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INTRODUCTION

Advertising is “the activity or profession of producing advertisements for commercial

products or services” (Oxford Language 2020). The patterns of where advertisements are

displayed have changed as society focuses more on social media. Advertisements used to be in

newspapers and telephone books predominantly; however, as society became more advanced

with technology, more advertisements are now featured on social media in the form of a social

media post on the company's account. Social media is catching on to this trend of businesses

moving towards social media to advertise their products, and it has led to the increase of

analytical tools to see how well advertisements are performing. Because of this, marketing

products through advertising posts on social media have created a new branch of marketing:

Social Media Marketing.

Social Media Marketing “refers to the use of social media and social networks to market

a company’s products and services”(Hayes, 2022). Effective social media marketing can increase

brand awareness, boost website traffic, provide faster and easier content distribution, and

accelerate interaction with the target audience, industry, marketplace, and competitor insights

(Send Pulse, 2019). One measurement of effective social media marketing is how much

engagement a post obtains. Engagement on social media is the measurement of how many

people are interacting (commenting, sharing, saving, mentioning, and liking) with social media

posts (Eckstein, 2021). In order to increase engagement, companies can share interesting content,

such as sharing eye-catching videos and photos.

However, how much can sharing photos and videos increase engagement if everyone on

social media is doing the same thing? Because of this, the rising interest in how to formulate
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captions of posts has been an increasing trend. Captions, a short description of a post, are another

way to increase engagement with social media users. However, since captions are unique posts to

post, it causes the question to arise what words should be in the captions in order to garner users'

attention. In this paper, the researcher examines the history behind advertising and marketing,

what social media is, and the increasing use of social media marketing in order to form the

question, “What relationship do words in the caption of Instagram posts that advertise products

have on the interest of a product’s web searches on Google over time?” With background

information, the researcher believes that if words in the caption appeal toward the product have a

discount (indicating a sale, something being free, or a certain percentage off of the price), the

advertisement post on Instagram will be associated with a spike in searches. Furthermore, the

researcher uses trend analysis to obtain data and content analysis in order to conclude

correlational data to this question.

LITERATURE REVIEW

History of advertising

In the pre-digital age, advertisers had limited sources to use in order to communicate with

their customers. Before the 1700s, advertisers relied on word of mouth in order to spread their

messages to consumers (Joshi, 2022). While this method did get the point across to the

consumers, it was not time-efficient. In 1704, the first advertisement in the United States was

posted in a newspaper, marking a new era of advertising (Hinchen, 2013). This era of advertising

included using prints and posting advertisements on posters, billboards, and newspapers in order

to promote a product indirectly to consumers (Joshi, 2022). With the introduction of radio



FREQUENCY OF WORDS IN ADVERTISEMENT POSTS ON INSTAGRAM Kiran 4

stations and televisions, this new type of advanced technology advertisements around the United

States caused advertisements to feel more personalized, sparking the Golden Age of Advertising,

where companies utilized this new technology in order to create advertisements to communicate

a brand's uniqueness while engaging their target audience (Joshi, 2022). Advertisements become

more advanced when society is introduced to the internet. With the power of the internet,

companies can now send spam messages to consumers and create banners to be posted on top of

websites, leading the World Wide Web to become a place where companies would advertise

products to consumers in their homes (Lemonlight, 2019). In addition, the introduction of the

internet allows advertisers to track responses in order to see how effective their advertisements

are, leading to marketing, the process of identifying customer needs and determining how best to

meet those needs (AMA, 2022), being able to be used efficiently due to the introduction of

online tools.

Introduction To New Marketing Techniques

In 1994, Yahoo became the first website to introduce the concept of pay-per-click

advertising (Tynan, 2018). Pay-per-click advertising is “ a model of internet marketing in which

advertisers pay a fee each time one of their ads is clicked” (Localiq, 2022). Essentially,

companies using this can see what components, such as keywords and captions of the posts, are

working efficiently by seeing how many people click on the ad. Now that companies are able to

use these tools for marketing their products, it leads companies to customize advertisements to

reach target consumers, leading to effective marketing. Not only this, but these tools such as

pay-per-clicks have evolved in a way that has led to more advantages for marketers to analyze
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how well their advertisements are doing on different platforms other than websites, leading to the

introduction of these types of marketing techniques on social media.

Social Media and its Interactions

From pop-up ads to pay-per-click models, each leap forward in marketing tools has

brought this field closer to absolute industry supremacy – social media content marketing

(Lemonlight, 2019). Social media is the “websites and applications that enable users to create

and share content or participate in social networking” (Oxford Languages, 2020). Through social

media, interactions between people in what they create, share, and exchange information has

gained popularity (Tufts, 2021). In 2005, only 5% of U.S adults used at least one social media

site, and in 2021, it increased to about 72% (Pew Research Center, 2021). Similarly, an increase

in the percentage of social media users can also be seen in the number of Facebook users. In

2008, Facebook covered 1.5% of the world population, and in 2018, Facebook covered 30%

(Ospina, 2019). This growth of social media users, caused by the human impulse to

communicate, which is fostered by technological advances (Maryville University, 2020), has

allowed social media to be used for various purposes other than sharing photos and virtual

communications. It causes larger entities such as politicians, environmentalists, and

entrepreneurs to join, causing social media to play an essential role in our society, impacting our

culture, economics, and the overall view of the world (Amedie, 2015). With the substantial

increase in social media users, it does not come as a surprise that many companies have started to

embrace social media as a way to gain potential buyers by advertising on different social media

platforms such as Facebook, Twitter, Instagram, Snapchat, Tiktok, etc (Appel et al., 2019).

Businesses not only use social media to communicate information, but they can also generate
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business value by building customer loyalty, raising customers' awareness of brand image,

predicting customers' preferences, facilitating information flow, creating customers' intimacy,

and raising revenue (He et al. 2013). And because of this, marketers are turning to social media

in order to advertise their products through social media posts; this is known as social media

marketing.

Social Media Marketing

Social media marketing provides a way to engage with existing customers and reach new

ones while promoting desired information (Hayes, 2021). In addition, social media can help

businesses connect with their customers, increase awareness about their brand, and boost their

leads and sales. Because of these benefits, 92% of businesses use social media in order to market

their products and services and brand discovery happens through social media 52% of the time

(Beveridge, 2022). Not only this but, among the ages 18-29, 49% of customers usually buy what

is advertised to them on social media (Beveridge, 2022), causing social media to be a beneficial

platform for advertisements to be posted on. There are two types of social media marketing. One

type involves a person with a significant following on social media promoting a business's

product, and in return, the business will pay the influencer back. The second type of social media

marketing that will be dealt with in this research will be advertisements posted on official brand

accounts that allow consumers to see what products the company offers.

Instagram

There are many types of social media apps out there; however, this research paper is

focused on the social media platform called Instagram. Instagram is a free photo and video



FREQUENCY OF WORDS IN ADVERTISEMENT POSTS ON INSTAGRAM Kiran 7

sharing app where people can upload photos or videos and share them with their followers or

with a select group of friends. Users can also view, comment, and like posts shared by their

friends on Instagram (Instagram Help Center, 2019). In June 2018, Instagram reached 1 billion

users; however, as of December 2021, Instagram reached a new milestone of 2 billion active

users worldwide (Statista Research Department, 2022). And because of this growth in users in

the app, it allows for businesses to have a considerable outreach all in one app, allowing for their

advertisements to reach many consumers simultaneously. With advertisements, marketers can

now reach a large group of their target audience as Instagram shows users advertisements that the

user would be interested in through the previous posts the users interact with. With the rise of

Instagram, there has also been a rise in the importance of Instagram captions.

Pictures posted on Instagram can only go so far in increasing engagements with users.

Because of this, it causes Instagram captions to become a rising trend in importance as Instagram

captions allow businesses to reach more people and engage with them (Idayi, 2022). In addition,

Instagram captions are also very influential because it allows businesses to expand their

influence and encourage greater engagement from Instagram users (Wai, 2020). The more a

company can engage with a consumer, the more likely the consumers are going to see them again

because of Instagram’s algorithm (Wai, 2020). Because of this, businesses need to make sure that

their Instagram captions are effective in creating engagement with the consumers so that

consumers will see their business again, in the hope that the consumer will buy from the business

in the future. Businesses can do this by analyzing what specific words in their captions are

working and engaging with their audience.

GAP IN LITERATURE
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With all these topics and definitions just explored, there are two things in which there is

no study done yet. First, it involves using Google Trends, an application created by Google in

order to provide data and graphs on the popularity of search terms used on Google. This

application will be used to see if there’s an increase in searches over time of the product

advertised on social media, and from here, this information will be able to help see what words

are most frequently used in the Instagram caption from advertisers. As this hasn’t been explored

yet, the research question becomes “What relationship do words in the caption of Instagram

posts that advertise products have on the interest of a product’s web searches on Google over

time?” The researcher believes that if words in the caption appeal toward the product have a

discount (indicating a sale, something being free, or a certain percentage off of the price), the

advertisement post on Instagram will be associated with a spike in searches on Google. The

researcher concluded this hypothesis from the central consensus that customers are more willing

to buy because they know they're not putting as much money on the line to get the same product

that initially had a higher price.

METHODOLOGY

Introduction

The researcher used trend analysis and content analysis to answer the question "What

relationship do words in a caption of an Instagram advertising post have on the spike of interest

in web searches?” Together, these methods allow finding a trend in the interest of a product on

Google over time and analyzing frequent words used in captions that are associated with spike a

product's searches.
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Research Method

The methods the researcher used was trend analysis and content analysis. Trend analysis

“summarizes patterns over time in the data to show the direction of change” (Chao et al., 2018).

In this study, the product advertised through an Instagram post is searched on an application

called Google trends to see the direction of change in searches before and after the Instagram

post. The direction of change the researcher is examining is a large upward and downward

movement that happens in a short period of time: this is also known as a spike in data. Content

analysis “is a research tool used to determine the presence of certain words, themes, or concepts

within some given qualitative data”(Content Analysis Method and Examples | Columbia Public

Health, 2012). In the context of this study, the researcher used the method twice in order to

analyze data. First, it was used to find what brands on Instagram to use in the research and

secondly used to see what words are mentioned the most in advertisement posts. Trend analysis

was one of the methods the researcher chose to fill the current gap in the literature and visibly

see whether or not there was a spike in the line graph on the day the advertisement was posted on

Instagram. Content analysis was chosen to take verbal, qualitative data and transform it into

quantitative data as a form of analyzing the data obtained through trend analysis. As the data the

researcher will conclude through these two methods will be correlational, it will help find

relationships between disparate events and patterns that reveal a common thread between the two

factors.

Research Design
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The research design used in this research paper is correlational. Correlation research

design “ investigates relationships between variables without the researcher controlling or

manipulating any of them” (Bhandari, 2021). Since there are numerous uncontrollable variables,

such as what time the advertisement post was posted and how much money was paid to boost a

specific advertisement, isolating one variable while conducting the research was not able to be

done in the given time frame. Because of this, this the correlational research design is the most

appropriate to conduct data for the research paper as the researcher does not need to control the

variables too much; instead, the researcher can make conclusions based on the relationship

between the two variables. In the context of this study, the two variables are the words in a

caption of an advertisement post on Instagram and the spike or no spike in searches of the

product advertised in the post.

Participants and Setting

The participants in this study are verified brand accounts on Instagram that are posting

advertisements about their products. Verified brand accounts were used because these brand

accounts are the authentic presence of the brand it represents (Verified Badges | Instagram Help

Center, 2019), allowing the researcher to get accurate information about the brand instead of

unreliable information from unverified accounts. As well, the researcher used verified brand

accounts that were also considered to have a good presence on Instagram. Because of this, it

leads for a researcher to have a good participants group as these verified brand accounts have at

least some experience with using social media marketing since they are considered to have a

good presence on Instagram. All information dealing with advertisements posted about a

business's product was made from the business's official account. As this information is posted
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publicly on social media, the violation of private information was not present. This research was

conducted online, and there was no particular setting required for the research's success.

Instruments

Throughout gathering information, collecting data, and analyzing the data, a laptop was

used to keep all information organized online. The researcher also used Google Trends to see if

there was a spike in searches of the products the day the advertisement was posted on Instagram.

Google Trends is an application created by Google in order to provide data and graphs on the

popularity of search terms used on Google (Google Trends, 2022). Using this application allows

seeing how frequently the product being advertised was entered into Google's search engine in

relation to the total volume of searches over a given period of time through a line graph. Using

this application gave the researcher the data on how many advertisements posts were associated

with a spike and how many were not. The researcher also used Google Sheets in order to

organize information obtained from the ten websites and used the software on Google Sheets

called "column sats" to see what Instagram brand accounts to use. Google Sheets was also used

to organize the data resulting from the use of Google Trends. Afterward, the researcher used a

website called "Text Analyzer" by Online-Utility.org. This website allowed the researcher to

insert words from the captions into the application in order to see which words had a higher

percentage in each category. From here, the data was analyzed to see which words were

associated with a spike in searches and which were not.

Procedures
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To conduct this research, the researcher processed three major stepped approaches. In

order to first find the Instagram accounts the researcher analyzed through trend analysis, the

researcher first had to use content analysis. The researcher researched 10 different articles under

the Google search “retail brands with the best presence on Instagram in the United States.” These

brands that have the best presence on Instagram were specifically sought because this indicates

that these brands know what they are doing in relation to marketing their products on Instagram.

The researcher inputted each brand mentioned on each website on a cell (box) on Google Sheets

as seen in Appendix A. The researcher was then able to use the software in Google Sheets called

“column stats” to see the frequency of what companies were mentioned the most. In the research,

all the Instagram accounts that had two or more frequencies in the list were used in order to have

more data to collect, in return having more validity to the results.

Next, the researcher searched each product advertised through an Instagram post on

Google trends to see the direction of change in searches the day before and after the Instagram

post. The direction of change being examined is a large upward and downward movement that

happens in a short period of time: this is also known as a spike in data. Google Trends was used

to see how frequently the product being advertised was entered into Google’s search engine in

relation to the total volume of searches over a given period of time through a line graph. The day

the advertisement was posted on Instagram, it showed if there was a spike in the line graph or

not. If it was one big spike for the whole day with little to no ups and downs in the line graph,

that was considered a spike. However, if there were multiple spikes in one day, the researcher

took the average of each point for the day it was posted and the day before. If the average was

bigger than the day's average before, it was considered a spike.
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Data Analysis

Analyzing the trend of popularity in searches through a line graph led to categorizing two

different groups of advertisement posts on Instagram: posts associated with a spike and posts not

associated with a spike (Appendix B and Appendix C). From here onwards, content analysis was

used to quantify the repeating presence of certain words in the captions of the advertisement

post's respective categories. This method of analysis was chosen to link together categories made

from the results collected from the trend analysis with the words that are seen the most

frequently in each category. The website “Text Analyzer'' by Online-Utility.org allowed the

researcher to insert words from the captions into the application to see which words had a higher

percentage of occurrence in all of the posts in each category. This application was used because

it specifically and efficiently showed the most frequent phrases and words. Before allowing the

application to analyze the text, emojis, hashtags, and @ symbols were taken out because these

factors also influence the engagement with users on Instagram. Since this would hinder the

results, they were deleted in order to isolate one variable, which in the case would be words, that

would be associated with a spike/no spike on searches on Google. From here, it was apparent to

see what words had an impact on the respective category it was in, thus finding out what words

had a strong or weak correlation with the spike in searches on Google.

Role of Researcher

The researcher had the role of analyzing trends to get data to organize two categories and

analyze this data to find positive or negative correlations between words in captions of

advertisement posts on Instagram and the spike in searches the product had on Google. The main

priority of a researcher is to ensure the results are significant and valid; therefore, the researcher
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has precisely monitored the data, ensuring only essential data points are being analyzed. By

doing this, the researcher verifies biased sources and insignificant data, allowing for accurate

data throughout data collection. The researcher also tried to keep variables as constant as

possible by collecting all data in a week span, so that time would not be too much of a variable in

collecting the data. Finally, the researcher has a role to find relationships in the results and

evaluating the implications and limitations of the study conducted.

Results

Utilizing certain special tools, a frequency analysis was conducted in order to find the

most frequent words and phrases that were not articles of the English language; words such as

“a”, “an”, “the”, “that” etc, were excluded from the results below. The articles of the English

language were not essential data; hence, they were deleted in order to highlight the words in the

results below, as these words mean more in relation to the association to a spike/ no spike than

the articles of the English language would. The top phrases and words that resulted from the data

analysis were “link in bio”, “new”, “now”, “you”, “your”, “we”, and “our”. As these are the top

phrases and words out of all the phrases and words in the captions of advertisement posts on

Instagram that had the most repeated occurrences, it shows a pattern in the data that these words

are important when it comes down to the association with a spike or no spike in searches on

Google.

Findings

The phrase “Link in bio” had a frequency of 1.97 for the category of Instagram posts that

were associated with a spike in searches. Similarly, the category that was not associated with a
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spike in searches had a frequency of 1.88 for the phrase “Link in bio”. Words such as "new" or

"now" had a frequency of 1.15 and .74 respectively, for posts associated with a spike in searches.

However, "new" and "now" had a lower frequency of .25 and .49 respectively, for posts

associated with no spike in searches. Words in a second-person point of view, such as "your" and

"you," both had a frequency of .82 in the category associated with a spike in searches. However,

in the category that was not associated with a spike in searches, the words “your” and “you” had

a frequency of .27 and 0, respectively. Words in the first-person point of view such as “we” and

“our” had a frequency of .5 and 1.73 in the category that had words that were not associated with

a spike in searches compared to the lower frequency of “we” and “our” at 0 and .48 respectively

in the category of words that were associated with a spike in searches. These findings have been

a result of using trend analysis and content analysis. Trend analysis helped the researcher find the

results of what captions of advertisements posted on Instagram had a spike in searches and which

captions of advertisements did not have a spike, leading to the creation of two categories. From

there, the use of content analysis helped to find which words from each category were used most

frequently by anazlying the data concluded from the trend analysis.

Graph 1: Frequency of Words in the Captions
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Implications

The implications of the study included what words have been associated with a spike in

searches, words that have been associated with a neutral effect, and words that have been

associated with no spike in searches. A similar percentage between the common phrase "link in

bio" used in spike and non-spike Instagram captions helped me conclude that this phrase could

be associated with both categories. The positive correlation with the words such as “new” “now”

“your” and “you” under the category with words associated with a spike compared to the

negative correlation for the same words under the other category helped me conclude that “new”

“now” “your” and “you” are associated with a spike in searches. The positive correlation with

the words such as “we” “our” under the category of words that do not associate with a spike

compared to the negative correlation for the same words under the other helps me conclude that

“we” and “our” are associated with no spike in searches. From this, the data concludes that

words implying time sensitivity such as “new” and “now” as well as words that are in second

person point of view such as “your” and “you” have strong positive correlation with the posts

that had a spike in searches on Google. On the other other, words that are in first person point of

view such as “we” and “our” have strong positive correlation with posts that did not have a spike

in searcher on Google.

Limitations

After discussing the inquiry results, it is essential to examine the limitations of the

research concluded. The first limitation in conducting the study was that Google Trends could

not yield enough data to produce a trend for some products. This occurrence meant that some
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products that companies were advertisingwere not searched up enough on Google to produce

data to conclude the trend of searches. Because of this, it could not be concluded if the Instagram

post had a spike or no spike in interest in web searches. So, some Instagram accounts, such as

Recess and Haus, couldn't make data to be analyzed for research, causing these accounts to be

disregarded when it came down to concluding results. Another limitation was some Instagram

accounts had multiple influences on Instagram. For example, brands such as Huda Beauty,

Calvin Klein, Versace, and Victoria Beckham, had multiple influences. Creators of these brands

and the official brand account have accounts on Instagram, causing users on Instagram to have

two accounts (the brand and the creators) to get information about the brand’s products. Because

of this, it can lead to the possibility that the creators' posts on Instagram could have led to the

association of a spike of interest in web searches instead of the official brand's Instagram post.

Additionally, some accounts, such as Esty, Shopify, and Sephora, are businesses that don't

specifically have the brand that they sell. Instead, they sell other people's/ businesses' products

on their website/store. Because of this, these accounts were not included in the data analysis as

they do not advertised their own product. Another limitation of the study was that some

Instagram Brand accounts were not posting posts promoting specific products. Instead, they

posted about life stories of athletes (Nike) or fashion shows (Chanel and Louis Vuitton), and

because of that, it was decided not to include these accounts. As the data of the research is

correlational, a statistical measure of how two variables are related to one another (Statistical

Language - Correlation and Causation, 2022), this means one variable can not cause another bc

correlational doesn't mean causation. In the context of this study, this means that the data

concluded can not be used to show a causational relationship between the words and a spike in

searches of a product on Google. The data presented can only conclude a strong or weak
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correlation between a specific word and a spike or no spike in the searches for a certain product.

Because of this, the larger implications of the study are limited.

Conclusion

Through the correlation data obtained in this research, companies who want to start or

revamp their brand’s social media in order to have more consumers search up their products

should stray away from words that are in first person point of view and lean toward words that

highlight time-sensitivity and are in second person point of view. However, this relationship

doesn’t suggest any causality because of the limitations of the correlational study. As

correlational studies are a stepping-stone to the more powerful experimental method, further

studies can use complex correlational designs allowing for very limited causal inferences (Hale,

2011). This information concluded from the research can aid further studies to create an

experimental research design to see if these words can actually cause a spike in the searches on

Google. This study can be done by isolating the time and day the post is posted, as well as

isolating the relative information on the advertisement posts. By doing this, it can be concluded

whether or not the words that already have a correlational relationship with a spike in searches

have a causational effect as well.
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