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Example of a promoted post on Facebook  

  

                                                           
1
 http://www.verticalresponse.com/blog/wp-content/uploads/2013/02/Screen-Shot-2013-02-28-at-5.42.36-PM.png 
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Example of a Facebook ad  

                                                           
2
 http://www.verticalresponse.com/blog/wp-content/uploads/2013/03/Facebook-Screenshot-for-Blog.png (27-05-2013) 

http://www.verticalresponse.com/blog/wp-content/uploads/2013/03/Facebook-Screenshot-for-Blog.png
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ATTACHMENT 15 

Comparison Facebook: Bosch ST versus Axis Communications 

Fan analysis 

On May 10th 2013, the Bosch ST page existed 2 years. Axis Communications has joined 
Facebook earlier: December 14th 2009, making it exist 3 years, 4 months and 26 days 
(as of May 10th 2013). In that amount of time, Bosch ST has gained a total of 1401 
Fans. Axis Communications gained 8406 Fans. Approximately, Bosch ST has gained 2 
fans per day and Axis 7.  
 
 
 

 

 

  

MONTHLY 

COMPARISON 

AXIS  BOSCH  

January 2013   

Total updates posted 16 12 

Posts shared by fans 83 32 

Total Comments 13 8 

Total posts liked 430 219 

February 2013   

Total updates posted 22 9 

Posts shared by fans 92 35 

Total Comments 36 3 

Total posts liked 813 119 

March 2013   

Total updates posted 20 10 

Posts shared by fans 89 51 

Total Comments 38 15 

Total posts liked 676 255 

APROX. WEEKLY 

STATISTICS 

AXIS  BOSCH  

Posts  5 2-3 

Posts shared by fans 22 10 

Total Comments 22 2 

Total posts liked 160 50 

Posts from January  2013 until May 2013 by Bosch ST – by content category 

Content Amount Bosch  Amount Axis  

1. Customer stories 6 28 

2. Company award news 5 5 

3. Company report (annual report) 0 4 

4. Post that addresses problem & solution 5 8 

5. Product / software info 14 7 

6. Event updates 30 8 

7. How-to posts 0 6 

8. Product / software intro 10 3 

9. Internal news (employees) 1 4 

10. Open questions towards followers 2 6 

11. General security news 0 1 

12. Entertaining 3 1 

13. Poll 0 1 

14. Company activity 6 4 

Differences between 

Bosch ST and Axis 

on Facebook, on a 

weekly basis. 

Content analysis 
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 http://public.slidesharecdn.com/images/business/plans/pro-feature-analytics.png?2755601abf 
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The winning post on Bosch STs Facebook channel 
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Content comparison on Facebook: Bosch ST and Axis 

 

Posts from January until May 2013 by Bosch ST – by content category 

Content Amount Bosch  Amount Axis  

15. Customer stories 6 28 

16. Company award news 5 5 

17. Company report (annual report) 0 4 

18. Post that addresses problem & solution 5 8 

19. Product / software info 14 7 

20. Event updates 30 8 

21. How-to posts 0 6 

22. Product / software intro 10 3 

23. Internal news (employees) 1 4 

24. Open questions towards followers 2 6 

25. General security news 0 1 

26. Entertaining 3 1 

27. Poll 0 1 

28. Company activity 6 4 
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Comparison: how Bosch ST and Axis communicate about customer stories 

 

  



28 

 

ATTACHMENT 26 

Content formats by SmartInsights 

  



29 

 

MAIN PIECE 

Blog posts 

E-mail series 
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Twitter, 

LinkedIn 

SlideShare Newsletter 

Whitepaper 

Video 

Attachment 27 

Atomization of content 


