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a b s t r a c t

Social media platforms and their associated user-generated content are of increasing significance to the
perception of tourism brands amongst consumers. Online fan pages offer a unique opportunity for
tourism managers to effect positive engagements between their brand and consumer base. By viewing
these online environments in relation to Social Response Theory, this study discerns the impact of brand
fan pages with human-like attributes, suggesting that anthropomorphic cues positively influence user
engagement. Using PLS-SEM analysis, the study empirically tests a theoretically developed higher-order
construct of these anthropomorphic Fan Page Cues, composed of three first-order factors: social inter-
active value, visual appearance and identity attractiveness. Findings indicate that a social media platform
with human-like characteristics positively engages consumers, the theoretical and practical implications
of which are clearly presented.

© 2017 Published by Elsevier Ltd.
1. Introduction and background

Communication through social media is becoming increasingly
sophisticated within the tourism industry, with an accompanied
growth in research towards increasing online brand engagement
behaviours (Hays, Page, & Buhalis, 2013; Leung, Bai, & Stahura,
2015; Zeng & Gerritsen, 2014). Poor financial outcomes of social
media use within tourism businesses (Chan & Guillet, 2011) have
led to increased research into the antecedents of user engagement,
such as involvement (Harrigan, Evers, Miles, & Daly, 2017;
Hollebeek, Glynn, &Brodie, 2014); community characteristics
(Chan, Zheng, Cheung, Lee, & Lee, 2014); and level of satisfaction
(Van Doorn et al., 2010). Yet little attention has been given to the
ez-Vega), K.OGorman@hw.ac.
nature of the engagement object, the fan page itself, and how its
perceived characteristics affect consumer behaviour. This study
offers a new perspective on the nature of social media interactions,
employing Social Response Theory (SRT) to suggest that con-
sumers’ online engagement may be enhanced through the use of
certain anthropomorphic aesthetic and social cues, which we call
Fan Page Cues (FPCs). The theoretical contribution of the paper is to
identify three FPCs (social interactive value, visual appearance, and
identity attractiveness), and trace their impacts upon experiential
flow, fan page engagement, and behavioural intention. A higher-
order construct of FPCs is developed and tested, comprised of
three first-order factors: social interactive value, visual appearance
and identity attractiveness (Lee, Hallak, & Sardeshmukh, 2016). In
examining the relationships between the use of social media sites,
fan page engagement, and financial outcomes for tourism and
hospitality organisations, we attend to the research question: can
tourism fan page perceived characteristics, in the form of FPCs,

mailto:r.perezvega@henley.ac.uk
mailto:K.OGorman@hw.ac.uk
mailto:K.OGorman@hw.ac.uk
http://crossmark.crossref.org/dialog/?doi=10.1016/j.tourman.2017.11.013&domain=pdf
www.sciencedirect.com/science/journal/02615177
http://www.elsevier.com/locate/tourman
https://doi.org/10.1016/j.tourman.2017.11.013
https://doi.org/10.1016/j.tourman.2017.11.013
https://doi.org/10.1016/j.tourman.2017.11.013


R. Perez-Vega et al. / Tourism Management 66 (2018) 339e347340
improve the engagement and behavioural intentions outcomes of
social media users?

2. Literature review

This review introduces SRT and the constructs for FPCs (social
interaction value, visual appearance and identity attractiveness),
experiential flow, fan page engagement, and hedonic and utilitarian
value.

2.1. SRT

SRT suggests that social cues arouse user responses to infor-
mation technologywith human-like attributes (Moon, 2003). There
is increasing evidence that people treat computers as social actors,
and that computer-human interactions are also subject to behav-
iours found in human-human interactions (Moon, 2003). We argue
that responses can also be extended to other types of online pres-
ence, such as social media websites, due to the tendency of human
beings to anthropomorphise inanimate and abstract objects.
Anthropomorphism is understood as the process of attributing
mind, intentions, effortful thinking, emotional states, and behav-
ioural features to non-human objects; a process through which
consumers perceive brands as capable of reasoning and intent
(Puzakova, Kwak, & Rocereto, 2013).

SRT research shows the positive effects of social cues. Avatars
are found to enhance customer satisfaction, attitudes towards
products, behavioural intention and trust in online retailers (Wang
& Fodness, 2010). An avatar's perceived attractiveness increases the
effectiveness of that virtual sales agent for products with low and
moderate involvement (Jin & Bolebruch, 2009). The positive effects
of social cues facilitate purchase intentions and increase trust
amongst older users. Research suggests that social media also
elicits social response, providing interpersonal and highly
communicative interaction among and between consumers and
brand representatives.

As SRT proposes that online environments be treated as
anthropomorphised agents, we posit that Facebook fan pages can
elicit social responses when exhibiting human-like attributes and
social cues. Interactions between a user and fan page are thus
affected by that page's visual appearance and identity attractive-
ness. Likewise, the social interaction value perceived by a fan page
user will be critical in determining the page's social cues. We
develop these three constructs to form FPCs. Wang, Baker, Wagner,
and Wakefield (2007) suggest an aggregated view of social
response cues for e-commerce websites. The distinctiveness of
social media websites lies in their priming elements of user
engagement such as identity, relationships, and socialization
(Kietzmann, Hermkens, McCarthy, & Silvestre, 2011). We propose
that in the context of Facebook fan pages, three aggregated com-
ponents form the cues relevant to eliciting a social response from
users, in terms of fan page engagement and the state of experiential
flow during page interaction: visual appearance, identity attrac-
tiveness and social interaction value. Fig. 1 shows the conceptual
model of online brand fan page engagement; SRT providing its
overarching theory. The model integrates and explores relation-
ships between FPCs, experiential flow (Wang & Hsiao, 2012), fan
page engagement (Verma, Jahn, & Kunz, 2012), hedonic and utili-
tarian values (Overby & Lee, 2006) and behavioural intentions
(Baker & Crompton, 2000; Chen & Tsai, 2007; Fishbein & Ajzen,
1975). FPCs is hypothesised as a higher-order molecular model
embodied by three dimensions: visual appearance, identity
attractiveness and social interaction value.
2.2. FPCs

Visual appearance in an online context refers to website layout,
images, look and feel (Shukla, 2014), indicating performance to
customers and increasing satisfaction during online transactions
(Schlosser, White, & Lloyd, 2006). A well-designed website may
increase consumer confidence and trust (Park & Kim, 2003),
thereby reducing perceptions of risk. Visual appearance is identi-
fied as a success factor for positive return on investment of websites
(Park&Gretzel, 2007). Therefore, we posit that visual appearance is
an important determinant of a fan page's aesthetic cues.

Identity attractiveness is the degree to which individuals are
attracted to, show preference for, and support relationships with a
focal object (e.g. a brand), giving it enduring attributes. Consumers
are likely to be attracted to brands that are similar to the con-
sumer's identity; perceived as distinctive in traits valued by the
consumer, or perceived as prestigious (Bhattacharya & Sen, 2003).
The degree of identity attractiveness of a brand is derived from
identity communications such as advertising, branding efforts, and
other customers (Bhattacharya & Sen, 2003). Similar to human-to-
human interactions, elements of brand identity include a combi-
nation of the core values and demographics portrayed by the brand.
Social media offers a means for interactions between users and
brands, yet little is known concerning the effects of consumer
identification through such channels. We posit that increased
identity attractiveness in social media channels will intensify the
aesthetic and social cues of the fan page. This is supported by
research in human-to-human interactions, where the level of
attractiveness modulates the intensity of the perceived physical
and emotional traits of the attractive versus the unattractive sub-
ject (Main, DeBruine, Little, & Jones, 2010).

Social interaction value is value perceived from the growth,
maintenance and broadening of relationships with others (Jahn &
Kunz, 2012). Research finds this desire for social experience moti-
vating shopping behaviour and the perceived value of the focal
outlet (Kim, Kang, & Kim, 2005). Social interaction may also
motivate engagement in online environments, facilitating con-
sumer interaction, yet is distinct from offline interaction, in
allowing consumer interaction with the brand/merchant, making
the interaction more engaging and enjoyable (Kim, 2002). In the
context of tourism management, social interaction value is inves-
tigated under the construct of ‘togetherness’ or the value of ‘social
interaction for its own sake’ and proposed as an intrinsic other-
oriented active and reactive value (Komppula & Gartner, 2013).
We suggest that when users perceive social interaction value in a
Facebook fan page, the social and aesthetic cues of the page in-
crease, thus:

H1. FPCs are positively related to fan page engagement.
2.3. Experiential flow

Flow is the cognitive state whereby individuals become so
involved in an activity that nothing else matters (Csikszentmihalyi,
2008). Novak, Hoffman and Duhachek (2003) distinguish between
goal-oriented and experiential flow states. Research on the ante-
cedents and consequences of flow in online environments has
evolved from general website use (Novak, Hoffman, & Yung, 2000)
to specific online contexts, e.g. travel agencies (Gao & Bai, 2014),
tourism websites (Skadberg & Kimmel, 2004), e-commerce sites
(Wang et al., 2007). Wang et al. (2007) find the positive impact on
flow of online social cues (mediated by perceived levels of social-
ness). We posit a direct relationship between FPCs and experiential
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flow in social media websites (Oh & Syn, 2015), enhanced by an
environment typified by social interaction. This aligns with
Csikszentmihalyi’s (2008) view that being with others is an
important aspect of experiential flow. Despite the importance of
flow in the online user experience (Novak et al., 2000), its com-
mercial value has been challenged (Zeithaml, Parasuraman, &
Malhotra, 2002). We examine the outcomes of experiential flow
on fan page engagement and behavioural intention, adding to the
body of research linking this construct to other commercial out-
comes (Zhou, Li, & Liu, 2010). We propose:

H2. FPCs are positively related to experiential flow.

H3. Experiential flow is positively related to fan page engagement.

H4. Experiential flow is positively related to behavioural
intention.
2.4. Hedonic and utilitarian value

Interaction relationships occur when cost-benefit consider-
ations exceed any alternative exchange (Park & Kim, 2014). In the
context of online brand communities (e.g. Facebook fan pages),
members fulfil utilitarian needs such as the need for information,
ideas and problem solutions. Thus, we suggest fan page engage-
ment harnesses the utilitarian value of solving problems either by
the brand or other community members. Experiential value in-
volves affective and emotional elements that satisfy hedonic needs
of sensory pleasure (Park & Kim, 2014); elements found in the
consumption experience. Within Facebook fan pages, hedonic
value can be found in mentally and emotionally stimulating in-
teractions between user, brand and other fan page community
members (Nambisan & Baron, 2009). We posit that some of the
value users take from fan page engagement is purely experiential.
Furthermore, there is evidence that utilitarian and hedonic value
(as elements of the customer-perceived value equation of
perceived benefits minus perceived costs) are critical factors
affecting online purchase intentions (Lu & Hsiao, 2010). Therefore,
we propose that both hedonic and utilitarian value can lead to
positive behavioural and purchase intentions towards the prod-
ucts/services interacted with during fan page engagement. We
propose:

H5. Fan page engagement is positively related to hedonic value.

H6. Fan page engagement is positively related to utilitarian value.

H7. Hedonic value is positively related to behavioural intention.

H8. Utilitarian value is positively related to behavioural intention.
2.5. Fan page engagement

Engagement captures different forms of interactions (Hollebeek
et al., 2014), experiences (Brodie, Hollebeek, Juri�c & Ili�c, 2011;
Calder, Malthouseont, & Schaedel, 2009) and participation (Vivek,
Beatty, & Morgan, 2012; Wirtz et al., 2013) between the subject
(customer/consumer) and the object (brands, communities, web-
site). Jahn and Kunz (2012, p.349) define social media fan page
engagement as “an integrative participation in the fan-page com-
munity,” in the form of commenting, liking and sharing content
within and beyond the fan-page community (Perez-Vega, Waite, &
O'Gorman, 2016). Consumer engagement in offline settings (e.g.
festivals) can lead to positive behavioural intentions (Organ,
Koenig-Lewis, Palmer, & Probert, 2015; Sparks, 2007). Following
Harrigan et al.’s (2017) assertion that engagement be treated as a
process rather than an outcome (with evidence of engagement as
an antecedent of loyalty), we posit a relationship between fan page
engagement and behavioural intentions to purchase and use the
brand. Thus:

H9. Fan page engagement is positively related to behavioural
intention.
3. Methods

An online survey was created in Qualtrics. The pilot test led to
minor revisions, and identified the need for a ‘piped text’ survey for
clarity, showing the brand the participant mentioned at the
beginning of the survey. A total of 630 usable responses were
collected over three months in 2014. The majority of participants
were in age category between 26 and 35 years old (31.3%). 56.8%
were male.

Participants selected from a pool of online tourism brands that
they remembered interacting with in the last 6 months, with the
option to add a brand name if none listed met this criteria (see
Appendix A for the survey sample). The conceptualisation of FPCs,
as a composition of its parts, requires a higher-order operationali-
sation (Lee et al., 2016;Wetzels, Odekerken-Schroder,& van Oppen,
2009). This continuous second-order measure includes 12 items
that fall under three factors: social interactive value (Jahn & Kunz,
2012), visual appearance (Shukla, 2014) and identity attractiveness
(Marín & Ruiz de Maya, 2013). The reflective measures include
multiple-item scales for measuring experiential flow (Gao & Bai,
2014), fan page engagement (Jahn & Kunz, 2012), hedonic and
utilitarian value (Wang et al., 2007), and behavioural intentions
(Gefen, Karahanna, & Straub, 2003) (see Appendix A and B for the
full list of items).
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Common Method Variance (CMV) was assessed using Harman's
single-factor. The findings of the factor analysis showed six factors
(the highest portion of variance explained by one factor was 43%). A
commonmethod factor was announced to the structuredmodel via
step-by-step partial least squares (PLS) (Liang, Saraf, Hu, & Xue,
2007). All loadings of the indicators to the common method fac-
tor were non-significant. The average variance of the indicators
explained by the corresponding construct of interest was 62.7%,
while the average method-based variance was 1.1%, yielding a ratio
of 57:1. Therefore, it appeared CMV was not biasing results.
4. Data analysis and results

PLS structural equation modelling (PLS-SEM) is appropriate for
the early stages of theory-building and non-normal distribution
(Hair, Hult, Ringle, & Sarstedt, 2017). Results show that items have
skewness and kurtoses above the required cut-off point of �3
and þ3 (Appendix B). PLS can be used in reflective, formative, and
higher-order models (Hair et al., 2017). Both the measurement and
structural model were examined within SmartPLS 3.0; the non-
parametric bootstrapping technique was tested with 630 samples
(5000 subsamples).
4.1. Analysis of reflective measurement model

Composite reliability (CR), Cronbach's Alpha (a), factor loadings
and average variance extracted (AVE) were employed to test reli-
ability and validity. The factor loadings, CR and a indicated values
above the mandatory thresholds of 0.7 (Hair, Black, Babin, &
Anderson, 2010). The AVE surpassed the threshold of 0.5 for all
constructs (Hair et al., 2010) (see Table 1 and Appendix B). The
Fornell and Larcker (1981) criterion was employed to test
discriminant validity, which requires a construct's AVE to be larger
than the square of its largest correlation with any construct
(Table 2).
4.2. Analysis of the higher-order model

CR, a, and AVE values for first-order constructs are above the
required threshold values (Table 1). Following Becker, Klein, and
Wetzels (2012), Lee et al. (2016), and Wetzels et al. (2009) recom-
mendation, we employed Type I (Reflective-Reflective) repeated
indicators approach in order to validate higher-order latent con-
structs in PLS-SEM. The relationship between the FPCs construct
and its three first-order constructs is significant and the R2 of each
dimension is larger than recommended value of 0.5 (Fig. 2), which
indicates FPCs construct explains more than 50% of the variance in
its respective single-order constructs. Thus, the results confirm that
FPCs is a second-order construct represented reflectively by three
first-order dimensions.
Table 1
Reliability, convergent validity and loadings of reflective and first-order measurement m

Construct Standard factor loadings***

Fan Page engagement 0.877e0.932
Experiential flow 0.847e0.880
Hedonic value 0.707e0.906
Identity attractiveness 0.874e0.892
Behavioural intention 0.753e0.830
Social interactive value 0.745e0.835
Utilitarian value 0.727e0.865
Visual appearance 0.728e0.835

Notes: ***t > 3.29 at p < 0.001.
4.3. Analysis of the structural model

The results indicate that Cohen's effect size G2 values are above
0.02, which indicates satisfactory effects for the endogenous latent
constructs (Henseler, Ringle, & Sinkovics, 2009). The SRMR value
for our model was 0.068, which is less than the recommended
value of 0.08 (Hair et al., 2017). Fig. 2 shows the results of assessing
the direct effects. The findings indicate all eight hypotheses were
supported and consistent with previous studies. In terms of gender,
no effects were found on FPCs, supporting similar research (Wang
et al., 2007).
4.4. Post-hoc analysis of the indirect effects

The findings suggest the potential existence of mediating re-
lationships between several constructs. We followed Lee et al.
(2016), calculating 95% confidence interval (CI). The findings indi-
cate that FPCs indirectly influence fan page engagement through
experiential flow (CI: 0.130-0.253). Since the direct impact was
significant, the findings reveal that experiential flow partially me-
diates the influence of FPCs on Fan Page engagement. Experiential
flow indirectly influences hedonic value through fan page
engagement (CI: 0.071-0.142). Since the direct influence was sig-
nificant, the findings reveal that fan page engagement partially
mediates the influence of experiential flow on hedonic value.
Experiential flow indirectly influences utilitarian value through fan
page engagement (CI: 0.149-0.258). Since the direct influence was
significant, the findings reveal that fan page engagement partially
mediates the influence of experiential flow on utilitarian value.
5. Conclusions

This study evaluated a structural model of FPCs, flow, fan page
engagement, hedonic value, utilitarian value and purchase inten-
tion. The findings supported relationships hypothesised between
all direct paths (Fig. 2), supported by previous studies (Komppula&
Gartner, 2013; Lu & Hsiao, 2010). Further testing for post-hoc
analysis of indirect relationships revealed three indirect relation-
ships. FPCs is confirmed as a higher-order construct, expanding on
studies testing relationships between each of the three first-order
constructs of FPCs and other constructs in our conceptual model.

Our theoretical contribution is threefold. First, the paper con-
tributes to research into tourism management by addressing a
theoretical gap regarding a brand's social media presence and its
effects on consumer engagement. While a growing body of schol-
arship examines the antecedents and consequences of consumer
engagement in tourism brands, there remains a lack of empirical
research into the features of a brand's online presence that attract
consumers, hold their attention, and increase the likelihood of their
purchasing from or through that brand. By viewing online
engagement through the lens of SRT, this paper contributes a
odels.

Cronbach's a AVE CR

0.940 0.820 0.958
0.829 0.745 0.897
0.928 0.688 0.929
0.856 0.777 0.913
0.850 0.623 0.892
0.931 0.771 0.931
0.915 0.644 0.916
0.841 0.616 0.889



Table 2
Correlation between constructs.

(1) (2) (3) (4) (5) (6) (7) (8) (9)

(1) Fan Page Cues 1
(2) FPCs 0.694 1
(3) Experiential flow 0.533 0.517 1
(4) Hedonic value 0.524 0.385 0.389 1
(5) Identity attractiveness 0.500 0.538 0.475 0.483 1
(6) Behavioural intention 0.503 0.565 0.437 0.541 0.494 1
(7) Social interactive value 0.534 0.626 0.545 0.338 0.467 0.453 1
(8) Utilitarian value 0.515 0.725 0.556 0.460 0.594 0.576 0.531 1
(9) Visual appearance 0.591 0.578 0.588 0.528 0.550 0.581 0.562 0.509 1
Square root of AVEs n/a 0.906 0.863 0.840 0.882 0.789 0.910 0.773 0.785

Fig. 2. Results of PLS-SEM.
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theory of FPCs: consumers are positively engaged by an online
presence that displays certain anthropomorphic features. A con-
ceptual model is developed tracing the impact of FPCs upon the
experience of flow, consumer engagement, and purchase in-
tentions. Our study finds significant relationships amongst these
constructs, fromwhich we derive our theoretical implications. The
evidence suggests that online pages deploying FPCs will more fully
engage and produce positive purchase intentions in their users,
leading to positive financial outcomes. Second, we extend the ev-
idence that online settings can elicit social response from users,
demonstrating that this behavioural response is not limited to
regular and e-commerce websites (Wang et al., 2007), being also
found in social media fan pages. We find that beyond explicit social
cues, such as an avatar or voice, more abstract forms of social cues
can also elicit a social response from Internet users.

The third contribution of this study is providing empirical evi-
dence linking fan page engagement to behavioural intentions to
purchase the brand's products and create value, thereby testing the
relationship between branded online settings and positive com-
mercial outcomes. This responds to the increased pressure placed
upon tourism scholars and marketers to measure the positive
impact of online activities on financial outcomes and return on
investment (eMarketer, 2016), with further guidance on the online
elements to be monitored to help explain overall social media
performance. Furthermore, this study finds that gender had no
effect on FPCs or fan page engagement, extending similar social
media research (Pew Research Center, 2015) and supporting the
argument that this applies to engagement and the perception of
FPCs in social media settings. Age had a significant effect on both
constructs, suggesting that practitioners should consider this
variable as an indicator of the level of fan page engagement that
they can expect to have in these settings. Brands targeted at
younger customers may expect a more positive effect of FPCs on
experiential flow and fan page engagement.

This study demonstrates that elements defining attractiveness
in human-human interactions can also be found in interactions
with digital brand representations, and should be considered when
setting up and managing a brand presence online. Our findings
shed light on the interplay between consumer fan page experience
and tourism online brands, thus attending to contemporary dis-
cussions of online brand engagement, and determining the impacts
and value of tourism fan page projects. A focus on these three FPCs
factors in tourism marketing strategies may help to more effec-
tively communicate marketing messages to consumers.

5.1. Managerial implications

Managers of tourism fan pages should continue to implement
strategies aiming at increasing fan page engagement, which posi-
tively affects the perceived value of the brand and behavioural
purchase intentions. Our research supports a focus on FPCs in the
development of anthropomorphic characteristics of tourism social
media pages as an additional strategy towards this goal. This
research asserts the value of managing an online community
around a fan page, highlighting the importance that consumers
give to socialization in these settings, and the impact this has on
levels of engagement and behavioural intention.

In practice, activities encouraging consumers to interact with
other consumers in these channels can increase the perceived value
of being part of the fan page community. The evidence also
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confirms the importance of visual elements in the fan page. Despite
layout constraints, there is an increasing trend among social media
sites to extend the ability of brands to create more visually
appealing content (e.g. Facebook Canvas) and managers of tourism
brands should embrace the use of tools that allow the brand to
display a higher level of creativity and sophistication, thereby
facilitating the anthropomorphisation of the brand in digital
environments.
5.2. Limitations and future directions

This study focused on only one type of social media website (i.e.
fan pages). Research into social media responses should expand to
other types of social media with lower and higher levels of social
presence, e.g. blogs, other content communities and virtual social
worlds (Kaplan & Haenlein, 2010). Social media websites represent
an ideal environment to elicit social responses from Internet users,
Trip advisor Booking.com Expedia Trivago Last minute

Travel supermarket Hotels.com Travel republic Thomson.co.uk Thomascook.com
Ebookers.com Opoodo.co.uk Kayak Skyscanner edreams
easyvoyage.co.uk bookingbuddy.co.uk cheapflights.co.uk budgetair.co.uk weholiday.co.uk

Airlines' website such as: ba.com, KLM, Air France, easyjet, Ryanair and Emirates.
Other: ________________________.
to enhance their value experience and achieve desired outcomes
for brands. Another limitation is the focus on two desirable out-
comes (e.g. fan page engagement and behavioural intention). There
is scope to further test the effect of FPCs on other outcomes valu-
able to tourism brands.

Appendix A. Questionnaire

Tourist behaviour in online brand environments

This study focuses on online tourist behaviour and it follows:
I can meet people like me on BRAND X fan page.
I can meet new people like me on BRAND X fan page.
I can find out about people like me on BRAND X fan page.
I can interact with people like me on BRAND X fan page.
BRAND X is a brand with a very attractive identity.
I like BRAND X because it is different from the rest of BRANDS in its category.
When I deal with BRAND X I feel good because I see they understand me.
The visual appearance and manner of BRAND X fan page is professional.
BRAND X fan page displays a high level of artistic sophistication/creativity.
There are useful links to other sites that aid the primary purpose of coming to BRAND
BRAND X fan page features are state-of-the-art, better than most fan pages in this ind
BRAND X fan page feels warm and comforting.
When using social media such as Facebook, my attention is focused on the activity.
When using social media such as Facebook, I feel in control.
When using social media such as Facebook I found a lot of pleasure.
I am an integrated member of BRAND X fan-page community.
I am an engaged member of BRAND X fan-page community.
I am an active member of BRAND X fan-page community.
I am a participating member of BRAND X fan-page community.
I am an interacting member of BRAND X fan-page community.
I could accomplish just what I might need on BRAND X fan page.
Looking at BRAND X Web fan page would make my life easier.
I think of BRAND X fan page as an expert in the services (products) it offers.
Shopping from BRAND X fan page would fit with my schedule.
The information and services on BRAND X fan page would be what I would look for.
On Brand X fan page, I could get the information or services that I might need
First section asks for demographic information and presents a list
of brands. Section two asks how you feel about a brand. All re-
sponses will be kept confidential.
SECTION 1: Demographic information
Please complete the following questions:
Are you a Facebook member? , Yes , No
Your age , 18e25 , 26e35 , 36e45 , 46e55 , 56e64 ,

65 and older
Gender ,Male ,Female
Brand selection:
Below you will find a box with names of popular tourism brands

that have presence in Facebook. Please indicate tourism brands that
you remember interacting with in the last 6 months. Interaction
can be in the form of liking a post from their fan page, sharing some
of its content, or commenting in some of their post, as well as un-
liking the fan page.
In the next page you will be assigned questions regarding one of
the tourism brands you have just selected. Please, keep inmind that
all the questions need to be answered in reference to your selected
tourism brand.

SECTION 2:
This section focuses on your perception of BRANDX. You will be

reading a series of statements about the brand, and you will be
asked to express how much you agree/disagree with them on a
scale from 1 to 7 (1 being strongly disagree and 7 being strongly
agree):
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree

X fan page. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
ustry. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree

Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree

http://ba.com


(continued )

During the navigating process, I felt the excitement of the hunt. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
While navigating on BRAND X fan page, I felt a sense of adventure. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
I enjoyed being immersed in exciting new information on BRAND X fan page. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
Compared to other things I could have done, the time spent online at BRAND X fan page was truly enjoyable. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
I enjoyed the online experience for its own sake, not just for the services that I might need. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
This online experience was a very nice time out. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
I am very likely to buy from BRAND X. Strongly Strongly
Disagree 1 2 3 4 5 6 7 Agree
I intend to use BRAND's X fan page to buy. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
I intend to use BRAND's X fan page frequently to buy. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
I would seriously contemplate buying from BRAND's X fan page. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
It is likely that I am going to buy from BRAND's. Strongly Disagree 1 2 3 4 5 6 7 Strongly Agree
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Appendix B. Survey items and descriptive statistics
Constructs and items Mean Std.
Deviation

Skewness Kurtosis Standard factor
loadings

Hedonic value
During the navigating process, I felt the excitement of the hunt. 5.22 1.225 �2.501 2.544 0.723
While navigating on BRAND X Web site, I felt a sense of adventure. 5.96 1.167 �3.388 4.524 0.707
I enjoyed being immersed in exciting new information on BRAND X Web site. 5.75 1.225 �3.314 3.695 0.789
Compared to other things I could have done, the time spent online at BRAND X Web site was truly

enjoyable.
5.79 1.173 �2.669 2.023 0.906

I enjoyed the online experience for its own sake, not just for the services that I might need. 5.57 1.311 �2.80 1.501 0.871
This online experience was a very nice time out. 5.38 1.387 �2.746 2.225 0.801
Utilitarian value
I could accomplish just what I might need on BRAND X Web site. 3.54 1.863 �2.292 2.302 0.759
Looking at BRAND X Web site would make my life easier. 3.44 0.830 �2.239 2.182 0.727
I think of BRAND X Web site as an expert in the services (products) it offers. 2.70 1.003 �3.701 �2.257 0.823
Shopping from BRAND X Web site would fit with my schedule. 3.51 0.889 �1.482 2.328 0.865
The information and services on BRAND X Web site would be what I would look for. 3.37 1.891 �2.173 2.084 0.811
On Brand X fan page, I could get the information or services that I might need 3.22 1.678 3.290 2.469 0.827
Social interaction value - FPCs
I can meet people like me on BRAND X fan page. 4.35 0.868 �2.371 3.496 0.789
I can meet new people like me on BRAND X fan page. 5.34 0.901 �2.339 2.349 0.801
I can find out about people like me on BRAND X fan page. 3.35 0.889 �2.417 3.504 0.745
I can interact with people like me on BRAND X fan page. 3.45 0.871 �2.476 3.463 0.835
Fan Page engagement
I am an integrated member of BRAND X fan-page community. 2.94 1.028 -0.052 -0.434 0.911
I am an engaged member of BRAND X fan-page community. 3.03 1.013 -0.116 -0.391 0.877
I am an active member of BRAND X fan-page community. 3.04 1.017 -0.082 -0.465 0.932
I am a participating member of BRAND X fan-page community. 3.18 1.005 -0.321 -0.493 0.917
I am an interacting member of BRAND X fan-page community. 3.13 1.001 -0.222 -0.405 0.907
Experiential Flow
When using social media such as Facebook, my attention is focused on the activity. 3.40 0.948 -0.429 -0.076 0.866
When using social media such as Facebook, I feel in control. 3.50 0.900 -0.511 0.281 0.847
When using social media such as Facebook I found a lot of pleasure. 3.48 0.946 -0.495 0.152 0.880
Identity attractiveness - FPCs
BRAND X is a brand with a very attractive identity. 5.82 1.012 �2.769 3.017 0.887
I like BRAND X because it is different from the rest of BRANDS in its category. 5.55 2.126 �2.838 3.902 0.874
When I deal with BRAND X I feel good because I see they understand me. 5.531 1.209 �3.045 3.347 0.892
Visual appearance- FPCs
The visual appearance and manner of BRAND X fan page is professional. 3.99 1.681 �2.741 3.234 0.778
BRAND X fan page displays a high level of artistic sophistication/creativity. 3.73 1.771 �1.183 �1.001 0.791
There are useful links to other sites that aid the primary purpose of coming to BRAND X fan page. 3.63 1.808 �1.438 3.564 0.728
BRAND X fan page features are state-of-the-art, better than most fan pages in this industry. 3.40 1.781 1.143 3.258 0.865
BRAND X fan page feels warm and comforting. 3.67 1.808 �2.679 2.069 0.823
Intention behaviour
I am very likely to buy from BRAND X. 5.93 1.167 �2.253 3.901 0.787
I intend to use BRAND's X fan page to buy. 4.13 1.589 �2.112 �1.508 0.753
I intend to use BRAND's x fan page to buy. 4.05 1.595 �2.100 �1.554 0.807
I would seriously contemplate buying from BRAND's X fan page. 4.30 1.591 �3.035 �2.396 0.823
It is likely that I am going to buy from BRAND's. 5.67 1.370 �3.167 3.311 0.830
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