2,3 4 2.35 0 4 1. 64
Sale_Cnt GT AT P s i A A 3.86 0 78 7.78
Service_Cnt 5L LERE IR S N A e 9.83 0 323 30. 43
Mem_Cnt T AETE A 7 23 B 211.35 47 498 126.5
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Table 7 Ambidextrous content and customer satisfaction

- TH Bl il A [ e R A A FGLS
1 2 3 4 5 6
BD 0.033*** 0. 017 *** 0. 005 0.031** 0. 063 ***
CD 0. 459 *** 0.418*** 0. 059 0.416*** -0. 737"
cD? -0.006*** | -0.006*** 0.312" -0. 005 *** 0.010***
Lol xBD -0.002 3,203 ***
Lol xCD 0.328** 1. 605 ***
Lol xCD? -0.093** -0.054"
Msg_Cnt 0 -0.001 -0.001 -0. 002 *** -0.001 *** -0. 002 ***
Exp 2.208**% | 2.285%** 2. 548 *** 1715 %+ 0. 603" 0.313
Mem_Cnt 0. 005" 0. 006 ** 0. 006 ** 0. 006" 0. 006 *** 0. 004 ***
Sale_Cnt 0. 488 ** 0. 379 *** 0. 344 *** 0. 293 *** 0.309" 0. 353 ***
Service_Cnt 0.298" 0. 428 *** 0. 127 0.335** 0. 057 0. 370 ***
N 1 636 1 636 1 636 1 430 1 636 1430
Chi* — — — — 484. 725 1 240. 703
R? 0.150 7 0. 166 1 0.163 8 0.283 9 — —

LT R BB R 1% ,5% ,10% .
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Table 8 Ambidextrous content and sales performance
e B3 T A I A g A R FGLS
SCHE
1 2 3 4 5 6
BD 0. 7107 2. 494 % 2.6717%* 1. 869 *** 9.018***
ch 0. 535** 0. 576 ** 0. 596 ** 0.716*** 0. 974 ***
CD? -0.004" -0.003" -0.003" -0. 006 ** -0.006"
Lol xBD -0.036" ~1.836
Lol xCD 3. 039 *** 2.253"
Ll xCD? —-1.767** -3. 628
Exp 275.382%** 250. 657 *** 255.261 *** 274. 6517 148. 052 *** 163. 597 ***
Mem_Cnt 47.241 % 42. 498 *** 43. 807 *** 61. 543 %% 55.725 %% 68. 550 ***
Msg_Cnt -5.902 -8.552** —8.584** -6.247 ~19.343%%% | 23,859 ***
Sale_Cnt 10. 904 7.329 8.016 8. 878 20. 156 *** 33.637
Service_Cnt 4.146 5.731" 13. 876 *** 11. 672" 15. 580 ** 33. 890 ***
Cust_Senti 9. 749 *** 10. 092 *** 10. 277 % 10. 312 141.860° 101. 4217
N 1622 1490 1490 1168 1 488 1182
Chi? — — — — 329.38 186. 987
R? 0. 098 0. 092 0. 097 0.111 — —
A B TSSO R E TG T RN BE KR 1% 5% ,10% .
F9 RIMTEG_TEHESRHRNEEST
Table 9 Endogeneity analysis between employee social media ambidexterity and sales performance
(b) (B) (b) -(B) sqri( diag( V_b - (V_B))
THAR OLS 3 OLS E(:N btz
BD 3.123 805 1.652 96 1. 470 845 2.317 584
ch -6.319 493 0. 654 395 8 -6.973 889 5.502 212
cp? 0. 052 069 7 -0. 005 968 6 0.058 038 4 0.029 364 5
Exp 137.623 2 145. 581 -7.957 852 55.189 71
Mem_Cni 48. 366 69 59. 652 59 -11.2859 40. 952 63
Msg_Cnu -5.919 122 -21.180 86 15.261 74 5.428 04
Sale_Cnt 1.714 786 23.184 37 -21. 469 59 14.150 48
Service_Cnt 28.916 34 14.111 75 14. 804 59 25.465 17
Cust_Senti 8. 506 549 7.817 12 0. 689 429 3 5.969 702
0, —48.683 53 -27.703 66 -20.979 87 24. 208 59
Qs 24.033 39 14. 666 41 9.366 977 24.562 6
Q4 1. 677 088 -47.319 79 48.996 87 37.421 94
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The study impact of content strategy of online community

HUANG Li-hua, HE Xiao, LU Xiang-hua
School of Management, Fudan University, Shanghai 200433, China

Abstract: More and more enterprises utilize the online communities to interact with consumers, with the pur—
pose of generating more sales aside from providing services to consumers. However, how to deliver marketing
and service content in online communities is a challenge. Based on the theory of marketing and service ambi-
dexterity, we propose the concept of balance dimension and combination dimension of content ambidexterity,
and explore how balance dimension and combination dimension affect sales performance and consumer satisfac—
tion. Based on natural language processing technology, we recognize the conversation and coded customer sat—
isfaction from the online community, and find that the balance dimension has a positive effect on consumer sat—
isfaction and sales performance. However, the combined dimension has an inverted U-shape effect on sales
performance and consumer satisfaction. In addition, the skill level of employees has a significant moderating
effect on the effect of content ambidexterity strategy. The findings may help enterprises understand the dual re—
lationship between marketing content and service content in online communities and guide them to optimize the
content delivery strategy.

Key words: online community; content ambidexterity; sales performance; customer satisfaction



