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ABSTRACT

Recently,anewwaveofbusinessopportunitieshasemergedbyintegratingsocialmediaandcommerce.
Althoughmanyhospitalityorganizationshaveconsideredonlinesocialcommunitiesaspotential
channelsforpromotion,mostofthemhavefailedtoobtainsalesfromcommunitymembers.Therefore,
thepurposeofthisstudywastoproposeandexamineanewresearchmodelthatcancapturecognitive-
andaffective-basedtrustelementsinfluencingfans’behavioralintentiontopurchasebyaffectingtheir
firmcommitment.Asurveyof393Facebookparticipantsfoundstrongsupportforthemodel.The
resultsindicatedthatFacebookfans’perceptionsoffirmcommitmentcouldbeastrongpredictorof
theirbuyingintention.Factorsofbuildingcognitivetrust(i.e.perceivedreputation,perceivedability,
andinformationquality)aswellasaffectivetrust(i.e.perceivedbenevolence,perceivedintegrity
andperceived social presence)were the critical components significantly influencing fans’ firm
commitment.Theoreticalandpracticalimplicationsoftheresultsarediscussed.
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1. INTRoDUCTIoN

Socialnetworkingsites(SNSs),definedasweb-basedservices,havebeenaroundsincethemid-
90’s,butinrecentyears,socialnetworkinghasexplodedacrosstheInternet,providingpeoplewith
threemajorcapabilities(Boyd&Ellison,2007):First,thecapabilitytobuildapublicorsemi-public
profile;second,thecapabilitytofindalistofotheruserswithwhomaconnectionisshared;and
third,thecapabilityofindividualstoobserveandtracktheirconnectionsaswellasthosemadeby
others.PopularSNSs includeFacebook,MySpace,Friendster,Twitter,andsoon.From2012 to
2019,FacebooksurgedpastMySpacetobecomethemostpopularsocialnetwork(Nations,2013).
AccordingtoRouseetal.(2010),aFacebook“fan”isauserwho“likes”aparticularpage.Ifusers
choosetoclick“likes”forapage,theyarethenabletogetupdatesfromthatpage’sadministrator
throughstatusupdates,linkpostsandeventinvitations.Fansdisplaylistsofpagestheyhave“liked”
on theirprofile, under the “interests” sectionof their information tab.Furthermore, aFacebook
companyfanpageisaFacebookpagespecifictoabusiness/organization,asopposedtoapersonal
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page(Squidoo,2013).ThosewholaunchaFacebookcompanyfanpagedosoinordertomarketa
businessortocollectinterestedfansinoneplaceonline.ThenonceahospitalityfirmmakesaFace
bookcompanyfanpage,itcancommunicatetoallfansregularlyontheirpersonalfeed.

In today’s highly competitive environment, hospitality practitioners have responded to the
opportunitiesofferedbytheInternetbyreducingcostsandprovidingrealtimeinformationtopromote
andselltheirproductstoconsumers(Corritoreetal.,2003;Kimetal.,2013;Pernsteiner&Rauseo,
2000).SNSsarehavingagreatimpactonthedevelopmentofbusinesses.Tostaycompetitiveand
increase revenue, organizations, especiallyhospitality organizations, are increasingly learning to
exploit the potential of SNSs, such as Facebook, for marketing and growth (Hutchings, 2012).
Therefore,manyhospitalityfirmscreateandmakeuseoftheirownFacebookcompanyfanpagein
ordertocollectfansandmaintaintheirrelationshipswiththeirfans.Asapractitioner,throughthe
Facebookfan/businesspage,youcanputthephotos,videos,articles,links,discussions,events,news,
offers,andallformsofinformation-relatedtoyourbusinessinoneplace,yourFacebookbusiness
page.Yourcustomerswillgetupdatedwiththelatestoffersandnewsrelatedtoyourproducts/services.
Youcandirectlyinteractwithyourcustomers,askfortheirfeedback/suggestionsaboutyourproducts/
servicesandalsocreateapre-launchofferonyourpagetotestyourproductorservicewiththem
beforelaunchingitonthemarket.Youwilltherebygetgenuinefeedbackfromyourloyalcustomers.

Becausethevalueofsocialnetworkingcontinuestoincrease,anewwaveofopportunitieshas
resultedfromtheintegrationofsocialmediaandcommerce.Hospitalityorganizationsarelearning
howtoembracesocialmediaandcombineitwithcommercetofullymonetizetheironlineinitiatives.
Althoughmanyorganizationshaveconsideredonlinesocialcommunitiesaspotentialchannelsfor
promotion,mostofthemhavefailedtoobtainsalesfromcommunitymembers(Shanetal.,2005).
Thisphenomenonraisesquestions,suchas:Whatfactorswillactuallycontributetofans’intentionto
convertintoactualbuyers?Understandingthefactorswhichinfluencefans’intentiontotransforminto
onlinebuyersisindispensableforachievingthesuccessfulimplementationofthecompanyfanpage.
Theanswerstothequestionrelatedtotherelevantfactorsmaybeusefulforhospitalityorganizations
todevelopbroaderrelationshipswiththeirfans,facilitatehospitalityfirmsintheirendeavortobenefit
fromtheirfansandfinallyincreasetheirsales.

WhilesomestudieshaveexaminedtheinfluenceofFacebookinvariousways(Baeketal.,2011;
Mehdizadeh,2010;Tongetal.,2008;Zhaoetal.,2008),limitedeffortshavebeenmadetoexplore
factorsinfluencinghospitalitycompanyfans’intentionstoconvertintoactualbuyersinthecontext
ofFacebook.Relatedresearchassertsthatfancommitmenttoavirtualcommunityisimportantfor
cyberfirmstogainbenefitsfromthecommunity(Gupta&Kim,2007).Also,researchersinmarketing
havepointedoutthattrustleadstoahighleveloffirmcommitment,i.e.astrongdesiretomaintaina
relationship(Crosbyetal.,1990;Crosbyetal.,1996).Oneusefulperspectivepositsthattwomajor
typesoftrustcanberecognized:cognitivetrustandaffectivetrust(McAllister,1995).Therefore,the
purposesofthisstudyaretwofold:1.toproposeandexamineanewresearchmodelthatcancapture
cognitive-andaffective-basedtrustelementsinfluencingfans’firmcommitment;and2.toinvestigate
theimpactofcommitmentonfans’behavioralintentiontopurchase.

2. PRoBleM FoRMUlATIoN

2.1 Social Commerce (s-commerce)
S-commercewasofficiallycreatedbyDavidBeach(Beach,2005),theproductmanagerofYahoo!
Shopping.Yahoo!Shoppingreleasedtwoessentialapplications,ShopsphereandPickLists,toenhance
thecompany’scoreshoppingsearchcapabilities.TheShopsphereisaplacetolookforinteresting
andusefulproductsthematicallyarrangedintoPickListsbyothershoppers.PickListsarelistsof
productsonanytopic.WithPickLists,customerscansharetheirknowledgeaboutproductswhich
theyhaveinvestigated,fortheadvantageofthecommunity.CustomerscanseeaPickListintheShop
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