CHAPTER 5

CONCLUSIONS

This chapter concludes this research paper with a review of the findings
and the main conclusions of this study. The implication of this research are
then discussed. After that, recommendations and suggestions for further

research are put forward.

Research Conclusions

Nowadays, the internet is used in order to promote businesses. The
internet has certainly had a major impact on the media landscape and the way
that marketers communicate with their existing and potential customers.
Likewise, the internet is also a direct-response medium, allowing the user to
both purchase and sell products through e-commerce (Belch & Belch, 2009).
This dissertation has investigated the potential of Facebook as a marketing
promotional tool. The research found that many people think the social
networking site has an influence on their purchasing decisions. Moreover, the
research revealed that friends are the main influencer for people who have
used information from a social networking site to buy products when making
a purchasing decision. Furthermore, people who consider their friends as the
main influencer in making a purchasing decision trust Facebook for reliable

information. People who trust information from social networking sites would
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buy something from Facebook. As expected, people judge a product’s
performance from testimonials on the Web; in other words, the testimonials
are important determinants of attitudes as well as purchase behaviour. In
addition, the content on social networking sites is not viewed as spam because

it is considered as social sharing from friend to friend.

Implications and Discussion

Discussion

Reasons why people would buy products through social networking
sites. The results of this study indicate that people who trust the information
from social networking sites would buy something from Facebook. This
finding supports the previous literature that consumers tend to be more willing
to buy online if trust can be guaranteed (Luo et al., 2006). Moreover, this
finding confirms the notion that trust is considered a critical factor for either
success or failure in e-commerce (Srinivasan, 2004; Salam et al., 2005;
Shalhoub, 2006).

However, the results showed that many people had never had shopping
experience through social networking sites and would not buy anything from
Facebook. A possible explanation might be that they they distrust the
information on social networking sites. This finding concurs with the assertion
by Luo et al. (2006) that a lack of face-to-face interaction between sellers and

buyers is not easily replaceable in an electronic environment.
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Factors influencing people to make a purchasing decision. The
research revealed that friends were the main influencer for people who have
used information from social networking sites to buy products when making
the purchasing decision. This finding supports the assertion of Shih (2009)
that the content on social networking sites is considered to be that distributed
socially from friend to friend.

The research revealed that many people think social networking sites
have influence on them deciding to buy something. According to this finding,
it would seem that the internet could be used to encourage purchasing
decisions even if the purchase does not actually happen on the website
(Chaffey, 2007). Indeed, this finding also supports the previous literature that
a social networking site is regarded as an influencer that creates purchase
intent at the moment (Qualman, 2009; Shih, 2009). The research also found
that people who think social networking sites influence them in buying
something, search for information through the internet and from friends. This
finding supports that of Parkin (2009) who pointed out that consumers distrust
communication from traditional marketers, so they tend to judge products or
businesses from the views, experiences and advocacy of their fellow
consumers.

Trust of social networking sites. The research found that many people
do not trust the information from social networking sites. Indeed, the research
revealed that many people do not trust Facebook for the reliability of its
information. Besides, many people do not use business pages on Facebook as

a source of searching for information. These findings do not support Hawkins
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and Mothersbaugh’s (2010) assertion that consumers generally trust the
opinions of people more than marketing communications because these
personal sources have no reason not to express their true opinions and
feelings.

However, the research found that people who consider their friends as
the main influencer in making buying decisions trust Facebook for reliable
information. Also, the research found that people who search for information
through the internet and friends trust information from social networking sites.

How people judge products promoted through social networking
sites. In order to judge the quality of products promoted through a business
page on a social networking site, the research found that the content of fans’
comments, the content of the page administrator’s post, and the images of
products from the page administrator are the main criteria for judgement. This
finding supports the work of Hawkins and Mothersbaugh (2010) who found
that a credible source can enhance attitudes when consumers lack the ability
or motivation to make direct judgements of the product’s performance, and
testimonials on the Web appear to be important determinants of attitudes as
well as purchase behaviour.

Credibility of information on Facebook. The research revealed that
people disagree with the statement, “I trust Facebook because it is a neutral
source of information”. Moreover, many people think that Facebook can be
manipulated by commercial organisations in order to market their products.
Furthermore, many people also think that Facebook can be manipulated in

order to express biased views on products as anyone can join Facebook. It is



141

therefore apparent that small local businesses should be concerned about the
quantity and credibility of their information on Facebook.

Online PR through business pages on Facebook. The research
revealed that people think that a local brand should have a business page on a
social networking site. Likewise, the research revealed that people are likely
to see the photo and read the business information on a business page of
Facebook. The research also found that main reason attracting respondents to
visit business pages is that the respondents’ contacts clicked “Like” on
business pages. This finding supports Shih (2009) who asserted that most
people are inclined to discover information and content that their friends find
useful, interesting or relevant.

Moreover, the research found that people would suggest a business
page to their friend when the business page is interesting, informative, useful,
important, and entertaining. The research also found that people tend to
suggest a business page by sending them a page suggestion on Facebook. This
finding supports the idea of Parkin (2009) that social networking sites could
help small business attract and facilitate social interaction and could increase
the scale and scope of recommendations.

The research revealed that people feel interested rather than annoyed
and bored when someone suggests the pages of an unfamiliar brand/local
brand to them through a social networking site. This finding supports the
theory of Shih (2009) that most people are inclined to discover information

and content that their friends find useful, interesting or relevant. Also, the
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content on social networking sites is not viewed as spam because it is

considered as being socially distributed from friend to friend.

Implications for Small Local Businesses

The findings have important implications for small local business.
According to the findings, the small local business should have a business
page on Facebook. A page on Facebook could help small local businesses
enhance their global recognition as well as promote their businesses in a cost
effective and trustworthy manner through social sharing from friend to friend.
A business page on Facebook allows for large numbers of people to receive
the same message at the same time with cost effectiveness. Consumers
generally trust the opinions of people more than marketing communications;
therefore, it appears that many people trust the testimonials and
recommendations of others on Facebook. However, small local businesses
should not use business pages as a channel to provide high quantity and low
credibility information to consumers as consumers may regard it as
information from a salesperson rather than from an advocate. In sum, small
local businesses should be concerned about the quantity and credibility of

information they place on a business page on Facebook.

Recommendations for Future Research

This study, like many any other studies, is limited by several factors

that need to be addressed in future research. First of all, a convenience-
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sampling method could not be used as it might cause bias in this research.
Consequently, it might be better to use a scientific sampling method for
further research. Second, the sample size was small; a larger sample size
should be applied in further research. Third, the sample was selected from the
people in one geographical area, which might not represent the whole
population. Therefore, samples from other areas could be chosen in order to
extend the sample size or make more generalisable comparisons. Furthermore,
this study could be better if there was an interview survey conducted in order
to enhance the understanding of the attitudes of customers. The choices in the
questionnaire might not exactly be the same or cover the customers’ entire
range of attitudes. In addition, this research did not investigate and compare
the differences among internet users’ attitudes in different geographical areas,
either between regions, countries or continents; therefore, further research
might address this point for further and more complete understanding about

attitudes.
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Questionnaire

This questionnaire is aimed to use for study about promoting small
local businesses through social networking sites, which is conducted by a
student of Ramkhamhaeng University who study in Ph.D. Business
Administration (English Programme). Please be confident that all of your
answers will be treated in the strict confidence and use only for academic
purpose.

In this questionnaire, the research questions are divided into 2 parts:

Part I: Research question

Part II: Personal information question

Note: If you have any queries or doubt or unwillingness about this
research, you have right to not answer any questions in this questionnaire, or
can contact Ramkhamhaeng University to check that this research is

conducted for education only
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Part I: Research questions
1. Internet Usage Per Day
[ ]less than 2 hours
[ ] between 2-4 hours
[ ]between 4-6 hours
[ ] more than 6 hours
2. Behaviour of Internet Users (you can choose more than 1)
[ 11 clicked on the ad itself
[ 11 have not responded to banner ads.
[ 11 searched for the product, service, company or brand by using a
search engine.
[ 11 typed the company web address into browser and navigated to site.
[ 11 investigated the product, service, company or brand through social
networking sites.
3. Have you ever used social networking sites?
[ 1 Yes (Please go to question 4)
[ 1 No (Please go to question 38)
4. How long do you spend on social networking sites per each accessing time?
[ ]less than 2 hours [ ] between 2-4 hours

[ ] between 4 6 hours [ ] more than 6 hours
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5. What is/are your purpose(s) of using social networking site(s)? (You can
choose more than one)
[ ] Social
[ ] Business
[ ]Shopping
[ ] News
[ ] Game(s)/Application(s)
[ ] Others (please specify)

6. Is/Are there any business(es) that you know from social networking sites?
[ ] Yes (Please go to question 7)
[ ] No (Please go to question 8)
7. What is/are the name of business(es) that you know from social networking

site(s)?

8. Do you use Facebook?
[ ] Yes (Please go to question 10)
[ ] No (Please go to question 9)
9. What is/are social networking site(s) you use? (Please go to question 40)
[ 1Hi5 [ 1 MySpace
[ ] Twitte [ 1Bebo
[ ] Others
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10. How do you access Facebook? (You can choose more than one)
[ ] Desktop Computer
[ ]1Laptop Computer
[ 1 Mobile Phone
[ ]Others

11. If you are purchasing from a Facebook site how confident do you feel

about trusting the site? (1 = the least, 5 = the most)

Strongly Untrust Neutral Trust Strongly Trust

Untrust

12. Have you ever purchased products/service through Facebook?
[ 1Yes (please go to question 13)
[ 1 No (please go to question 14)
13. If you have used the Facebook for purchasing a product or service, how
satisfied are you with the purchase?

Strongly Unsatisfied Neutral Satisfied Very

Unsatisfied Satisfied

14. To what extent do you agree with the following statement, I trust

Facebook because it is a neutral source of information.

Strongly Disagree Neutral Agree Strongly
gr

Disagree Agree

1 2 3 4 5
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15. To what extent do you agree with the following statement, I trust
Facebook because people who recommend products are ordinary users

and not organisations.

Strongly Disagree Neutral Agree Strongly
Disagree Agree

1 2 3 4 5

16. To what extent do you agree with the following statement, Facebook

can be manipulated by commercial organisations to market their products.

Strongly Disagree Neutral Agree Strongly

Disagree Agree

1 2 3 4 5

17. To what extent do you agree with the following statement, Facebook

can be manipulated to extend their views on products as anyone can

join the Facebook.
Strongly Disagree Neutral Agree Strongly
Disagree Agree
1 2 3 <4 5

18. Have you ever visited a Business Page of Facebook?
[ ]Yes (Please go to question 19)
[ ]1No (Please go to question 25)
19. What is/are the reason(s) that attract you to visit Business page(s)?
[ ] my contact(s) clicked “Like”
[ ] Facebook ad
[ 11 searched for information about business(es)

[ ] Others




150

20. What did you see/read on Business page of Facebook? (you can choose
more than one)
[ ]1Business information
[ ] Photo
[ ] Testimonials of Facebook users who have used the products/service
[ ] Comments of Facebook users about the products/service

[ ] Others

21. Would you like to suggest any Business page to friends?
[ 1Yes (Please go to question 22)
[ ] No (Please go to question 24)

22. Why do you think the page should be suggested to your friend?

Strongly Disagree Neutral Agree Strongly

Disagree Agree
Interesting

1 2 3 4 5

Informative | ) 3 4 5
Useful : ) 3 4 5
Important 1 2 3 4 5
Entertaining
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23. How do you suggest the page to others?
[ ] Talk
[ ] Comment on chat room’s board
[ ] Send page suggestion on Facebook
[ ] Others

24. What do you do when you see news update from the page?
[ ]1Read and click through to visit the page
[ ] Only read
[ ]Ignore
[ ] Others

25. If you heard someone talking about unfamiliar brand/local brand in social
networking site, what will you do? (you can choose more than one)
[ 1 Search the name of brands in search engine
[ ] Ask friends about these brands
[ 1Do not do anything
[ ] Others

26. What will you do when someone suggests pages of unfamiliar brand/local
brand to you? (you can choose more than one)
[ ]Click “Like” on the page
[ ] Search the name of brands in search engine
[ ] Ask friends about these brands
[ 1Do not do anything
[ ] Others
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27. How do you feel when someone suggests pages of unfamiliar brand/local

brand to you through social networking site? (you can choose more than

one)
[ ] Interesting
[ ] Boring
[ ] Annoying
[ ] Others

28. Have you ever clicked through ads of unfamiliar brand/local brand on

social networking site?

[ ]Yes, why (please go to question 29)

[ 1No, why (please go to question 30)

29. How important of each following factors in your decision to click through

ads of unfamiliar brand/local brand on social networking site?

Unimportant

Not at all Neutral
important
A. Banner Design 1 2 3
B. Banner Message 1 2 3
C. Banner Colour 1 D 3
D. Animation
1 2 3
E. Banner Size
1 2 3
F. Banner Position
1 2 3
G. Branded Banner
1 2 3
H. Promotional offer
1 3
I. Others 1 ) 3

Important Very

Important

4 5
4 5
4 5
4 5
4 5
4 5
4 5
5

5
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30. Do you think a local brand should have a business page on social
networking site?

[ ]Yes, why

[ 1No, why

31. How do you judge the quality of products promoted through the business
page on social networking site? (you can choose more than one)
[ ] Number of fans’ comments
[ ] Content of fans’ comments (testimonial)
[ ] Number of page administrator’s post
[ 1 Content of page administrator’s post (product description)
[ ]Images of products from page administrator
[ ]Images of products from fans/buyers

[ ] Others

32. How do you feel when you see the page that people click “Like”?
(you can choose more than one)
[ ] this page is interesting
[ ] this page is attractive
[ ] Feel not thing
[ ] Other
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33. How do you feel if you see the page that has the interaction with fan?
(you can choose more than one)
[ ] this page is interesting
[ ] this page is attractive
[ ] Feel nothing
[ ] Other

34. Do you read that information on the business page?

[ ]Yes, why

[ ]1No, why
35. Do you use business page as a source of information searched?

[ ]Yes, why

[ 1No, why

36. How many fans on a business page that you think it is an interesting page?
[ 10-100
[ 1101-200
[ 1201-300
[ 1 Above 300
37. Would you have an intention to buy products from the business that have
fans page more than 100?

[ ]Yes, why

[ ] No, why
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38. If you never know/have little knowledge about a brand, will you find
more information from a business page on Facebook?

[ ]Yes, why

[ 1No, why

39. Would you trust Facebook for true information?

[ ]Yes, why

[ 1No, why

40. Have you ever used information from social networking site to buy
products?

[ ]Yes, why

[ ] No, why

41. Would you trust information from social networking sites?

[ ]Yes, why

[ 1No, why

42. Would you have an intention to buy anything from Facebook?

[ ]Yes, why

[ 1No, why

43. Do you think Social networking site has an influence on you when making
decision to buy something?

[ ]Yes, why

[ 1No, why




156

44. If you never know/have little knowledge about a brand, will you find
more information through search engine?

[ ]Yes, why

[ ]1No, why

45. Who is/are your influencers when you are making decision to buy
something? (you can choose more than one)
[ ] Friends
[ ] Family
[ ] Celebrity
[ ] Others

46. How do you search information about product?
(you can choose more than one)
[ 1TV
[ ]radio
[ ] the Internet
[ ] magazine
[ ] Friends
[ ] Family

[ ] Other
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Part II: Personal Information

1. Sex
[ 1Male [ ] Female
2. Age
[ 1Under 18 [ 11822
[ ]23-27 [ 128-32 [ ] Above 32

3. Occupation
[ ] Student [ ] Government officer
[ ] State enterprise officer [ ] Office worker

[ ] Business owner [ ] Others Please specify

4. Income per month (Baht)

[ ]less than 5,000 [ 15,000-10,000
[ 110,001-15,000 [ 115,001-20,000
[ 120,001-25,000 [ 125,001-30,000

[ ] Above 30,000

5. Education level
[ 1 High school [ ] Undergraduate
[ ] Postgraduate [ ]Ph.D.

[ ] Others please specify

THANK YOU FOR YOUR COOPERATION!
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