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Abstract

Operating a fan page has become a primary
marketing strategy for firms. The final purpose of
fan page operation is to increase profit by
enhancing customers’ commercial information
adoption willingness through the establishment
and maintenance of customer relationships on a
fan page. Based on Elaboration Likelihood
Model, this study used the social capital and
source credibility as the peripheral route related
factors; and the content quality as the central
route related factors, to explore their effects on
fan page followers’ willingness toward the
information adoption. The research results
showed that firms can aggregate social capital by
the operation of fan pages. The results also
revealed that relational social capital, content
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quality, and source credibility have significant
influence on the followers’ perception of
information usefulness. Moreover, the source
credibility, structural social capital, and
cognitional social capital have positive impact on
the attitude to that fan page. Finally, the results
showed that the followers’ perception of
information usefulness and their attitude to a fan
page is positively associated with their
information adoption willingness. The practical
implications were also discussed.

Keywords: Fan Page, Elaboration Likelihood
Model, Content Quality, Source Credibility,
Social Capital
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