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Abstract

Due to the development and popularity of social media communication on internet,
marketers begin to use social media to connect with target customers. However, still
very few studies focus on measuring the performance of social media marketing. The
purpose of this study tries to establish a conceptual framework to measure the effects of
social media marketing, which contains the three key elements. The first key element is
the result of accept social media marketing. Secondly, it is customers’ engagement on
social media, and the last element is the aspects of rewards from social media

marketing.

This study collected 837 valid internet users’ samples through an online survey.
There are some elements were extracted by factor analysis including accept social
media marketing (Goal-Oriented/Social Motivation/ Emotional Motivation/Social
Norm), engagement behavior (Passive Engagement/Active Engagement) and potential
benefit (Information Provision / Loyalty /Purchase Intention). In addition, PLS was used
to analyze the relationship of element and test the effect of different marketing stimuli.

Based on the research results, further conclusions and implications for theoretical and
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practical studies are also provided.
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