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Discuss Consumer Loyalty Of Social Media Usage

-A Case Study Of PLaiN Clothing Store

Abstract

Social Network Sites is rising rapidly in recent year, and Facebook becoming a
new platform to build the relation between sellers and consumers. There are more and
more Official Fans Page in Facebook, because it not only reduced costs, but focused
on your own target consumers. For understanding consumers using behavior and
loyalty after joined the Fans page, the framework in this study is based on Theory of
Loyalty and Social Network Sites, SNS. According this framework and designed the
questionnaire.

PLaiN, men’s clothing store is the sample of this study. There are nearly7,000
fans in PLaiN fans page. Finally, through recovering the questionnaires, we could
understand the reasons that fans joined the Fans page, and their loyalty improved
or not.

After recovering the questionnaires, data analyzed by SPSS and LISREL, it
showed that fans thought he/she is a part of this brand after they joined Fans page, and
interaction with others in the fans page, they will recommend this brand to others -
re-login the fans page to follow the new information, and purchase this brand’s
product more often. It also means that fans will improve their loyalty in this brand.
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