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Undoubtedly, Facebook has become a rapidly emerging social media during recent decades. It has not only
successfully expanded the traditional “consumer-brand” relationship from the physical channels to the virtual ones,
but also shaped complete interaction/communication model between corporate brand and consumers by
aggressively build up its brand community. Though Starbucks has already been a well-known brand in Taiwan, few
of social media studies focused on Starbucks and has concerned with the influence of interactivity and engagement
in the same time on fan's trust and post-purchase behavior. Based on 360 valid fan samples from Starbuck’s fan
pages, this study adopted questionnaire method and used structural equation modeling (SEM) to validate the
research hypotheses. The empirical findings showed that trust and loyalty both impact fan's purchase intention
while trust and purchase intention would influence loyalty and word-of-mouth respectively. Finally, this paper also
included that only engagement would have moderated effect on the relationship between trust and purchase
behavior.
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=4 WIRBNE DT

1215 BE NEN=VCIE== IRAEER t{8 RAEGEHE
-— 0.72 0.07 15.46%** 0.74
R 0.85 0.06 18.26%*** 0.83
0.76 0.07 14.73%** 0.70
=t el 0.80 0.06 18.98%*** 0.84
0.78 0.07 16.36*** 0.76
0.81 0.06 18.65*** 0.83
QM 0.91 0.06 20.43%** 0.88
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0.77 0.08 18.72%** 0.82
A - 0.79 0.08 21.26%** 0.89
0.73 0.08 17.75%** 0.79
0.83 0.07 19.74%** 0.86
S - 0.87 0.06 22.60%** 0.93
0.80 0.06 19.00%*** 0.83
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0.84 0.07 19.79%** 0.86
0.77 0.07 20.67*** 0.88
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&5 BRIEDHT

B ¥’ df Ay
RIRRE 306.59 73 --
ESE-B8 339.99 74 33.4*
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BE-05= 347.10 74 40.51*
BEERR-OR 349.40 74 42.81*
7= 6 BEOT
18 g 2EE 1 2 3 4 5 6
EEQ) 4.37 1.34 (0.86)
BHEQ) 4.42 1.37 59**  (0.81)
BEERBEB) 444 1.44 B1** 3% (0.85)
B8 (4) 452 1.45 66%* T2%* T9%* (0.90)
a(5) 4.43 1.13 69*%*  60** 54> 57** (0.83)
®RA(6) 3.64 1.59 55** GG A46%* 45%* B63** (0.84)

N=360. The value in the bracket shown in the diagonal of matrix is the square root of average variance extracted (AVE). **
p< 0.01.
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B2 =0.71%*

Y 1:=0.66***
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R Chi-square df Ay
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