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Table 4. Cont.

ID Hypothesis Verdict

H3a The concrete factor images of the “artist” field brands have a significant
difference with the user emotional response. Supported

H3b The concrete factor images of the “artist” field brands have a significant
difference with the user behavioral response. Supported

H4 The concrete factor images of the “ordinary people” field brands have a
significant difference with the user behavioral and emotional response. Supported

H4c The concrete factor images of the “ordinary people” field brands have a
significant difference with the user emotional response. Supported

H4d The concrete factor images of the “ordinary people” field brands have a
significant difference with the user behavioral response. Supported

6. Discussion and Factors

6.1. Discussion of Results

The verification results are explained below (Figure 2). First, we discuss the results of testing
Hypothesis 1. The abstract factor images of the “artist” field brands have an impact on the people
behavioral and emotional response. For the people emotional response, the “artist” field brands
have values of β = −0.012, t = −0.822, and the people behavioral response has values of β = −0.078,
t = −5.003, and p < 0.001.

Figure 2. Model results.

Second, we discuss the results of testing Hypothesis 2. The abstract factor images of the “ordinary
people” field brands have a significant difference with the people behavioral and emotional response.
For the people emotional response, the “ordinary people” field brands have values of β = 0.057,
t = 4.292, and p < 0.001, and the people behavioral response has values of β = −0.079, t = −5.895, and
p < 0.001.
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Next, we discuss the results of testing Hypothesis 3. The concrete factor images of the “artist”
field brands have a significant difference with the people behavioral and emotional response. For the
people emotional response, the “artist” field brands have values of β = −0.018, t = −1.164, and the
people behavioral response has values of β = −0.020, t = −1.321.

Finally, we discuss the results of testing Hypothesis 4. The concrete factor images of the “ordinary
people” field brands have a significant difference with the people behavioral and emotional response.
In terms of the people emotional response, the concrete factor images of the “ordinary people” field
brands have values of β = 0.068, t = 5.057, and p < 0.001, and the people behavioral response has values
of β = −0.080, t = −5.942, and p < 0.001.

6.2. Theoretical Factors and Limitations and Future Research

Currently, few studies have focused on nonprofit community brands, and even fewer have
examined the effectiveness of the content sustainable development launched by cultural institutions.
Therefore, this study specially focuses on the discussion of the value of social content sustainable
development for cultural and creative brands as well as the differences in the content and positioning
of cultural and creative brands. In addition, using social data, the execution methods of content
sustainable development to reach an agreement with people’s information perception are also discussed.
Moreover, it is important to understand how people participate in social media according to different
incentives and how they have different attitudes toward different target images; this is the main focus
of this study. The specific results are summarized below (Table A1, Table A2, Table A3).

First, when exploring how cultural and creative social media can expand the sustainability of its
content, we found that the content image does have sustainable use characteristics. In addition,
we verified that content image can successfully connect the perception of specific images and
abstract consciousness.

In terms of the abstract themes, such as arts or designs, with the assistance of pictures, people can
more easily feel the guidance of information and stimulation of positive emotions, which generate
more practical behavior of participation, including leaving messages and reposting. As for the
emotional responses, we found that pictures with smiles achieve significant results in guiding the
evocation of positive emotions, which can be effectively embodied by people’s behavior, such as
positive participation and feedback. The relevant literature on cognitive psychology has also suggested
that image-intensive types of information provide more complete information factors for people [73,74].
Therefore, when people read information, the repeated prompting of images is more likely to render the
information useful in the minds of people. This is because images are like long-term memories; after
the brain processes them, they can be successfully stored in the mind. Moreover, by using advertising
words or appropriate texts, they can be more effectively evoked in people’s minds. Images are the
key to the most common successes in the transfer of the culture-creativity image. Images not only
convey unique visual experience but also display the characteristics of the target, which are of great
importance and irreplaceable significance. In addition, since images have been widely proven to be
valuable in building the culture-creativity image [75], brands should be more proactive in using images
or films to enhance the culture-creativity image, which will guide people to produce better evaluations
or impressions [13]. It is important to use the specific value of images wisely [76] and be willing to use
images to attract potential people as well as to build the brand symbol or image, which can promote a
positive visual image [77].

Second, depending on the content or exhibition needs, for example, the different characteristics of
cultural and creative industries for artists and ordinary people, the use of imagery or sustainability
planning for specific topics can also increase the emotional and behavioral participation of community
users. This was also pointed out by Gartner: concrete and abstract images in content images affect
people’s perceptions, emotions, and intentions about brands. Cognition includes knowledge and
beliefs. Emotions are usually consistent with the definitions of feelings and attachments.

285



Sustainability 2019, 11, 4131

After examining the information factors of the images, we found that abstract thematic images, if
they are well connected with the brand image, despite being difficult to present, can show remarkable
results of message participation compared with pure symbolic images. Therefore, strengthening the
construction of themes in building brand image can effectively consolidate people’s trust and cognition
of the brand content. Hunter (2012), who intended to validate the cultural representations of Okinawa
and the Kinmen Islands, conducted a semiotic analysis of network images [78]. Syed-Ahmad et al.
(2013) also used images as an index to explain icons and symbols in semiotics and to verify how people
define specific culture-creativity images through images [79]. In addition, the discussion of emotional
factors indicated that the results of positive “Love” and “Haha” are significant, which demonstrated
that interesting content can effectively enhance the characteristics of symbols. Compared with the
thematic image, the concrete image can be processed differently in two ways, making its content easier
to achieve resonance with people. As mentioned in the literature, images are characterized by the use
of rich text to arouse attraction and pleasure in people [80]. People’s perception of the content can be
triggered not only by cognition and motivation [81] but also through indirect experience. Therefore, the
symbols or visual elements in an image can in fact help change people’s perception of the brand [82].

Finally, the results of the study clearly showed that the images of high frequency are mainly
consistent with the brand name (Huashan or Pier-2), art, design, and other images. This means that
whether it is an “ordinary people” positioning or an “artist” positioning, the contents that comply
with the corresponding image can easily attract the attention and recognition of people. As for the
ambiguous and unclear content, even with exquisite image designs, it is difficult to achieve interactive
feedback from most fans, which can also be used as an important reference for the operation of content
sustainable development. In general, the purpose of content sustainable development is to establish
brand identity and the loyalty of people, which has a positive impact on brand identity. Therefore,
according to the framework of social media research [33], this study verified image information in
the cultural and creative social platform and explained the interaction between social information
and people based on the effectiveness of people’s participation. Therefore, this study considered
that content sustainable development can be used as a medium to stimulate good communication
between people and the brand by displaying creations with either “artist” or “ordinary people”
positioning. The key role of the textual posts and the impact of the culture-creativity image should not
be underestimated [83,84], especially content participation and people’s preferences in relation to the
content, which have the most significant impact [85].

This study applied social media content discovery technology to the sustainable development of
cultural and creative image management and editing and produced the following recommendations.

First, the key positioning of the brand needs to be clarified; it cannot be ambiguous or uncertain [86].
The use of brand spirit or brand symbols as abstract presentation of thematic categories, supplemented
by symbolic brand symbols, can highlight the relevant product or activity characteristics and increase
the interest in and variety of the content.

Second, the collocation of pictures and text showed clear and significant results in this study. They
affect the positive emotions and behavioral feedback of people. Therefore, in terms of the content
sustainable development of brands, if the constant activation of people’s relationship or interaction
with the content is an aim, the presentation power of the combination of image and text should not be
neglected [87].

Third, in regards to concrete symbols in images, such as the smiles of faces, apart from evoking
positive emotions, concrete symbols also effectively elicit behavioral participation and encouragement;
this effect is more obvious when compared with the effect of objects or images without smiles. The
image dialogue for content sustainable development is also one of the special symbols that can be
utilized well.
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6.3. Academic and Practical Contributions

In terms of the academic contribution, first, this study is different from other types of brand
research in the literature, as this study focused only on non-profit cultural and creative brands, collecting
posted content, people’s behavior, and emotional data for analysis. By comparing social media content
from the perspective of the “artist” positioning with that from the “ordinary people” positioning,
the differences in image in publication are understood. In summary, images combined with text can
achieve the recognition and interaction in content sustainable development more successfully.

Second, this study explored the relationships among information, people’s emotions, and behaviors
within the framework of the simplest and most understandable behavioral model. Although existing
studies have enriched our imagination of people’s behavior [87,88], with regard to the constant changes
in social media, this study further conducted an interactive discussion of social information quality,
people’s emotion (Love, Haha, Wow, Sorry, Anger), and people’s behavior (Likes, Comments, Shares),
which explained the relationship of these three factors on fan pages.

Third, the information orientation of images has a direct impact on social content sustainable
development. This study discussed how to transform the content and enhance people’s awareness
and emotions as well as people’s participation to achieve a more effective social dialogue. This
study also considered that this framework will effectively examine people’s participation in the social
media of cultural and creative institutes and can serve as a practical reference for social content
sustainable development.

In terms of practical contributions, the findings are as follows: first, the format of most information
on fan pages is based on the emotional response of “Love” and “Haha”, which means that we can use
pure and positive emotions to construct the image context of cultural creations and enhance the positive
behavior response and brand identity among people. Therefore, to validate the cultural creations
discussed in this study, it is suggested to adopt positive emotions to avoid the blurred or ambiguous
information interpretation caused by sad or angry emotions. In addition, it is also suggested to use
emotional factors in content sustainable development wisely, which can introduce more positive
recognition and interaction for the cultural and creative brands.

Second, in addition to understanding the social interaction of cultural creations, the results
of this study specifically validated how to reduce information factor barriers and produce better
relations with people. People’s behavior interacts with the information presented on social media.
People perceiving that they are receiving information without obstacles means, that the information is
successfully achieving its informative or emotional goals, which will generate positive participation.
Planning the information based on how it is positioned for people is important, which can not
only avoid the provision of defective information but also reduce ineffective interaction or content
sustainable development.

Third, this study also proposed a conceptual framework to explain how public participation
differs in relation to different forms of information. Text and images have the same content orientation,
but images provide more informative and emotional incentives to guide people, thus implying that the
form of information is the key to how people receive information. Thus, cultural and creative institutes
should pay more attention to the graphic design of the content in social media.

Fourth, this study found that in terms of content sustainable development, the information on
cultural and creative social media affects people and produces positive content sustainable development.
Brand identity can stimulate people to share content proactively; the stronger the sense of identity or
pleasure one feels in relation to the brand, the easier the interaction will be. In addition to making good
use of their own popularity, brand pages should also manage the quality and quantity of the posts with
great care. They should carefully select the most appropriate forms of information according to the
content characteristics and strive for content professionalism and richness. In addition, they should
enable people to obtain useful and feasible information. It is also important to avoid excessive official
propaganda, which may create the dilemma of running social networking platforms without the ability
to communicate with people via the content. The model of this study provided more complete and
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helpful concepts regarding the culture-creativity image through a variety of factors. Through social
media content analysis, this study aims to reconsider the previously excluded factors and provide a
more complete reference for follow-up studies on the culture-creativity image.

6.4. Limitations of the Research and Suggestions

First, the concept of the culture-creativity image is quite complex [89,90]. We cannot simply define
it at the level of activity or content, because an incomprehensive definition can easily lead to a lack of
social, cultural, and historical thinking and judgment [91]. For example, at the current stage, most of
the surveys on the integrity of the culture-creativity image have been conducted from the perspective of
traditional tourism [92,93] or the overall performance of the culture-creativity image [40,94]. In recent
years, more research has focused on the content theory; thus, there are abundant achievements in text
exploration and the processing of social media content [95]. Based on our results, we can continue to
expand the different types of social content, attributes, and relationships and wisely include further
different contents in the analysis [96]. In the future, adding multiplex technology can also be considered
to enhance analysis. Although many users use the same information, post recommendations are made
using artificial intelligence technologies like neural networks. Even for the same post, different types
of users’ needs can still be met according to their post reading habits.

Second, cultural and creative industries have always been considered as the best means for
affirming social practice; they also produce the value and structure of the local culture through
the provision of content. Grzesiak (2018) asserted that cultural creation is constructed by people’s
participation, so it will accumulate over time. Therefore, to understand the culture-creativity image,
we have to shift from traditional methods to consider more holistic aspects for discussion [97].
Perhaps based on a more comprehensive approach and sociocultural factors, a conceptual framework
conforming to the culture-creativity image can be proposed [24,98]. In the future, we may start with
different types of cultural institutions with different brand positioning, such as including other types
of cultural or creative institutions for analysis. We may further compare the needs of local or global
people in relation to information perception, with the purpose of meeting the needs of people in more
countries with different cultural backgrounds and effectively enhancing the use value of social content
sustainable development.

Funding: This study was funded by the [Ministry of Science and Technology—Digital Humanities Program] grant
number (0610234).

Conflicts of Interest: The author declared no conflicts of interest.
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