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Effect of eWOM on Brand Community Posts
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Abstract

Due to the rise in popularity of social networking sites, many brands have begun utilized
these sites to build their brand pages so as to deliver brand posts (containing video, question,
vote, and give discounts). This study try to explore what kind of characteristics might affect the
eWOM communication behavior. The results show that some eWOM characteristics will affect
fan’s eWOM behavior. Further, high novelty and utilitarian are important characteristics to
influence eWOM. This research provides useful information for brand marketers to deciding
which characteristics or content to place at their brand page.
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