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Abstract

Recently, Face-book marketing have been considered as the most effective and powerful
way to communicate with customers. Face-book is excellent means for promoting customers’
purchases and building relationship with customers. The purpose of this study was to
identify the effects of information provided through Facebook fan.page on customers' brand
attitude. This survey was conducted on customers using airline Facebook fanpage. The
questionnaire data were collected from 202 users of airline Face-book and were analyzed by
using SPSS version 18.0.

The results are summarized as follows. First, information characteristics of Face-book fan-
page were positively effected to customers' brand attitude. Second, airline Face-book users’
perceived social value have moderating effect between information characteristics and
customer's brand attitude. Especially, playfulness have significant impact on brand attitude.
so playfulness should be considered important when creating the contents of Face-book.
Namely, airlines should encourage their Face-book users to form a positive attitude toward
their brand by providing high quality information related to air travel. Also, these results
indicate that airlines should focus on managing interactions with their Face-book users as the
more customers get value out of using airline Face-book, the more greater brand attitude can
be derived. It is one of the useful ways to have customers feel their social confidence and
elf.esteem when using airline Facebook to reinforce customer’s favorable attitude toward

airline.

719 =(Keywords) : Information Characteristics, Face-book Marketing, Brand Attitude,
Perceived Value

AFe 20199 st=EwEristuy AP wop 23851%)-g (This was supported by Korea National
University of Transportation in 2019)

2019 @A U~ gots] SFAGEANLRER

agultiole AE YT A 716 Bl Fol, B4 A 5o BAL wiEon FuRA o

Fah el Au A 9 B UEAD TEE Fsshl s ARUACA ek 4oy

Atk 2AUES T AU A(SNSHAES B3 AEA] EA A ias E T
fr, froidst, 9#e Fo] et R Adv el ditke VIfES] viAR AruAeld A
Frda Ao A Suto] Flar Jud(Mulhern, 2009; Men & Tsai, 2012).

AL A A o] miAIR Y] E7] A AIE Vs YA EE v RE Ho]xH, E

T 3 Ao a7t Edl=d Rgste &dd wiAE %%% A3

HolaBe Al 9 o]8x 2099 ooz A AA JAEY AL A7) 60%°]
i JE M andela JAYE vHAY Feolth(A& A, 2018 9¥€ 29Y).

20181 7|Eo 2 A YFAL Ho|a% Moo ‘Fola'E

obubarE 58uhy, AFEE 10080 ] o] &x7F S Folth(Fr1, 20189 99 17¢). o]

APAG (M5, 2018; olFd, 2012)F S8 F3A] 2l viAY AFUAHE 5 i

&
Ao] Azt S HASHE L wARZe] FHA JFe VAL Aoz WA Aol

7|07 thtaly 499k o}A|

= =
2% JBow s aAvHel waIRe QW mis JPdE Ben o} tgE o
FEo] AR o) FolAA ge AAolEE AAIAE B wAds AesE Auel Fd
nAs BASHE R AZE A Aole] wAG sl Fohnug ek, ol F Fa mABe 9
Fsha AAF ARUANAG HAsa nAs 4T el ¥ dola% Aw vhAY
Aok rRe BBAL ANGA Bk ohgd dAolane] ARHL 487 FEL T wA
ol Es WANAGE B FBA AT ARUA M AE Pk A ARY 2R

]
2,
oH
ol
o
H
Y
o
°

II. o|23 w73
2.1 sjo]2=% vlA ¥ (Facebook marketing)

Aols% Aol 54 HASE FHOR Hel 17
1= 2FAEelea & & ArheldY, 445, 2013). 7)
99 Fal AT nase AF D Al oHES] o 4
£ FuaT ol 8A: WAloX AN R Felaen EAFORA 1 sl UF A9t B

HE 59 AT 5 Atk AolaR @A ol AT FHe: Ak A WEALS
Ao ANOR ARE Adsn TR AGE 5 A7) W] g AP wHAol

e AYZ 43en JUehss 5, 2017).



2019 @A U~ gots] SFAGERAATRER

Aol el g 2 HEAS AT Bl Fd ARAToRA nAL Lol mad
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2.3. BA=e| = (Brand Attitude)
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