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Facebook fan page plays an important role as a marketing communication channel, 

which can reach Thai consumers effectively.  Imporatantly, engagement index has been 

used to depict consumer behavior and measure successful facebook fan page. Two main 

objectives of the study were to understand process and definition of engagement on 

facebook fan page amongst Thai consumers and to examine causal model for engagement 

behavior based on Theory of Planned Behavior, Technology Acceptance Model, and Brand 

Equity Model. Exploratory sequential method was employed in the study. At first stage, 

qualitative interview with facebook users and digital marketeers was used to explore 

definition and process of engagement. From the qualitative finding, engagement behavior 

can be identified in five actions; 1) Visting fan page very often, 2) Showing different actions 

on fan page, 3) Communicating with other members, 4) Using content for their purchasing 

behavior, and 5) Actively involving with activities on fan page.  Qualitative findings from the 

first phase address similar psychological and social factors regardless of Theory of Planned 

Behavior, and Technology Acceptance Model. In the later phase, stratified random sampling 

was used with 807 facebook users. The result showed that Theory of Planned Behavior, 

Technology Acceptance Model, and Brand Equity Model can effectively explain causal 

relationship for engagement behaviour. The finding showed that Purchase Intention and 

Brand Equity factors were directly influenced by engagement bahaviour. In addition, 

Engagement Bahaviour was directly influenced by Intention to show Engagement Behavior 

and indirectly influenced by Perceived Usefulness, Perceived Behavioral Control, and 

Subjective Norms. This study can be evidence that facebook fan page can be one of the 

most important tools for marketing communication to increase relationship between 

consumers and brands. Therefore, informing benefits from fan page, encouraging group 

activities and perceiving behaviour control for all members can enhanace level of 

engagement accordingly.  The findings are beneficial to marketers and brand managers in 

using causal factors and consumer behavior elements to design online marketing strategies 

and activities based on engagement behaviour to increase attractiveness of facebook 

fanpage and companies revenue in the long run.   


