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Abstract

With the development of social media in
social networks, social media has been
widely used in corporate brand marketing. In
a virtual community environment, buyers and
sellers cannot interact directly, and cannot
experience the products directly. The
information of seller can be obtained from
WOM. Under the multi uncertainties, the
risks whether buyers or sellers are required to
be undertaken to improve the buyers and
sellers of trust is very crucial factor. In this
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study, members of FACEBOOK fan page are
discovered, in order to verify the assumptions
Smart PLS analysis. The results of this study
show that the interaction of community
identity and reputation were produced
positive affect the results. If the community
do not agree to join, and community
interaction and word of mouth between
members will be unable to generate
consumer trust, so that the community agree
entirely produce intermediary effect becomes
non-significant.

Keywords: Social media, FACEBOOK fan page,
word of mouth, social identity, trust.
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