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Abstract: An optimization model is proposed to examine the
choice of sharing or not sharing the product link for
manufacturing firms with owned social media by considering
the role of fan effects. The equilibrium marketing effort level
and firm profit in both cases are compared. The results show
that the firm chooses to share (not share) the product link
when the social platform commission rate is low ( high).
Moreover, the likelihood of sharing the product link increases
as the fan effect weakens and the perceived conversion cost
strengthens. Interestingly, the marketing effort level increases
with the product price, but firm profit does not always follow.
Additionally, as the fan effect and fan count grow, so does the
firm’s profit. Furthermore, when the firm shares the product
link, the level of marketing effort and firm profit decrease
with the commission rate. Conversely, when the firm does not
share the product link, those aforementioned factors increase
as the perceived conversion cost declines. These results thus
suggest that firms should enhance the influence of owned
social media to attract more high-quality fans, and social
platforms should optimize the product link functionality.
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ecently, social platforms have experienced explosive
Rgrowth with large influxes of user traffic, whereas e-
commerce platforms have nearly saturated user traffic.
Then, a new direction emerges in e-commerce market-
ing: cross-platform diversion. This refers to the phenom-
enon in which firms import user traffic from social plat-
forms into e-commerce platforms via various marketing
strategies'"! .
paved the way for the era of fan economies. For firms,
fans are extremely loyal and low-price-sensitive consum-
ers with high economic value. This is because fans have a
strong positive emotional attachment to their objects of at-
tention (e. g., virtual brand images) and extend that at-

The rapid development of social platforms
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tachment to their surroundings (such as brand products) .
Therefore, many firms with e-commerce stores create
self-media accounts to establish virtual brand images and
cultivate fans through blog posts and interactions with so-
cial media users. Meanwhile, social media platforms in-
troduce a new feature for businesses: the product link,
which allows users to click on it and be directed to rele-
vant product pages on e-commerce platforms. In prac-
tice, when manufacturing firms with e-commerce stores
publish product-related blogs on owned social media,
they sometimes include the product link, but not always.
Therefore, the e-commerce manufacturing firm with its
own social media must answer the practical question:
when is it appropriate to share the product link?

A subset of the literature addresses firms’ owned social
media, and we draw upon two lines of relevant research:
1) the effects of firm’s owned social media on business
and 2) the impacts of a company’s own social media on
brand attitudes and purchasing behavior. For example,
Chung et al. ' finds that the richness and responsiveness
of a firm’s social media efforts have a positive impact on
its market performance. Meanwhile, Chang et al. " in-
vestigates a travel company’s marketing efforts on its own
Facebook brand page and shows that Facebook campaigns
boost tourism sales. For the second line of research, Xie
et al. ™ finds that brand exposure to owned social media
activities has a significant impact on consumers’ likeli-
hood of purchasing. Meanwhile, Gupta et al. " demon-
strates that consumer engagement via the Facebook fan
page builds trust, which in turn positively affects the pur-
Thornhill et al.'
company’s own social media exposure influences brand
purchasing behavior.

Our work is also related to the fan literature, and this
paper draws on three lines of research: 1) the fan concept
and the fan effect formation process; 2) relationships be-
tween fans and brands, as well as their impact on fan be-

chase intention. discovers that a

havior; and 3) the effects of fan and general consumer
differences on business strategies. The concept of fans has
not yet formed a unified understanding in the academic
field, but it generally has connotations such as “extremely
P Xu et al. ! pro-
poses three influencing factors for the realization of the
fan effect: brand experience, brand identity, and brand
' shows that the fan

enthusiastic” and “loyal follower

image. Meanwhile, Zhang et al.
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effect is formed in three stages: receiving, resonating,
and sharing. For the second line of research, Hsu '
finds that brand authenticity and identification positively
affect brand trust and passion in community-brand rela-
tionships. Moreover, Lee et al. U4 demonstrates that so-
cial capitals in online fan pages impose brand evangelistic
behaviors. For the third line, Zhou et al. "™ examines
information disclosure and signaling strategies considering
the heterogeneity between fans and general users.

The studies'”™ mostly discuss the impact of the firm’s
owned social media on business effects and consumer be-
haviors; however, the firm’s decision behavior on owned
social media is rarely studied. Moreover, several stud-
ies'”""! primarily analyze the fan concept, the fan effect
formation process, and the relationship between the fan
and the brand, whereas Refs. [15 —16] primarily depicts
the impact of fan taste and value-added psychological
utility on disclosure strategies. However,

have used mathematical modeling methods to portray the

few studies

impact of the fan effect on marketing strategies. To fill
this gap, this study constructs an optimization model to
determine when to share the product link and examines
the marketing effort level and the role of the fan effect
when the manufacturing firm’s owned social media relea-
ses a product-related blog.

1 Model
1.1 Model description

Consider a market manufacturing firm that opens an
online store to sell products on an e-commerce platform
and registers a self-media account to export product-relat-
ed blogs to a social platform. The product price is deno-
ted by p(p >0) with the marginal cost of production nor-
malized to zero. The level of marketing effort is denoted
by 6(6 >0)""™, which denotes the firm’s efforts to
make product-related blogs more visible to a wider range
of general users. We assume that marketing efforts only
affect the number of general users who have viewed prod-
uct-related blogs because fans are usually “extremely en-
thusiastic” and do not miss product information posted by
firms’ self-media accounts. In practice, firm’s marketing
efforts may include improving the quality of blogs to in-
crease spontaneous referrals, creating retweeting sweep-
stakes, and paying for social media promotion services.
According to Kaya et al. "', the cost of marketing efforts
is ¢°/2, where ¢(c >0) is the marketing cost coeffi-
cient, with the economic implication that the cost of mar-
keting efforts increases with the marketing effort level. In
our model, the e-commerce platform and the social plat-
form have a cooperative relationship, allowing the prod-
uct link feature to be developed. If the firm shares the
product link, it must pay a commission of §(0 <8< 1)
percentage of sales contributed by social platform users to
the social platform, in accordance with existing business

practices. The transaction service fee charged by the
e-commerce platform is assumed to be zero because it
Fig. 1
illustrates the interaction of manufacturing firms, e-com-
merce platforms, and social platforms. It shows the entire

does not affect the model’s main conclusions.

process of converting social platform users into potential
consumers on e-commerce platforms and then into actual
consumers under the cross-platform diversion phenome-

non.
Manufacturing firms with self-media accounts
)
|
I
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Fig.1 Interaction between firms, e-commerce platforms, and

social platforms

In Fig. 1, d indicates the number of users who have
viewed the product-related blog on the social platform; d|
indicates the number of potential consumers diverted from
the social platform to the e-commerce platform; i =n, s,
where n represents the case in which the firm does not
share the product link, and s represents the case in which
the firm shares the product link; d, indicates the number
of potential consumers on the e-commerce platform. We
assume that the user traffic of the e-commerce and social
platforms does not overlap.

1. ™, the market demand con-

Following Karray et a
tributed by users of e-commerce platforms and the market
demand contributed by users of social platforms can be

given separately by the following equations:
D, =d -p (1)
D =d -p (2)

At this point, the firm profit in each sharing and non-
sharing case of the product link can be given separately as
follows:

2

wnz(De+D';)p—§o- (3)

7. =Dp+(1-8)Dip -6 (4)



Deciding whether manufacturing firms share product links on owned social media considering fan effects 427

1.2 Basic assumptions

We assume that the number of potential consumers on
the e-commerce platform is setto 1, i.e., d, =1. Sub-
sequently, we denote the fan count of the firm’s self-
media account and the number of general users attracted
by self-media marketing as 8(8 >0) and mf, respective-
ly, where m(m >0) is the marketing effort influence,
with the economic implication that the number of general
Then,
as the

users increases with the marketing effort level™'".
we can treat the sum of the two, d = B + mb,
number of users who have viewed the product-related
blog on the social platform. Let U, denotes the perceived
and k = h, g,
where h denotes the fans and g indicates the general us-
ers. Assume that Uy =¢(v+AV) =@ —1, U, =¢v - @
—t, Uy =¢(v+AV) - @, and U, = ¢v - @, where v in-
dicates the product quality and @ denotes the mismatc-
hing degree between the product and the consumer de-
mand. To simplify the calculation, we assume that v =
1,9=0.5; (e
tion of the product quality, which is drawn from a uni-
form distribution; AV(AV >0) denotes the fan effect,
which captures the strong positive emotional attachment
that the fans assigned to the firm’s product due to their
enthusiasm for the firm’s virtual brand image on the
1. 1(0 <1 <0.5) denotes the per-
ceived conversion cost incurred by consumers switching
from the social platform to the e-commerce platform for
product searching and purchasing. When U, >0,
platform users can be converted into potential market
Therefore, we can express the number of po-
tential consumers contributed by social platform users in
each of the two cases of sharing and non-sharing as d; =
1 +2¢
T2(1 + A )/3 *

product value regardless of the price,

1] represents the consumer evalua-

owned social media

social
customers.
1 - N + 0 and d; =
( 2<1+A>)[” o and 47 = 1

(% - t)ma, respectively.

-t :p(S(l +Av) +p(1 + Av)(8( -2 +9) +m’(1

2 Analysis

This section first examines the optimal marketing effort
level of a manufacturing firm with owned social media
and then compares the optimal firm profit under sharing
and non-sharing of the product link. Furthermore, we
discuss the correlation between the fan count of the firm’s
marketing effort influ-
ence, product price, perceived conversion cost, and the
firm’s decision-making behaviors.

self-media account, fan effect,

2.1 Equilibrium analysis

To further reassure the plausibility of the solution, we
(1 +2Av-29Hp8 . .

2(1 + Av) ,1}. In reality, if the

product price is higher, market demand will be less than

zero, which makes no sense. For computational simplici-

suppose p < min{

ty and without affecting the model’s conclusions, we set ¢
=1 in the subsequent calculations. The manufacturing
firm with its own social media chooses the marketing ef-
fort level that will maximize its profit. By solving the

first-order condition % =0, we compute the equilibrium
marketing effort level §, in the two cases of sharing and
non-sharing of the product link, as shown in Proposition
1. Then, substituting the equilibrium g," into Eqs. (1) to
(4), as appropriate, yields the equilibrium market de-
and the
firm profit 77," in the two cases of sharing and non-sharing
of the product link. Corollaries 1-3 can be obtained by

mand contributed by social platform users D;"

deriving the equilibrium results.

Proposition 1  In the case of a manufacturing firm
with owned social media sharing the product link, the e-
quilibrium results are as follows:

«_mp(1 -8)
0. = 2
D Z2B+4BAY —p(1 + Av) (4 +m’(1-5))
£ 4(1 +Av)

-8 +4B(1 +2Av) (1 -§))

s 8(1 +Av)

In contrast, for the manufacturing firm with owned so-
cial media not sharing the product link, the equilibrium
results are as follows:

. _mp(1l =21)
0, ="
oL 28(1 -2t +2Av)
D! 4(p( 4+ni(1-20%) + o2 )
1 ol oy B2
™ =P (mp(l 21) +8(1 2+ 2+2Av))

i

Corollary 1  The relationship between 0, , D;",
and B, Av, m in the two cases of sharing and non-sharing

of the product link by the manufacturing firm with owned
social media satisfies

1) 6] is independent of 8 and Av, but is increasing
with m;

2) D; and 77" are increasing with m, B8, and Av.

Corollary 1 demonstrates that, as the marketing
effort influence increases, the marketing effort level,

first,

market demand contributed by social platform users, and
firm profit will also increase. When the firm’s self-media
account exports a product-related blog on the social plat-
form, the greater the marketing effort influence, the
higher the business value of a unit marketing effort.
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Therefore, the firm is more willing to increase its market-
ing efforts. At this point, the number of potential con-
sumers diverted from the social platform to the e-com-
merce platform will increase, thereby raising the market
demand contributed by social platform users and firm
profit. The marketing effort influence is related to the size
of the user traffic on the social platform: the larger the
user traffic, the greater the marketing effort influence.
Therefore,
media marketing, if the user traffic of the social platform
chosen for marketing is higher, the company should in-

when a manufacturing firm conducts self-

vest more marketing efforts to increase revenue.

Second, as the fan count grows and the fan effect im-
proves, so will the market demand contributed by social
platform users and the firm profit. This is because more
fans imply more users who have viewed the product-relat-
ed blog on the social platform, and a stronger fan effect
increases the likelihood of converting the viewed fans into
potential customers. As a result, the manufacturing firm
should cultivate fans for its self-media account from both
“quantity ” and °
strengthening the interaction with users on the social plat-
form.

Corollary 2 When the manufacturing firm with its
own social media shares the product link, the relationship
between 6., D;’, mr. and §, p satisfies

‘quality ” perspectives, such as by

1) 4, D;", and 7, are decreasing with §;
2) 9. is increasing with p;
4
3) Wh T ——,
) en m- < 1=
wise, D;" is increasing with p;

D;" is decreasing with p; other-

4) When m’ <(1376)2(4 +(1-9) (4 -%((llffvv))))
and B < % are satisfied, if ts%, ort>
% and aait:?, or t > % o < ii:? and Av >
2(2t_l)2_(§1__5;3)(1 —41) continues to be satisfied, a

(1-5)(1+2Av)B
45(1 + Av)

threshold value p| =

(1+24v-208
{ 2(1 +Av) ~

creasing with p; conversely, '

s

(0 < p; < min

}) exists; when p > p’, 7 is de-

is increasing with p. In
the absence of the above conditions, 7.

s

is always in-
creasing with p.

In Corollary 2, we see that, in the case of sharing a
product link, as the social platform commission rate in-
creases, the marketing effort level, market demand con-
tributed by social platform users, and firm profit will de-
crease. As the commission rate rises, the manufacturing
firm receives less of the business value generated by users
who have viewed the product-related blog on the social
platform, resulting in a decrease in the effectiveness of

marketing output. Hence, the manufacturing firm’s mar-
keting effort will be reduced. At this point, the number
of potential consumers diverted from the social platform
to the e-commerce platform will also decrease, thus low-
ering market demand contributed by social platform users
and firm profit. As a result, if the manufacturing firm
shares the product link, it should invest more marketing
efforts if the social platform charges a lower commission
rate.

Moreover, although the marketing effort level rises as
the product price rises, the market demand contributed by
social platform users and the firm profit do not always rise
in tandem. First, as the product price increases, the busi-
ness value created by social platform users attracted by a
unit marketing effort rises, so the firm is more willing to
increase the marketing effort level. Second, when the in-
fluence of marketing efforts is small, the market demand
contributed by social platform users decreases as the prod-
uct price increases. Conversely, when the marketing ef-
fort influence is large, the market demand contributed by
social platform users increases with the product price.
This is because when the marketing effort influence is
small, as the product price rises, the marketing effort lev-
el rises at a slower rate, resulting in a slower growth rate
of the number of potential consumers diverted from the
social platform to the e-commerce platform. In compari-
son, the reduction in the number of potential consumers
caused by the product price increase is greater at this
point. When marketing effort has a large influence, the
decrease in the number of potential consumers due to a
price increase is smaller than the increase in the number
of potential consumers due to a decrease in marketing ef-
fort level. Third, we present the following three condi-
tions: 1) a low perceived conversion cost; 2) a high per-
ceived conversion cost and a large commission rate set by
the social platform; and 3) a high perceived conversion
cost, a small commission rate set by the social platform
and a strong fan effect. If one of these three conditions is
met under the condition that the firm has a low marketing
effort influence and a low number of fans on its self-
media account, when the firm’s product price exceeds a
certain value, then the firm’s profit will decrease as the
price increases.

However, if the above conditions are not met, the firm
profit will always rise in tandem with the product price.
Therefore, for the manufacturing firm with its own social
media, many factors, such as fan count on owned social
media, must be considered when pricing the product.
When the fan base is small, the higher product price re-
sults in a lower firm profit.

Corollary 3  When the manufacturing firm with its
own social media does not share the product link, the re-

n

lationship between 6, , D;", . and ¢, p satisfies

1) 6, D", and 7, are decreasing with z, respectively;
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2) 6, is increasing with p;

3) When m’ < D;" is decreasing with p;

4
(1-20%
otherwise, D;" is increasing with p;

4) When m® < min {12 _ 260 _2t+2AV), 12 -
1+Av

2(1 +Av) 6(1 +Av)
(1-2t+2Av)B 3(1 -2t +2Av) B 1 -2t+2Av
are satisfied, there is a threshold value p, =
4(1 +Av) —B(2 -4t +4Av) (
(16 =m*(1 =267)(1 + Av)

(1 +2Av-21)B
{ 2(1 + Av)
with p; conversely, .

n

8(1 +Av) }

min

< p; <

1 } ) ; when p >p., & is decreasing

is increasing with p. Without the
above condition, 7, is always increasing with p.

Corollary 3 indicates that in the case of the manufactur-
ing firm not sharing the product link, the marketing effort
level, market demand contributed by social platform us-
ers, and firm profit will all decrease as the perceived con-
version cost rises. Consequently, social platform users at-
tracted by a unit marketing effort are less likely to convert
into potential consumers, resulting in a decrease in the
number of potential consumers on the social platform who
can be diverted to the e-commerce platform, which re-
duces marketing output effectiveness. Therefore, the firm
will reduce its marketing effort level, resulting in a lower
firm profit.

Second, as the product price rises, so will the market-
ing effort level, but market demand contributed by social
platform users and firm profit do not always rise in tan-
dem. On the one hand, there is a marketing effort influ-
ence threshold value below which market demand contrib-
uted by social platform users decreases with product
price; on the contrary,
product price. In the case of a firm with a low level of
marketing effort influence and a medium fan count, on
the other hand, the firm’s profits will decrease as the
product price rises above a certain point and increase as
the price rises below that point. In other cases, however,
raising the price of a product will always increase the
firm’s profit. As a result, manufacturing firms with their

market demand increases with

own social media will need to consider a variety of factors
when pricing their products, such as marketing effort in-
fluence. When the influence is low, a higher product
price results in a lower firm profit.

Corollary 4 In the case of sharing the product link,
p. is increasing with 8; in the case of non-sharing of the
product link, p is decreasing with 8.

According to Corollary 2, when the marketing effort
influence and fan count are smaller, we present the fol-
lowing three conditions: 1) a low perceived conversion
cost; 2) a high perceived conversion cost and a large
commission rate set by the social platform; and 3) a high
perceived conversion cost, a small commission rate and a

strong fan effect. If one of these three conditions is met,
the threshold p value denotes the optimal product price
in the case of the manufacturing firm with own social
media sharing the product link. According to Corollary
3, when the marketing effort influence is small, and the
fan count is medium, the threshold value p, denotes the
optimal product price when the product link is not shared.
Moreover, Corollary 4 posits that under the above condi-
tions, as the fan count grows, the optimal product price
in the case of sharing (non-sharing) the product link in-
creases (decreases). Therefore, when the manufacturing
firm is pricing the product, “the greater the number of
fans on owned social media, the higher the pricing” is not
always the case.

2.2 Contrastive analysis

Comparing the marketing effort level, market demand
contributed by social platform users, and firm profit in
the two cases of sharing and non-sharing of the product
link yields Propositions 2-4.

Proposition 2 When 1=6/2, 0 =6, ; whent<6§/2,
6., <0, .

Proposition 2 shows that when the perceived conversion
cost is high, the marketing effort level when sharing the
product link is always greater than when not sharing.
Otherwise, the marketing effort level is always lower
when the product link is shared than when it is not
shared. This is because the manufacturing firm’s market-
ing effort level decreases as the perceived conversion cost
increases when the product link is not shared, whereas the
marketing effort level remains constant when the product
link is shared. Therefore, when the perceived conversion
cost exceeds a certain threshold, the marketing effort lev-
el in the case of not sharing the product link is lower than
that of sharing.

Proposition 3 When §<47(1 —1t), or § >41t(1 - 1)

2 4ZB S nx
and m sp(1+Av)(4(t—1)t+5)’ D" =D;"; when §
>41(1 —¢) and m* > 4B P

p(1 +Av)(4(t-1)t+5)’ b
D;".

According to Proposition 3, we present the following
two conditions: 1) a low commission rate set by the so-
cial platform; and 2) a high commission rate and a low
marketing effort influence. If one of these two conditions
is met, the market demand contributed by social platform
users in the case of sharing the product link is greater than
that in the non-sharing. In contrast, when the commis-
sion rate is high, and the marketing effort influence is
large, the market demand contributed by social platform
users when sharing the product link is lower than when
not sharing. The number of potential customers converted
from fans on the firm’s owned social media is higher in
the case of sharing ( vs. non-sharing) the product link.
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However, when the commission rate is higher, the num-
ber of potential consumers converted from general users
on the social platform is lower when the product link is
shared versus when it is not shared. This is because
when the commission rate is high, in the case of sharing
the product link, the firm will reduce the marketing ef-
fort level, attracting fewer regular users on the social
platform. The gap between the numbers of potential con-
sumers converted from general users on the social plat-
form in the two cases is larger at this time, when the
marketing effort influence is greater. When this gap is
larger than the gap between the number of potential con-
sumers converted by fans, the market demand contribu-
ted by social platform users in the case of sharing the
product link is smaller than that contributed by non-sha-
ring.

Proposition 4 There exists a threshold value of the

I +
1+Av)

- 1
commission rate () = —
2m’p

(8p+4ﬁ(—2+

2

(Sp +4ﬁ( -2 *1 +1Av)) —4m’p (Sp —-m’p(1 =21)°

‘M) )) (0<0<1); when 5<0, =
1+Av

*

=x.; when >0, 7] <m, .

According to Proposition 4, there exists a threshold
value that determines whether or not the manufacturing
firm shares the product link. When the commission rate is
less than the threshold value, the firm shares the product
link; otherwise, the firm does not share. As the commis-
sion rate rises, the difference between the business reve-
nue of the additional potential consumers caused by sha-
ring the product link and the cost of commissions shrinks.
When the commission rate exceeds the threshold value,
the revenue from sharing the product link is insufficient to
cover the cost of commissions, so the manufacturing firm
will not share the product link.

As the threshold value that determines whether the
manufacturing firm shares the product link is complex,
drawing intuitive conclusions is difficult. Therefore, this
section further analyzes the impact of important model pa-
rameters, such as the fan effect and the perceived conver-
sion cost, on the threshold value through numerical simu-
lations. Specifically, the parameters in numerical simula-
tions under cases 1, 2, 3, 4, 5, and 6 are, respectively,
B=1, p=0.2, t=0.1, m\*=0.2; B=2, p=0.4, t=
0.2, m*=0.3; B=0.6, p=0.1, t=0.3, m*=0.5; B
=1, p=0.1, m =0.2, Av=0.2; B=2, p=0.4, m’ =
0.3, Av=0.5; B=0.6, p=0.2, m* =0.5, Av=1.
Moreover, the fan effect Av and the perceived conversion
cost ¢ vary in the range of [0, 1] and [0, 0.5], respec-
tively. Accordingly, we obtain Fig. 2, leading to Corol-
lary 5.

1.0 -
0.8
0.6 , .-
S -
04} e
sioiie —— Case 4
02| T e Case 5
;,;‘;” --—--Case 6
0 - 1 1 1 1 J
0 0.1 0.2 0.3 0.4 0.5

(b)

Fig.2  Factors influencing the threshold value of the commis-

sion rate. (a) Fan effect Av; (b) Perceived conversion cost ¢

Corollary 5
sharing the product link, (2 is decreasing with Av, but in-
creasing with z.

Corollary 5 demonstrates, first, that as the fan effect
diminishes, the possibility that the manufacturing firm
shares the product link increases because of the following
reasons. The likelihood of converting fans of the firm’s
self-media account into potential consumers is an impor-

In the case of the manufacturing firm

tant factor influencing the firm’s decision to share the
product link, and this converting probability is higher in
the case of sharing than in the case of not sharing. The
greater the difference between the converting probabilities
of the two preceding cases, the more willing the firm is to
share the product link. The waning fan effect increases
the difference in converting probabilities, and the firm be-
comes more motivated to share the product link, thereby
increasing the possibility of the firm sharing the product
link.

Secondly, as the perceived conversion cost rises, SO
does the likelihood that the manufacturing firm will share
the product link. The following is an explanation. When
the product link is shared, the likelihood of converting
social platform users who have viewed the product-related
blog to potential consumers on the e-commerce platform
is higher than when it is not shared. Due to the increased
perceived conversion cost, the gap between the conver-
ting probabilities in the preceding two cases will widen,
increasing the incentives for the firm to share the product
link and increasing the likelihood that it will do so. The
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size of the perceived conversion cost is closely related to
the convenience of the product link’s functionality. In
short, the easier it is for consumers to use the product
link, the higher the perceived conversion cost. There-
fore, promoting the product link by continuously optimi-
zing its functionality is more beneficial for the social plat-
form.

3 Conclusions

1) This study develops a mathematical model to exam-
ine a manufacturing firm’s decision on marketing effort
level and whether to share the product link or not when its
self-media account publishes a product-related blog. Mo-
reover, we discover that the firm profit increases as the
fan count and the fan effect increase. Further, when the
commission rate is low, the firm shares the product link.
Intriguingly, as the fan effect diminishes and the per-
ceived conversion cost increases, so does the likelihood
of the firm sharing the product link.

2) This study also contributes to the literature on manu-
facturing firm decision behaviors with owned social media
by capturing the fan effect and the perceived conversion
cost. It presents the following major managerial implica-
tions. To conduct self-marketing, the manufacturing firm
should select the appropriate social platform. Manufactur-
ing firms’ owned social media should cultivate fans from
both “quantity” and “quality” perspectives. Moreover,
social platforms should focus more on improving the user
experience when designing the product link.

3) Our analysis has limitations; for example, we only
consider one manufacturing firm with own social media.
Therefore, future research will focus on whether compe-
ting manufacturing firms with own social media platforms
should share the product link.
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