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Abstract: 

The promotion and development of the community website make users have more  

sharing on the use of the network. The entire network ecology has produced a significant 

change. The sharing of information, communication and messaging has became more 

transparent and more free direction. On Fan pages, the number of fans is on behalf of 

their popularity. People can see how many people pay attention to this fan page via the 

number of like on the wall, more and more stores make marketing activities through press 

a Like or check in on Facebook. The importance of marketing is increasing on Facebook. 

Facebook is not just a personal social occasions, which has more marketing features. Its 

influence is not only network users. The trend who use Facebook for advertising and 

marketing has gradually driven up . As now on, more and more B&B has begun to run 

their own community or small community page. Through these social tools , B&B hopes 

to promote their own B&B and services their customer more. The study via the user 

analysis on Facebook B&B fan page surveys use of B&B fan page motives "time 

convenience", "information accessibility", "benefits" and "sociability" to "Interaction" as 

well as the effectiveness of marketing’s "purchase intentions" and "loyalty" between the 

mutual influence. At last, research shows that four motives except for "benefits" affect the 

"purchase intentions", and the research also test out "interaction" is the mediator between 

"sociability" and "purchase intentions". The study will be a good business reference for 

the B&B owner. 
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