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A B S T R A C T

With the prevalence of Internet, social media has become an important means for online marketing events.
Individuals and companies both create fan pages on online platforms and develop business opportunities using
social media. While many past studies have investigated social media, few have mentioned the effects of social
media marketing activities. This study proposed the effects of social media marketing activities on continuance
intention, participation intention and purchase intention via the mediation of social identification, perceived
value, and satisfaction. To empirically test the effects of social media marketing activities, this study conducted
an online survey on 502 social media users for data analysis. The analytical results indicated that social media
marketing activities indirectly affect satisfaction through social identification and perceived value. At the same
time, social identification and perceived value directly affect satisfaction that then influences continuance in-
tention, participation intention and purchase intention. Finally, the academic and management implications
based on the empirical results of this study are provided as references for the improvement of social media
marketing.

1. Introduction

The rise of social media has reflected people's need for interpersonal
interactions. Social networking sites have brought social activities into
the online virtual world. For example, the real-time texting facilitates
information sharing and online social contacts among people. This
phenomenon suggests companies use social media as an important part
of their online marketing strategies. Social media marketing is defined
as commercial marketing events or processes that use social media in an
attempt to positively influence consumers' purchase behavior (Dann,
2010). In the face of the rapid rise of virtual community websites, many
companies have already begun to think about how to rely on such sites
to deepen their communications and interactions with users in order to
build a sense of close and friendly relations and form virtual brand
communities (Kaplan and Haenlein, 2010; Chen et al., 2014).

As the Internet has developed different forms of media and appli-
cations over time, it has changed the traditional human interactions of
the past and also created new bridges for communication. With the
popularity of Internet and mobile technologies and the widespread re-
liance on online social media brand preferences, the sharing of con-
sumer experiences and brand information has become a new field of

brand marketing. Therefore, the development of social groups has be-
come more efficient. Even among group members who have never met
each other, a good sense of community can take shape. Communities
that collect goods and services of a specific brand are called virtual
brand communities. Prahalad and Ramaswamy (2004) suggested that
consumers are not only interested in making product purchases; rather,
they also want to create experiences with other consumers or experts.
Therefore, participation in online communities can lead to a high de-
gree of cohesion among consumers, thereby affecting the market.
Companies must therefore identify the factors or methods necessary to
drive customers to participate in such communities.

With regard to the similarities and differences between online
communities and real-world communities, Wellman (2001) believed
that the nature of an online community is the same as that of a real
community in terms of meeting the members' needs for self-identity,
shared experiences and social support. Online communities mainly use
computers as their platform for operations, which makes them different
from real-world communities in terms of technology and manifesta-
tions. Brand communities are set up by specific brand products or
services. According to Muniz and O'Guinn (2001), brand communities
are defined as specific communities based on social relationships
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between brand consumers that are free of geographical restrictions. As
the brand community is built on users' structured social relationships, it
is among the types of social communities, which also feature commu-
nity awareness, rituals, traditions, moral responsibilities and other core
features of communities. Therefore, members of the community can
spread brand knowledge and learn from other consumers' evaluations
of products, thus producing ongoing and widespread influence on other
members' ideas and actions. For example, past research has pointed out
that when consumers become part of a brand community, the brand in
question becomes a common language and set of beliefs that links the
members of the community together through the sharing of brand ex-
periences (Muniz and O'Guinn, 2001; Muniz and Schau, 2005; Sicilia
and Palazon, 2008).

The majority of the studies on social communities cited thus far
have been from the perspective of operators. However, there were few
discussions of the benefits created by community members from the
member perspective aimed at analyzing the connotations of social
community value, as well as its influence on members. In terms of
consumer behavior, value is the key factor in determining individual
choice and behavior. The higher the perceived value based on con-
sumers' overall assessment, the higher the consumers' loyalty to the
service provider will be developed (Sirdeshmukh et al., 2002). Farquhar
and Rowley (2006) pointed out that consumers' recognition of and
loyalty towards a social community depends on the value created by the
community. If community members are regarded as the customers of a
social community, consumer value can be used to understand members'
evaluation of the social community. In retrospect, most of the past
studies of social community value were based on the operator's point of
view in order to discuss the benefits created by community members,
whereas few explored the value of social community participation or
the impact of social community value on member attitudes or behaviors
from the perspective of members. However, lowering the threshold for
the establishment of websites results in a large number of social com-
munities; thus, attracting the attention of netizens and cultivating the
loyalty of social community members has grown to be the most im-
portant issue faced by operators. Therefore, the perception of the
community users towards the value of the community has a certain
influence on community selection and retention.

2. Literature review and development of hypotheses

2.1. Social media marketing activities

The research of Kim and Ko (2012) pointed out that the community
marketing campaigns of luxury brands include five major factors,
namely, entertainment, interaction, trendiness, customization and
word-of-mouth, and that these five factors will produce significant
impacts on customers' brand equity, purchase intentions, etc. However,
goods and services are external factors for users, while community
marketing activities are the result of interactions between individual
mental states and the events. Although each person can experience the
same service activities, they will likely have different feelings and ideas
about a given event, so the experiences of consumers and users are
different (Agapito et al., 2013). The marketing competition of the fu-
ture will focus on brand community marketing activities, so these
marketing activities must provide themes and sensory stimulation to
impress customers with good memories (Tsaur et al., 2007). Users
nowadays no longer focus only on product features; rather, brands need
to provide impressive experiences to users (Sheu et al., 2009; Komppula
and Gartner, 2012).

Enterprises must organize marketing activities according to dif-
ferent users' needs; they must understand users' needs earlier than the
users themselves and learn which products users need in order to or-
ganize events that leave lasting impressions (Kim and Perdue, 2013).
The place that marketing activities hold in the hearts and minds of users
has the most valuable impact of users' continued use (Hsu and Tsou,

2011). Today, some fashion brands such as Louis Vuitton provide live
fashion shows via Facebook (Kim and Ko, 2012). Ralph Lauren, Chanel,
Gucci and other famous brands have cooperated with Apple to create
iPhone applications (apps). Many brands have also created their own
Twitter accounts or posts on Facebook, so the communications between
brand and customer have no restrictions in terms of time, location and
media. Therefore, the one-way information transmission of traditional
mass media has transformed into a form of interactive two-way direct
communication. The higher transfer efficiency of social media has at-
tracted a lot of companies aiming to increase their exposure on the
Internet (Kaplan and Haenlein, 2010). As a result, more industries have
attempted to profit from social media; thus, a set of rules have been
developed for the management of users and companies and companies
have also developed corresponding marketing strategies for social
media.

2.2. Perceived value (PV)

Numerous scholars have regarded PV as a key metric in enterprise
marketing by firms. PV is emphasized and widely discussed in various
branches of marketing research (Khalifa, 2004). Consumers' service
preferences or purchase intentions can be determined by examining PV.
Findings can then be developed into a key differentiation tool for
maintaining a competitive advantage (Heskett et al., 1994; Ravald and
Gronroos, 1996; Yu et al., 2013). The significance of PV is based on the
value of a product or service that is perceived by customers (Zeithaml,
1988), which can be defined as a tradeoff between perceived benefits
and perceived costs (Lovelock, 2001). In a mobile commerce study, Kim
et al. (2007) indicated that PV is a metric of overall effectiveness of a
service as assessed by an individual, taking into account the effort made
by the individual to use the surface and the benefits gained from it.

Consumers commonly receive the added value of a product or ser-
vice that is provided by a vendor. Such value is known as consumption
value (Butz Jr and Goodstein, 1997; Grönroos, 2008). Consumption
value is a form of personal value, which people gain by completing
various social interactions, exchanges, or spending. Consequently,
consumption value is essentially a belief of acquiring personal value.
Restated, consumption value is the ultimate personal value (Lai, 1995).

Following a discussion of various dimensions of PV that have pro-
posed in theoretical and experiential studies, Sheth et al. (1991) pro-
posed the concept of “consumption values”, based on which, Sweeney
and Soutar (2001) developed a scale for measuring the PV of customers
in a retail purchase context. PV incorporates the five theoretical types of
value - functional value, social value, emotional value, epistemic value,
and conditional value (Ledden et al., 2007). Essentially, PV is a psy-
chological evaluation, which not only exists in products and the own-
ership of selected products or services, but also originates from the
consumers themselves (Tynan et al., 2010).

On the other hand, Value comes in many forms and from many
sources, such as product utility, quality, image (formed by advertising
and promotional activities), availability, as well as additional services.
Sirdeshmukh et al. (2002) held that perceived value is the difference
between the benefits and costs when the consumer desires to maintain
the relationship with a service supplier. In terms of consumer behavior,
value is the key factor affecting individual choices and behaviors. En-
terprises can use customers' experiential value to learn customer pre-
ferences and make modifications to improve the added value of the
product, enhance the outcomes of the experience, and increase product
value (Shobeiri et al., 2013; Wittmer and Rowley, 2014).

Experiential value is the result of interactions between products and
customers (Mathwick et al., 2001; Vera and Trujillo, 2013). The value
perceived by a customer results from the interaction between the value
produced by each experience and the given customer's personal pre-
ferences. Enterprises can use customers' experiential value to learn
customer preferences and make modifications to improve the added
value of the product, enhance the outcomes of the experience, and
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increase product value (Shobeiri et al., 2013; Wittmer and Rowley,
2014). Holbrook (1994) divided experiential value into four types,
namely, aesthetics, playfulness, consumer return on investment (CROI)
and service excellence. Past network behavior research also used these
four types of experiential value as assessment indicators for perceived
value (e.g. Mathwick et al., 2001; Shobeiri et al., 2013). Aesthetics re-
presents the customer's evaluation of the aspects related to aesthetics of
the service experienced; specifically, whether the service was consistent
with personal preferences (Ryu et al., 2010; Hosany and Witham, 2010;
De Nisco and Warnaby, 2014). In the virtual community environment,
companies can make bold attempts to create a unique style by com-
bining a number of graphics and colors to attract customers' attention
and deepen the impressions left by the brand (Horng et al., 2013;
Mathwick et al., 2001). Playfulness refers to feelings of happiness and
isolation from reality felt during the service (Kang et al., 2014). In the
virtual world, it can bring customers enjoyment and pleasant feelings,
and it is an important motivator for customers (Huang et al., 2010).
CROI refers to the customer's evaluation after comparing the efforts
invested in and the benefits obtained from the experience. It reflects the
internal value of the experience and the customer's evaluation of the
rewards gained from the experience (Kim et al., 2012; Shobeiri et al.,
2013). Service excellence refers to the customer's comparison of their
personal standards for the experience and the impressions felt during
the experience (Calver and Page, 2013), and whether the customer felt
that the service exceeded their expectations. Service excellence reflects
the services that the customer expected from the brand.

2.3. Social identification

Social identity theory clarifies how individuals improve self-esteem
and self-affirmation through categorization, identity and comparison
(Tajfel and Turner, 2004). Many studies on brand communities include
social identity theory, holding that the members of brand communities
include themselves as part of the community. The brand owner and
brand community also define themselves which may strengthen the
relationship between members and the brand community or the re-
lationship between members and the brand (Algesheimer et al., 2005;
Bagozzi and Dholakia, 2006; Chen et al., 2014; McAlexander et al.,
2002). Therefore, community participants are categorized into specific
groups according to their living environment, occupation, or level of
education. At the same time, social community users also categorize
others into groups, either into the same group as themselves or other
groups, according to their classifications in the online community.

Brand community identification is also formed by a process similar
to brand identification. The interaction of these behaviors help users
create the same ideologies regarding the community and strengthen the
bonds between members, thus producing a sense of identity with the
community. This process can also be interpreted as the overlap between
users' values and the values created by the social community
(McAlexander et al., 2002; Zhou et al., 2012).

Bhattacharya and Sen (2003) pointed out that social community
members express their ideas by participating in the community and that
participating in various activities within the community can assist
others solve problems. Algesheimer et al. (2005) noted that social
community participation is a positive factor in community identity.
When consumers join a community, they take delight in helping other
members and actively participate in the discussions or activities in-
itiated by the community. In other words, community involvement
refers to an individual sharing their professional knowledge or under-
standing with the other community members stemming from their
emotions, sense of belonging, or personal growth. Scholars have pro-
posed that the idea of community identity can be applied to virtual
communities and is considered an important factor affecting the op-
eration of the virtual communities (Blanchard, 2007; Casaló et al.,
2010). Besides, community identity helps facilitate positive interaction
between users and other virtual community members, motivating the

users to participate actively in the community (Dholakia et al., 2004;
Casaló et al., 2010; Shen et al., 2011). From the viewpoints of above
literature, social communities require joint operation by the members;
when an individual recognizes the goals and visions of an organization,
the individual will be more loyal to the virtual organization.

2.4. Satisfaction

Satisfaction refers to customers' comparison of the satisfaction after
the service and the expected satisfaction based on standards produced
by the accumulation of previous experiences. Expectation confirmation
theory (ECT) defines satisfaction as a customer's expectation for a ser-
vice and the degree to which the service satisfied these expectations
(Oliver, 1980). Customers determine the degree of satisfaction for the
current service according to the satisfaction experienced for this and
previous services (Chen et al., 2012).

Compared with other forms of satisfaction, community satisfaction
in this study reflects members' overall rating of the community (Van
Dolen et al., 2007). In essence, this evaluation is based on the accu-
mulation of past interactions. Higher satisfaction with the community
leads to joyful emotions, thus affecting members' community behavior.
Recent research has also pointed out that community satisfaction has a
positive impact on members' community contribution and loyalty (Van
Dolen et al., 2007). In other words, satisfaction is an important ante-
cedent for community loyalty and active participation.

2.5. Three types of intention

Many studies on marketing and information systems use con-
tinuance intention as an important measure of whether customers
continue to use a service (Thong et al., 2006). Customers being willing
to continue to use a service is the key factor for the success of service
providers. Bhattacherjee (2001) held that successful information system
marketing must first convince users to accept the new information
system; for sustainable operation, in addition to maintaining first time
users, it is more important for operators to ensure the continued use of
users.

For social networking site operators, it is important to find the main
reason for users' continued participation in the social networking site
and to further attract users to the site. However, the study of in-
formation systems for the past 20 years has mainly focused on the
cognitive behavioral models, including the theory of reasoned action
(TRA), theory of planned behavior (TPB), and technology acceptance
model (TAM) and their variants. In recent years, researchers have
begun to study the continued use of information systems. Bhattacherjee
(2001) proposed a model to explain the factors for continued use,
verifying that satisfaction and perceived use positively affect user's
continuance intention. Cheung and Lee (2009) held that there are two
intentions behind the continued participation of community members;
the first is continuance intention, which describes the intent of com-
munity members to continue to use the community in the future, and
the second is recommendation intention, which is similar to word of
mouth marketing and describes all informal communication between
community members and others regarding the virtual community. Past
studies on virtual community members mostly involved the continued
use of information system services. The difference between this study
and past studies is that this study focused on the factors for community
members' continued participation after joining the online brand com-
munity. Thus, in addition to investigating the influence of usage pur-
pose on user continuance intention, this study also explored the factors
affecting users' willingness to participate in the community.

Purchase intention represents the consumers' willingness to pur-
chase a product (Dodds et al., 1991). When measuring consumers'
purchase behavior, Morwitz and Schmittlein (1992) pointed out that
willingness to purchase has been widely used as a predictor for con-
sumers' future purchasing behavior. Blackwell et al. (2001) stated that
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willingness to purchase can be seen as consumers' objective preference
for selecting a certain product or brand. However, Boyd and Mason
(1999) proposed that willingness to purchase refers to consumers' de-
gree of preference for certain products. In some literature, willingness
to purchase is measured by the time intervals between product pur-
chases.

However, it is difficult to identify and track whether a particular
action took place (such as purchase or recommendation) in empirical
investigations. When consumers purchased products, they would search
for relevant information based on their own experiences and the ex-
ternal environment. After collecting a certain amount of information,
consumers start to evaluate, consider, and compare, ending in purchase
behavior. As purchase intention is consumers' subjective preference for
a certain product, purchase intention is often used to measure the
consumers' behavioral intention (Fishbein and Ajzen, 1975). Schiffman
and Kanuk (2009) defines willingness to purchase as the probability
that a consumer purchases a certain product; a higher willingness to
purchase equates to a higher probability. Prior research has found that
purchase intention can be used as a key predictor for consumer beha-
vior and the subjective tendency for consumer purchases (Verhagen and
Van Dolen, 2009; Huang et al., 2010; Lu et al., 2010; Kim and Chung,
2011). Algesheimer et al. (2005) claimed that, from a marketing per-
spective, if a company wished to maintain a community and reach the
community goals while also creating successful marketing through the
community, then three member intentions must be considered. The first
is membership continuance intention; this indicates that members enjoy
keeping their promise to the community and are willing to exert effort
to become part of the community. The second is community re-
commendation intention; this indicates that members are willing to
recommend the community to non-members. The third is community
participation intention; this indicates members' willingness to partici-
pate in community activities. Therefore, compared to past literature
that examined information system usage, this study also discussed the
effects of social media marketing activities on participation intention
and purchase intention.

2.6. Development of hypotheses

Social media provides individuals with shared interests a virtual
space to share and discuss ideas. Social media allows users to build a
community through sustained communication. Long-term exchanges of
information and growth enhance members develop loyal social re-
lationships (Raacke and Bonds-Raacke, 2008). According to Java et al.
(2009), the amount of information published on social media by a user
is positively correlated with the number of followers said user has.
Based on the above discussion, this study proposed H1.

H1. Social media marketing activities (SMMVs) is positively related to
social identification.

The social media environment encourages user interaction and
participation; thus, when browsing the website, users are influenced by
the website's multimedia, content interaction, and content information
(Keng and Ting, 2009). Past literature has found that companies can use
their employees and environment to create a experiential setting to
stimulate consumers' experiential value and feelings (e.g. Grace and
O'Cass, 2004; Keng et al., 2007; Wu and Liang, 2009). Thus, this study
proposed the following hypothesis:

H2. Social media marketing activities (SMMVs) are positively related to
perceived value.

The benefits of these communities include conveying marketing
information as well as customer service, exploring demands, and
managing a community. These activities can increase customer sa-
tisfaction and improve consumer rights. Verhagen et al. (2011) found
that when making online transactions, customers will have higher sa-
tisfaction with the website they if have a highly enjoyable experience.

McAlexander et al. (2002) stated that the interactions and commu-
nication between community users, establishing community loyalty,
increasing customer satisfaction, and the degree of customer loyalty are
key to the long-term management of a community platform. Based on
the above discussion, this study proposed H3.

H3. Social media marketing activities (SMMVs) are positively related to
satisfaction.

According to the social identity theory, on a group level, people can
have different social identities based on social comparisons or self-ca-
tegorization and define themselves as a member of this category or
group, and thus, the motivation for individual behavior is extended
from personal benefit to group benefits. Social identity theory holds
that individuals play down their personal values during self-categor-
ization. Changes in self-concepts affect community processes, such as
standard behavior, group superiority, cooperation and interaction,
empathy, positive group attitude, and cohesion. From a customer per-
spective, the higher the identification with an organization or a brand,
the greater likely the consumer is to be satisfied with the organization's
products (Papista and Dimitriadis, 2012). Similarly, existing studies
empirically validated the fact that perceived value is influenced by the
level of brand identification (He et al., 2012; So et al., 2013). Abdullaha
et al. (2016) also stated that there is a positive impact of perceived
website interactivity on customer perceived value. Therefore, this study
proposed H4.

H4. Social identification is positively related to perceived value.

After studying American consumer behavior, Bagozzi and Dholakia
(2006) concluded that members' participation in brand community
activities (such as browsing, discussion, and meetups) significantly in-
fluences members' brand-related behavior. He et al. (2012) pointed out
that consumers' brand identity positively affects satisfaction.
McAlexander et al. (2002) stated that consumers use online commu-
nities to easily and regularly share their thoughts and experiences re-
garding a brand. These community experiences form part of the cus-
tomer-brand experience and create a group identity and feelings of
belonging and trust. Is summary of the above findings, this study pro-
poses that group identity is the reason that members recognize the
community, confirmation that members share the same feelings and
experiences with a brand, and feelings of unity and commitment as part
of the group. A stronger group identity indicates that members are more
closely integrated into the brand community and hold community
opinion of the brand in higher regard. Thus, this study proposed the
following hypothesis:

H5. Social identification is positively related to satisfaction.

Transaction utility theory proposed by Thaler (1985) indicated that
perceived value positively influences consumers' willingness to pur-
chase. Dodds et al. (1991) and Grewal et al. (1998) stated that con-
sumers develop willingness to purchase after establishing perceived
value. Petrick and Backman (2001) pointed out that PV is an antecedent
to customer satisfaction. Another past studies found that perceived
value, satisfaction, and behavioral intention are all correlated (e.g. Kim
et al., 2007; Chen and Lin, 2015).

In a study on information system continued usage intention,
Bhattacherjee (2001) concluded that users' continuance intention (CI)
mainly stems from satisfaction after actual use. According to ECM
studies, satisfaction is an important factor influencing CI (e.g. Hong
et al., 2006; Thong et al., 2006; Bhattacherjee and Barfar, 2011; Chen
et al., 2013). In addition, a study on information system continued
usage intention pointed out that users' CI is mainly determined by their
satisfaction after using the system (e.g. Roca et al., 2006; Limayem
et al., 2007; Chen et al., 2012).

According to ECT (Oliver, 1980), customer satisfaction affects re-
purchase behavior; a customer's satisfaction with a product creates re-
purchase intention. Many studies have noted that customer satisfaction
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and repurchase intention are highly and positively correlated (Dongjin
et al., 2008). Marketing studies have also pointed out that a satisfying
experience with a product will influence future repurchase intention
(Anderson and Sullivan, 1993; Olsen, 2002). Based on the above dis-
cussion, this study proposed H6–H9.

H6. Perceived value is positively related to satisfaction.

H7. Satisfaction is positively related to continuance intention.

H8. Satisfaction is positively related to participation intention.

H9. Satisfaction is positively related to purchase intention.

Fig. 1 presents the research framework of this study. Summary of
operational definitions are shown in Table 1.

3. Research method

3.1. Subjects

This study designed a questionnaire according to the hypotheses
stated above. The participants in this study were experienced users of
social media. After completing the questionnaire design, 10 participants

with social media marketing experience were invited to complete a
pretest; then modifications were made for areas of the questionnaire
that were ambiguous or easily misunderstood so that the participants
could fully understand the content to improve the testing quality. After
the first draft was modified, to ensure that the participants did not
misunderstand the questionnaire, a pilot test was conducted at a uni-
versity in northern Taiwan in which 46 valid sample responses were
collected. According to the reliability coefficient criteria suggested by
Nunnally and Bernstein (1994), the results of the pilot test had a
Cronbach's alpha value over 0.7, indicating that the internal con-
sistency and stability for the questionnaire were acceptable.

This study used an online community to invite social media users to
complete the questionnaire in the designated online questionnaire
system. Online questionnaires have the following advantages (Tan &
Teo, 2000): (1) sampling is not restricted to a single geological location,
(2) lower cost, and (3) faster questionnaire responses. In the description
part of the questionnaire, the respondents were informed that ten
participants who submitted a valid questionnaire would be given a
power bank device in order to improve the participants' willingness and
trustworthiness. To prevent participants from repeatedly filling out the
questionnaire, this study screened for replicates using the same email
addresses. Email addresses rather than personal ID numbers were used

Social 
Identification

Satisfaction
Participate 
IntentionH8

Social Media 
Marketing 
Activities

Continuance 
Intention

Purchase 
Intention

Perceived Value

H4

H3

Playfulness
Consumer 
Return on 
Investment

Service 
ExcellenceAesthetics

Entertainment

Word-of-mouth

Customization

Trendiness

Interaction

Note: Second-order reflective construct

Fig. 1. Research framework.

Table 1
Operational definition.

Construct Definition Source

Social media marketing
activities

Measuring the effects of community members' understanding of activities on social
media marketing entertainment, interaction, tendency, customization, and word-of-
mouth.

Kim and Ko, 2012

Social identification The degree of community members' sense of identity on a certain social media. Bhattacharya and Sen, 2003; Algesheimer et al., 2005
Aesthetics Users' subjective opinions of social media design and environment. Mathwick et al., 2001; Shobeiri et al., 2013
Playfulness The degree of enjoyment or escapism when using social media. Mathwick et al., 2001; Shobeiri et al., 2013
Consumer return on investment The psychological benefits of the money, time, and effort spent on social media

compared to the returns.
Mathwick et al., 2001; Shobeiri et al., 2013

Service excellence The degree of service quality promises and commitments are implemented and
exceed customer expectations.

Mathwick et al., 2001; Shobeiri et al., 2013

Satisfaction The degree of post-service satisfaction after using social media. Bhattacherjee (2001); Liao et al. (2007); Chen et al.
(2012); Chen et al. (2013); Chen and Lin (2015)

Continuance Intention Users' intentions towards the continued use of social media. Bhattacherjee (2001); Bhattacherjee et al. (2008); Chen
et al. (2012); Chen et al. (2013)

Participation intention Users' probability and willingness to attend and discuss the social media marketing
activities.

Debatin et al. (2009)

Purchase Intention Users' probability and willingness to purchase recommended products after using
social networking websites.

Ajzen, 1991; Pavlou et al. (2007)
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herein because verifying personal ID numbers will cause participants'
serious concern and suspicion about personal privacy issues. Further-
more, few unusable questionnaires that were obviously filled out at
random or with many missing values were removed to improve overall
survey data quality. In addition to the preceding measures to eliminate
unusable responses, a large sample size used by this study can sub-
stantially increase the power of statistical analysis and robustness. In
terms of content validity, this study designed the core model based on
the relevant constructs used in past literature. The questions in the
questionnaire were developed based on the literature and pre-validate
scales. The questionnaire was carefully verified by several scholars who
were well-versed in social media marketing. Therefore, the content
validity of the questionnaire was appropriately confirmed. The ques-
tionnaire was divided into two sections; the first section investigated
personal information and data regarding social media use (gender,
educational background, age, occupation, commonly used social media
platforms and types, and hours of social media use per day). The second
section measured items for the hypotheses in this study. In order to
improve the quality of the questionnaire, the questionnaire could only
be submitted with all questions completed. The actual sample size for
data analysis is 502, including 52% females and 48% males. The ma-
jority respondents (69%) were aged 21–35. In terms of educational
background, the largest bracket had completed one college or uni-
versity degree (61.2%) and the second largest bracket was master's and
above (17.5%).

4. Data analysis

Partial least squares (PLS) analysis and estimation were performed
with two phases. The first phase conducted reliability and validity
analyses, whereas the second phase estimated and verified the path
coefficients and explanatory power of the structural model. The pur-
pose of the above two phases was to confirm whether the constructs
were reliable and valid, thus verifying the relationships between con-
structs (Anderson and Gerbing, 1988; Hulland, 1999). PLS was adopted
because it is suitable for discussing the causal relationships between
construct variables and can simultaneously handle the model constructs
and measurement items (Petter et al., 2007). In addition, as PLS had
relaxed requirements for the variable normality and randomness, it is
suitable for handling the relationship between variables in abnormal
data distribution. Moreover, it has the advantage of analyzing complex
prediction models (Chin and Newsted, 1999). This study investigated
the causal relationship between social media marketing activities, so-
cial identification, PV, satisfaction, and intention; however, each con-
struct contained a number of measurement items in past literature.
Therefore, to investigate the causal relationship between variables,
reduce measurement errors, and avoid collinearity, PLS was more sui-
table for this study than other SEM analysis methods. Majchrzak et al.
(2005) recommended there should be at least 5 to 10 times the number
of samples as the maximum number of model paths. In this study, the
number of samples was 502 and the number of maximum paths was 9,
fitting the proposed standards and making it suitable for PLS analysis.
This study used the SmartPLS (Version 3.2.7) developed by Ringle et al.
(2015).

4.1. Outer model and scale validation

The related tests for the outer model included the reliability of each
item and the internal consistency, convergent validity, and discriminant
validity of each construct. The reliability of items was tested by the
corresponding loading of the questions. Factor loading presented the
extent the construct can be measured by some questions and the
threshold value was 0.6, which was used to represent individual re-
liability (Hair Jr. et al., 2010). After deleting the fourth question in the
playfulness construct, all the measurements items met the standards.
The composite reliability of each construct is shown in Table 2. All

composite reliability (CR) values for each construct were higher than
the threshold value 0.7 (Chin, 1998), indicating the constructs were
internally consistent.

In terms of convergent validity, in addition to measuring each
question using factor loading and composite reliability, AVE indicators
for each construct were considered. If this index was > 0.5, this con-
struct has good convergent validity (Fornell and Larcker, 1981). It can
be seen from Table 2 that the AVEs for potential variables of the con-
structs in this study were between 0.694 and 0.903, indicating good
convergent validity.

Discriminant validity detects the degree of discrimination between
tested variables and different constructs criterion. Henseler et al. (2015)
indicated a testing method technique which is the heterotrait-monotrait
ratio (HTMT) of correlations based on the multitrait-multimethod ma-
trix. Therefore, this study evaluated discriminant validity through
HTMT. While the discriminant validity did not have a serious problem
when the values of HTMT are lower than HTMT0.90 value of 0.90 (Gold
et al., 2001), all values as Table 3 shows the HTMT values between the
constructs are all below the 0.90 threshold pointing that discriminant
validity has been achieved. Besides, as shown in Table 4, the compar-
ison of cross-loadings and factor loadings for each indicator indicated
reasonable discriminant validity, when the factor loading of each scale
item for its assigned latent construct is higher than its loading on any
other constructs (Hair Jr et al., 2016). Therefore, the constructs in this
research had good discriminant validity.

Preventive measures were taken in order to avoid common method
variance (CMV) that may result from the collection of single re-
spondent's cognitive information by a self-reported scale and reduce the
impact of CMV. In addition to anonymous surveys, this study strived to
hide the meaning of each question and separate questions for different
variables as much as possible. However, the variable results in Tables 3
and 4 had a considerable degree of construct validity, which also shows
that the results were not largely affected by CMV. In addition, this study

Table 2
Reliability and AVE of the outer model.

Construct Cronbach's alpha Composite reliability AVE

SMMA 0.928 0.938 0.582
SI 0.904 0.940 0.839
PV 0.929 0.939 0.708
SAT 0.908 0.908 0.846
CI 0.869 0.920 0.793
PAI 0.914 0.939 0.794
PUI 0.892 0.949 0.903

Note: SMMA = Social Media Marketing Activities; SI = Social Identification;
PV = Perceived Value; SAT = Satisfaction; CI = Continuance Intention;
PAI = Participation Intention; PUI = Purchase Intention.

Table 3
Results of discriminant validity by HTMT.

Factors CI PAI PLAY PUI PV SAT SMMA

CI
PAI 0.752
PLAY 0.388 0.577
PUI 0.819 0.821 0.423
PV 0.768 0.781 0.816 0.758
SAT 0.878 0.772 0.492 0.788 0.889
SMMA 0.738 0.686 0.588 0.652 0.850 0.759
Social identity 0.804 0.859 0.541 0.748 0.802 0.873 0.685

Note: SMMA = Social Media Marketing Activities; AES = Aesthetics;
PLY = Playfulness; CROI = Consumer Return on Investment; SE = Service
Excellence; SI = Social Identification; PV = Perceived Value;
SAT = Satisfaction; CI = Continuance Intention; PAI = Participation Intention;
PUI = Purchase Intention.
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used Harman's One-Factor Test to test the severity of CMV (Podsakoff
and Organ, 1986). Exploratory factor analysis for the 37 questions in
this study found that the explanatory variance for the first factor was
37.69% and was a non-integrated factor. It can be seen that the impact
of CMV was not serious in this study.

This study computed the Goodness of Fit (GOF) following
Tenenhaus et al. (2005) to understand the overall quality of the pro-
posed model, t. The GOF is calculated as:

= × = × =AVE RGOF 0.719 0.582 0.6672

According to above result, GOF is 0.667 which exceeds the cut-off
criterion of 0.36 for a large effect size (Wetzels et al., 2009).

4.2. Inner model and hypotheses testing

In this study, the inner model PLS analysis was used to test the
hypotheses. The inner model was used to estimate the path coefficients,
R-squares and Q-squares. Path coefficients represent the intensity and
direction of the variable relationships to show the cause and effect
between the observed variables and latent variables. However, the R-
square value refers to the percentage to which the dependent variable
can be explained, representing the predictive ability of the model.
Social media marketing activities and PV are second-order factors.
Moreover, this study used bootstrapping to estimate the significance of
each path coefficients. The estimation was made by re-sampling data
and the estimated values were more precise than the commonly used

Table 4
Standardized factor loadings and cross loadings of the outer model.

SMMA SI AES PLY CROI SE SAT CI PAI PUI

SMMA1 0.737 0.471 0.617 0.343 0.511 0.551 0.602 0.543 0.426 0.398 

SMMA2 0.787 0.510 0.645 0.364 0.480 0.587 0.621 0.556 0.494 0.465 

SMMA3 0.759 0.485 0.563 0.359 0.444 0.529 0.515 0.541 0.459 0.453 

SMMA4 0.788 0.488 0.612 0.425 0.456 0.555 0.526 0.524 0.503 0.449 

SMMA5 0.786 0.482 0.579 0.434 0.439 0.552 0.528 0.481 0.493 0.447 

SMMA6 0.756 0.497 0.610 0.352 0.521 0.600 0.566 0.563 0.452 0.481 

SMMA7 0.702 0.493 0.512 0.478 0.444 0.448 0.421 0.433 0.473 0.428 

SMMA8 0.710 0.390 0.515 0.454 0.433 0.484 0.471 0.425 0.431 0.377 

SMMA9 0.754 0.453 0.619 0.528 0.459 0.546 0.494 0.396 0.487 0.405 

SMMA10 0.798 0.517 0.617 0.413 0.517 0.596 0.576 0.573 0.565 0.582 

SMMA11 0.769 0.473 0.621 0.412 0.460 0.557 0.525 0.508 0.520 0.484 

SI1 0.596 0.902 0.633 0.524 0.528 0.649 0.702 0.628 0.701 0.585 

SI2 0.587 0.940 0.626 0.412 0.562 0.666 0.771 0.687 0.710 0.632 

SI3 0.561 0.906 0.598 0.429 0.525 0.643 0.700 0.641 0.740 0.629 

AES1 0.736 0.594 0.798 0.422 0.559 0.664 0.644 0.659 0.530 0.528 

AES2 0.673 0.566 0.910 0.525 0.518 0.662 0.618 0.520 0.547 0.485 

AES3 0.649 0.601 0.895 0.517 0.494 0.673 0.616 0.528 0.563 0.493 

PLY1 0.461 0.384 0.487 0.928 0.380 0.405 0.330 0.250 0.446 0.327 

PLY2 0.450 0.395 0.458 0.935 0.391 0.410 0.356 0.263 0.449 0.314 

PLY3 0.570 0.569 0.590 0.890 0.485 0.528 0.547 0.434 0.548 0.407 

CROI1 0.506 0.490 0.487 0.366 0.879 0.634 0.598 0.492 0.501 0.590 

CROI2 0.576 0.529 0.536 0.394 0.933 0.676 0.659 0.561 0.511 0.604 

CROI3 0.618 0.572 0.604 0.482 0.902 0.726 0.690 0.577 0.554 0.585 

SE1 0.641 0.599 0.706 0.479 0.718 0.909 0.716 0.613 0.578 0.599 

SE2 0.625 0.632 0.649 0.405 0.628 0.887 0.711 0.632 0.618 0.645 

SE3 0.682 0.680 0.697 0.432 0.665 0.883 0.866 0.667 0.655 0.631 

SAT1 0.688 0.708 0.697 0.453 0.675 0.839 0.934 0.724 0.658 0.677 

SAT2 0.670 0.716 0.674 0.443 0.674 0.792 0.930 0.697 0.659 0.655 

SAT3 0.600 0.760 0.613 0.359 0.634 0.727 0.894 0.729 0.632 0.626 

CI1 0.581 0.606 0.552 0.260 0.521 0.616 0.689 0.913 0.542 0.610 

CI2 0.582 0.636 0.588 0.311 0.520 0.639 0.720 0.920 0.597 0.616 

CI3 0.630 0.660 0.606 0.367 0.570 0.649 0.673 0.837 0.658 0.700 

PAI1 0.564 0.656 0.534 0.489 0.547 0.625 0.631 0.572 0.869 0.663 

PAI2 0.530 0.655 0.519 0.506 0.422 0.526 0.552 0.544 0.878 0.575 

PAI3 0.552 0.734 0.556 0.424 0.489 0.615 0.644 0.625 0.913 0.678 

PAI4 0.620 0.736 0.626 0.471 0.587 0.679 0.679 0.645 0.905 0.728 

PUI1 0.566 0.633 0.541 0.372 0.605 0.662 0.660 0.671 0.702 0.948 

PUI2 0.577 0.644 0.556 0.358 0.639 0.666 0.689 0.697 0.715 0.952 

Note 1: SMMA = Social Media Marketing Activities; AES = Aesthetics; PLY = Playfulness;
CROI = Consumer Return on Investment; SE = Service Excellence; SI = Social Identification;
PV = Perceived Value; SAT = Satisfaction; CI = Continuance Intention; PAI = Participation
Intention; PUI = Purchase Intention. Note 2: The yellow cells are the factor loadings of scale items
for each construct.
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limit approximate value (Purvis et al., 2001). Therefore, this study used
this method to test the significant relationships between variables.

Table 5 and Fig. 2 presented that social media marketing activities
positively and significantly affected social identification, supporting H1
and H2 (SMMA → SI: β = 0.635, t-value = 17.155; SMMA → PV:
β = 0.557, t-value = 11.205). However, social media marketing activ-
ities had no significant direct effect on satisfaction; thus, H3 was not
supported (β = 0.079, t-value = 1.505). The analysis showed that so-
cial identification had a significant effect on satisfaction and PV, sup-
porting H4 and H5 (SI → PV: β = 0.387, t-value = 7.553; SI → SAT:
β = 0.383, t-value = 8.907). H6 in this study was also supported
(β = 0.493, t-value = 8.444). The analysis results indicated that PV had
a positive effect on satisfaction. Finally, satisfaction positively and
significantly affected continuance intention, participation intention and
purchase intention (SAT → CI: β = 0.780, t-value = 31.441; SAT →
PAI: β = 0.706, t-value = 27.638; SAT → PUI: β = 0.484, t-
value = 25.486). The values of Q-square for social identity
(Q2 = 0.311), perceived value (Q2 = 0.381), satisfaction
(Q2 = 0.604), continuance intention (Q2 = 0.455), participation in-
tention (Q2 = 0.370) and purchase intention (Q2 = 0.434) are greater
than zero, indicating that our proposed model has sufficient predictive
power.

4.3. Testing of mediation effects

In order to evaluate whether the mediation model proposed in this
study was statistically meaningful, path analysis and the Sobel test were
used (Sobel, 1982). This study used the Sobel test to obtain Z values to

approximate p-values in order to judge whether there was significant
indirect effect (as shown in Table 6). The mediator provides significant
mediation effect between the independent variable and the dependent
variable if the absolute z-value of a mediator is > 1.96.

The present study further used the Bootstrapping method with bias-
corrected confidence estimates to estimate effects of the mediators
(Hayes and Preacher, 2014). We adopted the 95% confidence interval
of the specific mediating effects was obtained with 10,000 bootstrap re-
samples. Zero value did not fall in the 95% confidence interval sug-
gesting that the significance mediation effects confirmed.

5. Discussion

This study was based on social media marketing activities proposed
by Kim and Ko (2012) and investigated the influencing factors of the
three types of user social media intention. The empirical results of this
study make two important conclusions and contributions. First, the
effects of social media marketing activities have mostly gone over-
looked in most studies on social websites. This study confirmed that
social media marketing activities has a significant influence on social
identification and PV, which in turn affect satisfaction, continuance
intention, participation intention and purchase intention. Thus, this
model helps understand users' usage intention for social media. Social
media marketing activities is an important factor that influences users'
continuance intention, participation intention and purchase intention.
Social media marketing can help maintain corporate brands. In the past,
keyword advertising and blog marketing were based on content. Social

Table 5
Summary of inner model results.

Hypothesis Path coefficient t-Value Result

H1:SMMA → SI 0.628*** 17.033 Supported
H2:SMMA → PV 0.541*** 10.725 Supported
H3:SMMA → SAT 0.067 1.262 Not supported
H4:SI → PV 0.401*** 7.852 Supported
H5:SI → SAT 0.384*** 8.846 Supported
H6:PV → SAT 0.493*** 8.444 Supported
H7:SAT → CI 0.780*** 31.441 Supported
H8:SAT → PAI 0.706*** 27.170 Supported
H9:SAT → PUI 0.710*** 25.486 Supported

Note 1: SMMA = Social Media Marketing Activities; SI = Social Identification;
PV = Perceived Value; SAT = Satisfaction; CI = Continuance Intention;
PAI = Participation Intention; PUI = Purchase Intention. Note 2: * p-value <
0.05; ** p-value < 0.01; *** p-value < 0.001. Note 3: Number of bootstrap
samples = 10,000.
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(R2= 0.499)

Social Media 
Marketing 
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Fig. 2. Standardized path coefficients and significance of inner model.

Table 6
Mediation effects testing.

Relationship z-Value of Sobel
test

Bias-corrected percentile bootstrap
confidence intervals (95%)

SMMA → SI → SAT 7.906*** (0.190, 0.307)
SMMA → SI → PV 6.913*** (0.159, 0.320)
SMMA → PV → SAT 6.597*** (0.194, 0.346)
SI → SAT → CI 8.570*** (0.244, 0.382)
SI → SAT → PAI 8.478*** (0.221, 0.347)
SI → SAT → PUI 8.408*** (0.223, 0.345)
SI → PV → SAT 5.544*** (0.323, 0.467)
PV → SAT → CI 7.900*** (0.588, 0.697)
PV → SAT → PAI 7.828*** (0.530, 0.636)
PV → SAT → PUI 7.770*** (0.534, 0.647)

Note 1: SMMA = Social Media Marketing Activities; SI = Social Identification;
PV = Perceived Value; SAT = Satisfaction; CI = Continuance Intention;
PAI = Participation Intention; PUI = Purchase Intention. Note 2: Number of
bootstrap samples = 10,000. Note 2: *** p-value < 0.001.
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media marketing reaches target audiences and improves the effect of
the transmitted information via a long-term, close relationship with the
online community (Holzner, 2008). In practice, social media service
providers should consider how to increase the effects of social media
marketing activities. Community operators are suggested to increase
forum content and activities (e.g., test reports for new products, trials
for group members, sharing how you became a fan of the brand, and
sharing user experiences, as well as using a motivation system to in-
crease member interaction) before social media marketing activities.
Members can be invited to share the reasons they chose the brand over
competitors so that others are aware of other competing brands. The
resulting discussions provide members with more opportunities to
consider why they prefer the brand and why they avoid other brands,
thus strengthening community cohesion and brand loyalty.

Second, most administrators focus on whether managing a brand
community can help their own brand or create a business advantage.
Marketing tools and strategies have fundamentally changed since the
appearance of social media (Mangold and Faulds, 2009). Consumers'
sources of product information for purchase decisions have shifted from
traditional media to social media. Therefore, in this age of social media,
companies must consider how to control message content and pub-
lication timing and frequency in order to achieve marketing goals. The
results of this study confirm that if companies can help users identify
with their brand community, users' positive relationships with the
brands they like can be strengthened and users may also stop pur-
chasing competitor products. Thus, companies can conclude from this
study that management of an online brand community and strategies to
cultivate members' community identity can help brand business per-
formance and inspire community members to reject competing brands.

Despite the efforts to conduct rigorous research structure, research
methodology, and data collection, there were several limitations that
can be addressed in future studies. First, online questionnaires were
used for partial data collection; as some respondents may have been
more willing to complete the questionnaire due to their social com-
munity identity, leading to self-selection bias which may affect the
external validity of the results. Second, the collected sample in this
study was cross-sectional; thus, the analysis results can only explain
individual usage behavior for currently popular social media. However,
different types of social media offer different services; therefore, users
long-term use or changes in usage demands still require long-term ob-
servation. The growth model analysis results based on users' browsing
experiences and experiential values at different time periods in future
longitudinal studies may be more conclusive of the causal relationship
between variables. Third, users in different areas or countries seem to
have preferences for certain social media. The further study should
explore why individuals from different countries or with different cul-
tural backgrounds choose different social media and whether these
individuals have different motivations and demands for social media
require international and multi-website research for further investiga-
tion. Additionally, the characteristics of new social networking web-
sites, such as brevity and immediacy of Twitter or the game-like feel of
Facebook, are unique from traditional social networking websites and
many researchers overlook this shift. This study only investigated the
effects of social media marketing activities; any other characteristics of
new social networking websites and their effects on usage demands or
usage behavior must be examined in future research. Lastly, future
research can examine whether different characteristics (e.g., person-
ality or technology readiness) affect social media marketing activities or
members' community participation.

Acknowledgement

This research was supported by Ministry of Science and Technology,
Taiwan, under Grant numbers: MOST 106-2410-H-992-349.

References

Abdullah, D., Jayaraman, K., Kamal, S.B.M., 2016. A Conceptual Model of Interactive
Hotel Website: The Role of Perceived Website Interactivity and Customer Perceived
Value Toward Website Revisit Intention. Procedia Econ. Financ. 37, 170–175.

Agapito, D., Mendes, J., Valle, P., 2013. Exploring the conceptualization of the sensory
dimension of tourist experiences. J. Destination Mark. Manag. 2 (2), 62–73.

Algesheimer, R., Dholakia, U.M., Herrmann, A., 2005. The social influence of brand
community: evidence from European car clubs. J. Mark. 69 (3), 19–34.

Anderson, J.C., Gerbing, D.W., 1988. Structural equation modeling in practice: a review
and recommended two-step approach. Psychol. Bull. 103 (3), 411–423.

Anderson, E.W., Sullivan, M.W., 1993. The antecedents and consequences of customer
satisfaction for firms. Mark. Sci. 12 (2), 125–143.

Bagozzi, R.P., Dholakia, U.M., 2006. Antecedents and purchase consequences of customer
participation in small group brand communities. Int. J. Res. Mark. 23 (1), 45–61.

Bhattacharya, C.B., Sen, S., 2003. Consumer-company identification: a framework for
understanding consumers' relationships with companies. J. Mark. 67 (2), 76–88.

Bhattacherjee, A., 2001. Understanding information systems continuance: an expectation-
confirmation model. MIS Q. 25 (3), 351–370.

Bhattacherjee, A., Barfar, A., 2011. Information technology continuance research: current
state and future directions. Asia Pac. J. Inf. Syst. 21 (2), 1–18.

Bhattacherjee, A., Perols, J., Sanford, C., 2008. Information technology continuance: a
theoretical extension and empirical test. J. Comput. Inf. Syst. 49 (1), 17–26.

Blackwell, R.D., Miniard, P.W., Engel, J.F., 2001. Consumer Behav- iour, 9th edn.
Harcourt College Publishers, Orlando, FL.

Blanchard, A.L., 2007. Development a sense of virtual community measure.
CyberPsychol. Behav. 10 (6), 827–830.

Boyd, T.C., Mason, C.H., 1999. The link between attractiveness of “extrabrand” attributes
and the adoption of innovations. J. Acad. Mark. Sci. 27 (3), 306–319.

Butz Jr., H.E., Goodstein, L.D., 1997. Measuring customer value: Gaining the strategic
advantage. Organ. Dyn. 24 (3), 63–77.

Casaló, L.V., Flavián, C., Guinalíu, M., 2010. Determinants of the intention to participate
in firm-hosted online travel communities and effects on consumer behavioral inten-
tions. Tour. Manag. 31 (6), 898–911.

Calver, S.J., Page, S.J., 2013. Enlightened hedonism: exploring the relationship of service
value, visitor knowledge and interest, to visitor enjoyment at heritage attractions.
Tour. Manag. 39, 23–36.

Chen, S.C., Lin, C.P., 2015. The impact of customer experience and perceived value on
sustainable social relationship in blogs: an empirical study. Technol. Forecast. Soc.
Chang. 96, 40–50.

Chen, S.C., Yen, D.C., Hwang, M.I., 2012. Factors influencing the continuance intention to
the usage of Web 2.0: an empirical study. Comput. Hum. Behav. 28 (3), 933–941.

Chen, S.C., Liu, M.L., Lin, C.P., 2013. Integrating technology readiness into the ex-
pectation–confirmation model: an empirical study of mobile services. Cyberpsychol.
Behav. Soc. Netw. 16 (8), 604–612.

Chen, S.C., Chiu, Y.B., Lai, M.T., Wu, C.H., Chen, H.H., Zhang, S.Y., 2014. An empirical
study of users' loyalty on virtual communities: the prospective of fundamental in-
terpersonal relations orientation. J. E-Bus. 16 (3), 309–338.

Chin, W.W., 1998. The partial least squares approach to structural equation modeling.
Mod. Methods Bus. Res. 295 (2), 295–336.

Chin, W.W., Newsted, P.R., 1999. Structural equation modelling analysis with samples
using partial least squares. In: Hoyle, R. (Ed.), Statistical Strategies for Small Sample
Research. Sage, Thousand Oaks, CA, pp. 307–341.

Cheung, C.M., Lee, M.K., 2009. Understanding the sustainability of a virtual community:
model development and empirical test. J. Inf. Sci. 35 (3), 279–298.

Dann, S., 2010. Redefining social marketing with contemporary commercial marketing
definitions. J. Bus. Res. 63 (2), 147–153.

De Nisco, A., Warnaby, G., 2014. Urban design and tenant variety influences on con-
sumers' emotions and approach behavior. J. Bus. Res. 67 (2), 211–217.

Debatin, B., Lovejoy, J.P., Horn, A.K., Hughes, B.N., 2009. Facebook and online privacy:
attitudes, behaviors, and unintended consequences. J. Comput.-Mediat. Commun. 15
(1), 83–108.

Dholakia, U.M., Bagozzi, R.P., Pearo, L.K., 2004. A social influence model of consumer
participation in network and small group based virtual communities. Int. J. Res.
Mark. 21 (3), 241–263.

Dodds, W.B., Monroe, K.B., Grewal, D., 1991. The effects of price, brand, and store in-
formation on buyers, product evaluations. J. Mark. Res. 28 (3), 307–319.

Dongjin, L.I., Shenghui, A.N., Kai, Y., 2008. Exploring Chinese consumer repurchasing
intention for services: An empirical investigation. J. Consum. Behav. 7 (6), 448–460.

Farquhar, J., Rowley, J., 2006. Relationships and online consumer communities. Bus.
Process. Manag. J. 12 (2), 162–177.

Fishbein, M., Ajzen, I., 1975. Belief, attitude, intention, and behaviour: an introduction to
theory and research. Addison-Wesley, Reading, MA.

Fornell, C., Larcker, D.F., 1981. Evaluating structural equation models with unobservable
variables and measurement error. J. Mark. Res. 18 (1), 39–50.

Gold, A.H., Malhotra, A., Segars, A.H., 2001. Knowledge management: an organizational
capabilities perspective. J. Manag. Inf. Syst. 18 (1), 185–214.

Grace, D., O'Cass, A., 2004. Examining service experiences and post-consumption eva-
luations. J. Serv. Mark. 18 (6), 450–461.

Grewal, D., Monroe, K.B., Krishnan, R., 1998. The effects of price-comparison advertising
on buyers' perceptions of acquisition value, transaction value, and behavioral in-
tentions. J. Mark. 62 (2), 46–59.

Grönroos, C., 2008. Service logic revisited: who creates value? And who co-creates? Eur.
Bus. Rev. 20 (4), 298–314.

S.-C. Chen, C.-P. Lin Technological Forecasting & Social Change 140 (2019) 22–32

30

http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0005
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0005
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0005
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9005
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9005
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0010
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0010
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0015
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0015
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9010
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9010
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9025
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9025
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0035
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0035
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0040
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0040
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0045
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0045
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0050
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0050
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9015
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9015
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0020
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0020
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0055
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0055
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0025
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0025
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0030
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0030
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0030
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0060
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0060
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0060
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0065
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0065
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0065
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0070
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0070
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0075
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0075
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0075
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0080
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0080
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0080
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0085
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0085
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0090
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0090
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0090
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8035
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8035
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8040
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8040
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9045
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9045
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8095
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8095
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8095
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8050
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8050
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8050
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0100
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0100
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8055
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8055
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8060
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8060
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9065
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9065
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8105
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8105
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0110
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0110
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9070
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9070
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9075
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9075
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9075
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9080
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9080


Hair Jr., J.F., Hult, G.T.M., Ringle, C., Sarstedt, M., 2016. A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). Sage Publications.

Hair Jr., J.F., Black, W.C., Babin, B.J., Anderson, R.E., 2010. Multivariate Data Analysis: A
Global Perspective, 7th ed. Pearson Education International.

Hayes, A.F., Preacher, K.J., 2014. Statistical mediation analysis with a multicategorical
independent variable. Br. J. Math. Stat. Psychol. 67 (3), 451–470.

He, H., Li, Y., Harris, L., 2012. Social identity perspective on brand loyalty. J. Bus. Res. 65
(5), 648–657.

Henseler, J., Ringle, C.M., Sarstedt, M., 2015. A new criterion for assessing discriminant
validity in variance-based structural equation modeling. J. Acad. Mark. Sci. 43 (1),
115–135.

Heskett, J.L., Jones, T.O., Loveman, G.W., Sasser, W.E., Schlesinger, L.A., 1994. Putting
the service-profit chain to work. Harv. Bus. Rev. 72 (2), 164–174.

Holbrook, M.B., 1994. The nature of customer value: an axiology of services in the
consumption experience. In: Rust, Roland T., Oliver, Richard L. (Eds.), Service
Quality: New Directions in Theory and Practice. Sage, Newbury Park, CA, pp. 21–71.

Holzner, S., 2008. Facebook marketing: leverage social media to grow your business.
Pearson Education.

Hong, S., Thong, J.Y., Tam, K.Y., 2006. Understanding continued information technology
usage behavior: a comparison of three models in the context of mobile internet. Decis.
Support. Syst. 42 (3), 1819–1834.

Horng, J.S., Chou, S.F., Liu, C.H., Tsai, C.Y., 2013. Creativity, aesthetics and eco-friend-
liness: a physical dining environment design synthetic assessment model of in-
novative restaurants. Tour. Manag. 36, 15–25.

Hosany, S., Witham, M., 2010. Dimensions of cruisers' experiences, satisfaction, and in-
tention to recommend. J. Travel Res. 49 (3), 351–364.

Hsu, H.Y., Tsou, H.T., 2011. Understanding customer experiences in online blog en-
vironments. Int. J. Inf. Manag. 31 (6), 510–523.

Huang, C.Y., Chou, C.J., Lin, P.C., 2010. Involvement theory in constructing bloggers'
intention to purchase travel products. Tour. Manag. 31 (4), 513–526.

Hulland, J., 1999. Use of partial least squares (PLS) in strategic management research: a
review of four recent studies. Strateg. Manag. J. 20 (2), 195–204.

Java, A., Song, X., Finin, T., Tseng, B., 2009. Why we twitter: An analysis of a micro-
blogging community. In: Advances in Web Mining and Web Usage Analysis. Springer,
Berlin Heidelberg, pp. 118–138.

Kang, J., Tang, L., Fiore, A.M., 2014. Enhancing consumer–brand relationships on res-
taurant Facebook fan pages: maximizing consumer benefits and increasing active
participation. Int. J. Hosp. Manag. 36, 145–155.

Kaplan, A.M., Haenlein, M., 2010. Users of the world, unite! The challenges and oppor-
tunities of social media. Bus. Horiz. 53 (1), 59–68.

Keng, C.J., Ting, H.Y., 2009. The acceptance of blogs: using a customer experiential value
perspective. Internet Res. 19 (5), 479–495.

Keng, C.J., Huang, T.L., Zheng, L.J., Hsu, M.K., 2007. Modeling service encounters and
customer experiential value in retailing: An empirical investigation of shopping mall
customers in Taiwan. Int. J. Serv. Ind. Manag. 18 (4), 349–367.

Khalifa, A.S., 2004. Customer value: a review of recent literature and an integrative
configuration. Manag. Decis. 42 (5), 645–666.

Kim, H.Y., Chung, J.E., 2011. Consumer purchase intention for organic personal care
products. J. Consum. Mark. 28 (1), 40–47.

Kim, H.W., Chan, H.C., Gupta, S., 2007. Value-based adoption of mobile Internet: an
empirical investigation. Decis. Support. Syst. 43 (1), 111–126.

Kim, A.J., Ko, E., 2012. Do social media marketing activities enhance customer equity?
An empirical study of luxury fashion brand. J. Bus. Res. 65 (10), 1480–1486.

Kim, D., Perdue, R.R., 2013. The effects of cognitive, affective, and sensory attributes on
hotel choice. Int. J. Hosp. Manag. 35, 246–257.

Komppula, R., Gartner, W.C., 2012. Hunting as a travel experience: An auto-ethnographic
study of hunting tourism in Finland and the USA. Tour. Manag. 35, 168–180.

Lai, A.W., 1995. Consumer Values, Product Benefits and Customer Value: A Consumption
Behavior Approach. Adv. Consum. Res. 22 (1), 381–388.

Ledden, L., Kalafatis, S.P., Samouel, P., 2007. The relationship between personal values
and perceived value of education. J. Bus. Res. 60 (9), 965–974.

Liao, C., Chen, J.L., Yen, D.C., 2007. Theory of planning behavior (TPB) and customer
satisfaction in the continued use of e-service: An integrated model. Comput. Hum.
Behav. 23 (6), 2804–2822.

Limayem, M., Hirt, S.G., Cheung, C.M., 2007. How habit limits the predictive power of
intention: the case of information systems continuance. MIS Q. 705–737.

Lovelock, C.H., 2001. Services Marketing, 4th ed. Prentice Hall International.
Lu, Y., Zhao, L., Wang, B., 2010. From virtual community members to C2C e-commerce

buyers: Trust in virtual communities and its effect on consumers’ purchase intention.
Electron. Commer. Res. Appl. 9 (4), 346–360.

Majchrzak, A., Malhotra, A., John, R., 2005. Perceived individual collaboration know-
how development through information technology–enabled contextualization: evi-
dence from distributed teams. Inf. Syst. Res. 16 (1), 9–27.

Mangold, W.G., Faulds, D.J., 2009. Social media: The new hybrid element of the pro-
motion mix. Bus. Horiz. 52 (4), 357–365.

Mathwick, C., Malhotra, N., Rigdon, E., 2001. Experiential value: conceptualization,
measurement and application in the catalog and Internet shopping environment. J.
Retail. 77 (1), 39–56.

McAlexander, J.H., Schouten, J.W., Koenig, H.F., 2002. Building brand community. J.
Mark. 66 (1), 38–54.

Morwitz, V.G., Schmittlein, D., 1992. Using segmentation to improve sales forecasts based
on purchase intent: Which" intenders" actually buy? J. Mark. Res. 391–405.

Muniz, A.M.J., O'Guinn, T.C., 2001. Brand community. J. Consum. Res. 27 (4), 412–432.
Muniz, A.M.J., Schau, H.J., 2005. Religiosity in the abandoned Apple Newton brand

community. J. Consum. Res. 31 (4), 737–747.
Nunnally, J.C., Bernstein, I.H., 1994. Psychometric Theory, 3rd ed. McGraw-Hill, New

York.
Oliver, R.L., 1980. A cognitive model of the antecedents and consequences of satisfaction

decisions. J. Mark. Res. 17 (4), 460–469.
Olsen, S.O., 2002. Comparative evaluation and the relationship between quality, sa-

tisfaction, and repurchase loyalty. J. Acad. Mark. Sci. 30 (3), 240–249.
Papista, E., Dimitriadis, S., 2012. Exploring consumer-brand relationship quality and

identification: qualitative evidence from cosmetics brands. Qual. Mark. Res. Int. J. 15
(1), 33–56.

Pavlou, P.A., Liang, H., Xue, Y., 2007. Understanding and mitigating uncertainty in online
exchange relationships: a principal-agent perspective. MIS Q. 31 (1), 105–136.

Petrick, J.F., Backman, S.J., 2001. An examination of golf travelers' satisfaction, perceived
value, loyalty, and intentions to revisit. Tour. Anal. 6 (3/4), 223–237.

Petter, S., Straub, D., Rai, A., 2007. Specifying formative constructs in information sys-
tems research. MIS Q. 31 (4), 623–656.

Prahalad, C.K., Ramaswamy, V., 2004. Co-creation experiences: The next practice in
value creation. J. Interact. Mark. 18 (3), 5–14.

Podsakoff, P.M., Organ, D.W., 1986. Self reports in organizational research: problems and
prospects. J. Manag. 12 (4), 531–544.

Purvis, R.L., Sambamurthy, V., Zmud, R.W., 2001. The assimilation of knowledge plat-
forms in organizations: an empirical investigation. Organ. Sci. 12 (2), 117–135.

Raacke, J., Bonds-Raacke, J., 2008. MySpace and Facebook: Applying the uses and
gratifications theory to exploring friend-networking sites. CyberPsychol. Behav. 11
(2), 169–174.

Ravald, A., Gronroos, C., 1996. The value concept and relationship marketing. Eur. J.
Mark. 30 (2), 19–30.

Ringle, C.M., Wende, S., Becker, J.M., 2015. SmartPLS 3. SmartPLS GmbH,
Boenningstedt. http://www.smartpls.com.

Roca, J.C., Chiu, C.M., Martínez, F.J., 2006. Understanding e-learning continuance in-
tention: An extension of the Technology Acceptance Model. Int. J. Hum. Comput.
Stud. 64 (8), 683–696.

Ryu, K., Han, H., Jang, S.S., 2010. Relationships among hedonic and utilitarian values,
satisfaction and behavioral intentions in the fast-casual restaurant industry. Int. J.
Contemp. Hosp. Manag. 22 (3), 416–432.

Schiffman, L.G., Kanuk, L.L., 2009. Customer Behaviour, 10th ed. Prentice Hall.
Shen, A.X.L., Cheung, C.K., Lee, M.O., Chen, Huaping, 2011. How social influence affects

we-intention to use instant messaging: The moderating effect of usage experience. Inf.
Syst. Front. 13 (2), 157–169.

Sheth, J.N., Newman, B.I., Gross, B.L., 1991. Why we buy what we buy: a theory of
consumption values. J. Bus. Res. 22 (2), 159–170.

Sheu, J.J., Su, Y.H., Chu, K.T., 2009. Segmenting online game customers–the perspective
of experiential marketing. Expert Syst. Appl. 36 (4), 8487–8495.

Shobeiri, S., Laroche, M., Mazaheri, E., 2013. Shaping e-retailer’s website personality: The
importance of experiential marketing. J. Retail. Consum. Serv. 20 (1), 102–110.

Sicilia, M., Palazon, M., 2008. Brand communities on the internet: a case study of Coca-
Cola's Spanish virtual community. Corp. Commun. Int. J. 13 (3), 255–270.

Sirdeshmukh, D., Singh, J., Sabol, B., 2002. Consumer trust, value, and loyalty in rela-
tional exchanges. J. Mark. 66 (1), 15–37.

So, K.K.F., King, C., Sparks, B.A., Wang, Y., 2013. The influence of customer brand
identification on hotel brand evaluation and loyalty development. Int. J. Hosp.
Manag. 34, 31–41.

Sobel, M.E., 1982. Asymptotic intervals for indirect effects in structural equations models.
In: Leinhart, S. (Ed.), Sociological Methodology. Jossey-Bass, San Francisco, pp.
290–312.

Sweeney, J.C., Soutar, G.N., 2001. Consumer perceived value: the development of a
multiple item scale. J. Retail. 77 (2), 203–220.

Tajfel, H., Turner, J.C., 2004. The social identity theory of intergroup behavior. In: Jost,
J.T., Sidanius, J. (Eds.), Political Psychology: Key Readings. Psychology Press,
London, pp. 276–293.

Tan, M., Teo, T.S.H., 2000. Factors influencing the adoption of Internet banking. J. Assoc.
Inf. Syst. 1 Article 5.

Tenenhaus, M., Vinzi, V.E., Chatelin, Y.M., Lauro, C., 2005. PLS path modeling. Comput.
Stat. Data Anal. 48 (1), 159–205.

Thaler, R., 1985. Mental accounting and consumer choice. Mark. Sci. 4 (3), 199–214.
Thong, J.Y., Hong, S.J., Tam, K.Y., 2006. The effects of post-adoption beliefs on the ex-

pectation-confirmation model for information technology continuance. Int. J. Hum.
Comput. Stud. 64 (9), 799–810.

Tsaur, S.H., Chiu, Y.T., Wang, C.H., 2007. The visitors behavioral consequences of ex-
periential marketing: an empirical study on Taipei Zoo. J. Travel Tour. Mark. 21 (1),
47–64.

Tynan, C., McKechnie, S., Chhuon, C., 2010. Co-creating value for luxury brands. J. Bus.
Res. 63 (11), 1156–1163.

Van Dolen, W.M., Dabholkar, P.A., De Ruyter, K., 2007. Satisfaction with online com-
mercial group chat: the influence of perceived technology attributes, chat group
characteristics, and advisor communication style. J. Retail. 83 (3), 339–358.

Vera, J., Trujillo, A., 2013. Service quality dimensions and superior customer perceived
value in retail banks: an empirical study on Mexican consumers. J. Retail. Consum.
Serv. 20 (6), 579–586.

Verhagen, T., Van Dolen, W., 2009. Online purchase intentions: A multi-channel store
image perspective. Inf. Manag. 46 (2), 77–82.

Verhagen, T., Feldberg, F., van den Hooff, B., Meents, S., Merikivi, J., 2011. Satisfaction
with virtual worlds: An integrated model of experiential value. Inf. Manag. 48 (6),
201–207.

S.-C. Chen, C.-P. Lin Technological Forecasting & Social Change 140 (2019) 22–32

31

http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0115
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0115
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0120
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0120
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0125
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0125
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8085
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8085
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0130
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0130
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0130
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9090
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9090
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0135
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0135
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0135
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0095
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0095
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0140
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0140
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0140
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0145
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0145
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0145
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0150
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0150
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0155
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0155
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9100
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9100
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0160
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0160
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0105
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0105
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0105
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0165
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0165
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0165
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0170
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0170
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8110
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8110
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8115
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8115
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8115
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9120
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9120
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9125
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9125
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8130
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8130
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0175
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0175
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0180
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0180
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9135
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9135
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9140
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9140
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8145
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8145
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8150
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8150
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8150
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0190
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0190
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8155
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8160
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8160
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8160
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0195
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0195
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0195
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8165
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8165
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0200
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0200
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0200
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0205
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0205
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8170
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8170
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0210
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8175
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8175
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0215
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0215
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9180
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9180
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0185
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0185
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9190
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9190
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9190
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0220
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0220
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8195
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8195
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0225
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0225
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8200
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8200
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0230
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0230
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0235
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0235
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9205
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9205
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9205
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9210
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9210
http://www.smartpls.com
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9215
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9215
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9215
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0245
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0245
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0245
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9220
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8225
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8225
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8225
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8230
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8230
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0250
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0250
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8235
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8235
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0255
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0255
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0260
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0260
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9240
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9240
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9240
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0265
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0265
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0265
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8245
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8245
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8270
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8270
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8270
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0275
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0275
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0280
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0280
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9250
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0285
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0285
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0285
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0290
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0290
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0290
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9255
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9255
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9260
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9260
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9260
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0295
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0295
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0295
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9265
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9265
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0270
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0270
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0270


Wellman, B., 2001. Computer networks as social networks. Science 293 (5537),
2031–2034.

Wetzels, M., Odekerken-Schröder, G., Van Oppen, C., 2009. Using PLS path modeling for
assessing hierarchical construct models: guidelines and empirical illustration. MIS Q.
33 (1), 177–195.

Wittmer, A., Rowley, E., 2014. Customer value of purchasable supplementary services:
The case of a European full network carrier's economy class. J. Air Transp. Manag. 34,
17–23.

Wu, C.H.J., Liang, R.D., 2009. Effect of experiential value on customer satisfaction with
service encounters in luxury-hotel restaurants. Int. J. Hosp. Manag. 28 (4), 586–593.

Yu, J., Zo, H., Kee Choi, M., P. Ciganek, A., 2013. User acceptance of location-based social
networking services: an extended perspective of perceived value. Online Inf. Rev. 37
(5), 711–730.

Zeithaml, V.A., 1988. Consumer perceptions of price, quality and value: a means-end
model and synthesis of evidence. J. Mark. 52 (3), 2–22.

Zhou, Z., Zhang, Q., Su, C., Zhou, N., 2012. How do brand communities generate brand
relationships? Intermediate mechanisms. J. Bus. Res. 65 (7), 890–895.

Shih-Chih Chen presently serves as an Associate Professor of Department of Information
Management at National Kaohsiung University of Science and Technology, Taiwan. His
research interests include electronic commerce, marketing, social media applications and
managerial issues of emerging technologies. He has published several articles in
Technological Forecasting and Social Change, Computers in Human Behavior, Internet
Research, Cyberpsychology Behavior and Social Networking, Personnel Review, Journal of
Service Management, International Journal of Mobile Communications, Sustainability, Journal
of Medical Systems, Computer Standards & Interfaces, Industrial Management & Data Systems,
and Human and Ecological Risk Assessment.

Chieh-Peng Lin is a Professor in the Institute of Business & Management, National Chiao
Tung University, Taiwan. His research interests focus on the social science related to
organizational behavior and information technology. His work has been published in a
variety of journals including International Journal of Electronic Commerce, Information
Systems Journal, Computers in Human Behavior, CyberPsychology & Behavior, Electronic
Commerce Research and Applications, Group & Organization Management, Human Relations,
Journal of Business Ethics, Technological Forecasting and Social Change, etc.

S.-C. Chen, C.-P. Lin Technological Forecasting & Social Change 140 (2019) 22–32

32

http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9275
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9275
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0305
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0305
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0305
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9280
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9280
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9280
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8285
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8285
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9290
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9290
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf9290
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8295
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf8295
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0310
http://refhub.elsevier.com/S0040-1625(18)31157-0/rf0310

	Understanding the effect of social media marketing activities: The mediation of social identification, perceived value, and satisfaction
	Introduction
	Literature review and development of hypotheses
	Social media marketing activities
	Perceived value (PV)
	Social identification
	Satisfaction
	Three types of intention
	Development of hypotheses

	Research method
	Subjects

	Data analysis
	Outer model and scale validation
	Inner model and hypotheses testing
	Testing of mediation effects

	Discussion
	Acknowledgement
	References




