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A Dual Model of Post-Adoption Intentions to Use
Facebook Fan Pages

Ya-Ching LEE

Abstract

This research proposes a dual model to analyze the post-adoption
intentions of Facebook fan pages. The results demonstrate that the dedication-
based mechanism and the constraint-based mechanism affect the post-adoption
intentions of Facebook fan pages. This research also discovers the differences
of the post-adoption decisions. for various social community types. This paper
makes academic contributions by proposing a dual model for analyzing
consumer behaviors using Facebook fan pages. Impacts of the important factors
on the post-adoption, WOM, and attractiveness to alternatives are also
examined. This paper contributes to the theory by discovering several
determinants affecting post-adoption intentions. The research results enhance
our understanding about the post-adoption of social media communities. It also
fills a gap in the literature by increasing the knowledge about decision patterns
of different social communities. Finally, this research makes some practical
suggestions.
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