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The initial objectives of the researcher in carrying out this research
investigation was (1) to study the available literature on the role of social
networking sites, particularly in respect to their marketing impact on
consumer behaviours. Furthermore, the researcher subsequently investigated
and explored (2) the attitudes of Thai users towards social networking sites in
an endeavour to understand why some of these users evince an intention to
purchase products through social networking sites. The researcher also
analysed (3) the effects of social networking sites on Thai users who engage
in either online or off-line purchasing behaviours. Finally, the researcher

derived (4) conclusions on the basis of having carried out this research
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investigation, conclusions which led to the provision of recommendations
geared to assisting local owners of small businesses in promoting their
businesses via social networking site in addition to suggesting fruitful avenues
of research that could be taken by the future researchers in the domain of
inquiry.

In carrying out this research investigation, the researcher collected both
primary and secondary data. Because of the need to gather up-to-date
information not available in published secondary sources, the resercher
perforce relied on primary data collection requiring the use of a questionnaire.

In accordance with standard practice, the questionnaire was pre-tested
before launching a full-scale survey. Copies of the questionnaires were
distributed to 400 subjects of investigation of whom 291 were of the female
gender and 109 of the male gender. The 400 members of this sample
population were queried in respect to demographical characteristics and
responses were elicited concerning their perceptions as consumers, their
behaviours as consumers, and the processes whereby they made decisions as
consumers.

In analyzing the completed copies of the questionnaires, the researcher
applied the Statistical Package for the Social Science (SPSS) computer
program to the data collected. In the course of the SPSS analysis, the
researcher utilized a number of standard statistical techniques in studying

appositely isolated variables and deriving appropriately applicable criteria in

)
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order to generate research findings satisfying the goals of this research
investigation.

Findings are as follows:

The researcher has determined that local small businesses should
maintain business pages on Facebook. The researcher furthermore established
that subjects who find social networking site information trustworthy
concomitantly exhibited intentions to engage in purchasing behaviours
through Facebook applications. Moreover, the researcher found that those
subjects whose friends exerted paramount influence over them
correspondingly utilised information gathered from social networking sites in
the process of making purchasing decisions as to whether or not to purchase
products. In contradistinction to this finding, however, the researcher
additionally ascertained that many subjects of investigation do not deem
Facebook to be a trustworthy source of trustful information.

In respect to future research, the researcher recommends expanding the
size of the sample population. Moreover, surveys based on conducting
interviews are needed for the sake of enhancing the degree to which
researchers properly understand consumer attitudes. Finally, additional
research should be conducted through the investigation and comparison of the
attitudes of users of the Internet in different countries, whether carried out

regionally or continentally.
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