Appendix 1 Measurement of constructs
	Constructs
	Items
	References

	Sense of belonging
	1. I want to be a member of this community.
2. I feel like I belong to this community.
3. After joining, I am able to feel the community’s importance.
4. I can find members with shared interests in this community.
	McMillan and Chavis (1986)
Muñiz and Jr, O’Guinn (2001)

	Community interactivity
	1. I reply on the wall and comment sections of this Facebook fan page.
2. I think this fan page has very smooth communication channels.
3. I am satisfied that the interactions I have on this fan page are instantaneous.
4. I am willing to share my experiences and exchange information with other members.
5. I very much enjoy interacting with other members of this fan page.
6. I find it interesting to interact with other members of this fan page.
	Algesheimer et al. (2005)
Kowch and Schwier (1997)

	Positive word-of-mouth
	1. The positive purchasing experiences of other fan page members are influential for me.
2. I think the positive purchasing experiences of members of this fan page are real.
3. My purchasing decisions will be affected by the positive purchasing experiences of other fan page members.
4. I feel that viewing the positive purchasing experiences from fan page members will increase my desire to purchase this brand.
	Crosby et al. (1990)
Hennig-Thurau et al. (2004)

	Information value
	1. I think the product information and discussion content on this fan page is valuable. Continued this fan page fulfils my requirements for information.
2. I can find useful information on this fan page.
3. I think the information on this fan page is helpful to me.
	Okleshen and Grossbart (1998)

	Brand community identification
	1. I am proud to be a member of this fan page.
2. I feel that it is easy for me to get along well with other fans of the brand on this fan page.
3. I will talk to my friends about how great it is to be a member of this fan page.
4. I share similar values with members of this fan page.
5. I am willing to abide by the rules of this fan page.
	Algesheimer et al. (2005)
McAlexander et al. (2002)
Miller et al. (2000)

	Brand community trust
	1. I believe that the product information on this fan page is reliable.
2. I believe that this fan page is trustworthy.
3. I believe that this fan page is responsible.
4. I believe that this fan page is able to solve my problems.
5. I trust the information provided on this fan page and will use it as reference when I purchase products.
6. While purchasing products, I can trust the information provided by this fan page.
7. Compared with other websites, I trust the information provided by this fan page more.
	Harrison McKnight et al. (2002)

	Brand loyalty
	1. If there are products sold on this fan page, I will recommend these to others.
2. I will continue to buy and use products this brand’s products.
3. Compared with other brands, I usually prefer to purchase this brand.
4. I will tell others about the benefits of using this brand.
	Jones and Sasser (1995)
Mowen (1995)

	Purchase intention
	1. If this fan page provides products I want to purchase, I am willing to purchase them directly.
2. It is very likely that I will purchase products from this brand.
3. Given that the price point is the same, I will give preference to products from this brand.
4. For my next purchase, I will continue to choose products from this brand.
	Dodds et al. (1991)
Grewal et al. (1998)


Items are measured with a Likert-type scale where 1 denotes ‘strongly disagree’ and 5 denotes‘strongly agree’.

