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Abstract : Social media as a critical propagandizing form of film, video games, and digital products has received substantial
research attention, but there exists several critical barriers such as: (1) few studies exploring the internal and external
connections of a product as part of the multimodal context that gives rise to readability and commercial return; (2) the lack of
study of multimodal analysis in product’s official account of game publishers and its impact on users’ behaviors including
purchase intention, social media engagement, and playing time; (3) no standardized ecologically-valid, game type-varying data
can be used to study the complexity of official account’s postings within a time period. This proposed research helps to tackle
these limitations in order to develop a model of readability study that is more ecologically valid, robust, and thorough. To
accomplish this objective, this paper provides a more diverse dataset comprising different visual elements and messages
collected from the official Twitter accounts of the Top 20 best-selling games of 2021. Video game companies target potential
users through social media, a popular approach is to set up an official account to maintain exposure. Typically, major game
publishers would create an official account on Twitter months before the game's release date to update on the game's
development, announce collaborations, and reveal spoilers. Analyses of tweets from those official Twitter accounts would assist
publishers and marketers in identifying how to efficiently and precisely deploy advertising to increase game sales. The purpose
of this research is to determine how official game accounts use Twitter to attract new customers, specifically which types of
messages are most effective at increasing sales. The dataset includes the number of days until the actual release date on
Twitter posts, the readability of the post (Flesch Reading Ease Score, FRES), the number of emojis used, the number of
hashtags, the number of followers of the mentioned users, the categorization of the posts (i.e., spoilers, collaborations,
promotions), and the number of video views. The timeline of Twitter postings from official accounts will be compared to the
history of pre-orders and sales figures to determine the potential impact of social media posts. This study aims to determine
how the above-mentioned characteristics of official accounts' Twitter postings influence the sales of the game and to examine
the possible causes of this influence. The outcome will provide researchers with a list of potential aspects that could influence
people's judgments in limited-word posts. With the increased average online time, users would adapt more quickly than before
in online information exchange and readings, such as the word to use sentence length, and the use of emojis or hashtags. The
study on the promotion of official game accounts will not only enable publishers to create more effective promotion techniques
in the future but also provide ideas for future research on the influence of social media posts with a limited number of words on
consumers' purchasing decisions. Future research can focus on more specific linguistic aspects, such as precise word choice in
advertising.
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