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ABSTRACT

With the advancement of the Internet, a new two-way interactive mode of
communication has been developed in the virtual community called social media. Today,
social media is an extension of interpersonal relationships and business activities.
Facebook fan pages are the most popular type. Although free and easy to use, it is a highly
competitive business environment, making it difficult for brands to operate. It is shown in
the literature that the ways of posting are keys to success of the operating a business social
media account. Therefore, it is important to find the best strategy for developing posts.

The objective of this study is to identify which factors affect the fans' Like, Comment
and Sharing interactions. There are four dimensions with variables considered here: media
characteristics (vividness and interactivity), post content (brand property, incentive
marketing and positive commentary), content appeal (brand centrality and emotional
appeal), and hard criterion (posting time and number of posting). The brand fan page of
Uniglo Taiwan is employed as a case study, in which 1312 posts are analyzed using a
regression technique. It is found that the three dimensions of media characteristics, post
content and content appeal significantly affect all fan interactions, while the dimension of
hard criterion has no significant impact. The most effective variables for Like and
Comment interaction are incentive marketing, vividness and brand property. For fan
Sharing behavior, the most predictive ones are incentive marketing, vividness and brand
centrality. Based on the results, some fan page posting strategies are proposed to improve

the performance of the fan interaction behavior.
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