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Abstract: [Objective/Significance] Aiming at providing effective suggestions on content management for enterprises. [Methods/
Processes] Starting from the theory of signal transmission, this paper takes the official microblog of the tourism industry as the
research object, and in the context of social media, with the online social capital of enterprises as the intermediary variable,

studies the relationship between the content produced by enterprises and the short-term profits of enterprises. [Limitations] This
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RESEARCH ON THE INFLUENCE OF ONLINE SOCIAL MEDIA FIRM GENERATED CONTENT ON SHORT-TERM PERFORMANCE:

TAKING ON SOCIAL CAPITAL AS AN INTERMEDIARY VARIABLE

paper only analyzes a single industry, the overall number is not huge. [Results/Conclusions] Research finds that as strong signals

of release, such as useful content and promotional content can directly bring more revenue to enterprises, and rich and interesting

content can also play a part of mediating role Research on the Influence of Online Social Media Firm Generated Content on

Short-term Performance

Keywords: Firm generated content; Signaling theory; Enterprises online social capital; Firm short-term performance
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