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This study explored attributes of a Facebook brand page (FBP).  Seven variables 

were derived from the framework and applied to FBPs.  The goals of this research were 

to discover which attributes contribute to a successful FBP, determine which attributes 

increase purchase intentions, and help marketers determine where to focus their efforts.  

A total of 421 surveys were gathered from men and women ages 18 and older.  The 
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CHAPTER 1 

INTRODUCTION 

By now we are no stranger to the explosion and wide use of social networking 

sites (SNS).  Facebook, among many SNS, has taken off since its inception in 2004 

with over 1 billion active users as of October 2012 (Facebook Newsroom, 2013), and 

over 160 million United States members (November 2012 Social Media Report, 2012).  

Increased mobile use yields over 600 million users accessing Facebook from mobile 

devices monthly (Facebook, 2013).  In the past, companies were expected to have a 

website if they were to be considered legitimate, but today much more is expected.  A 

Facebook brand page (FBP), for instance, may be the first line of communication 

between a brand and a customer.  This is why a social media presence for a brand is 

vital, and must be done well in order to harness the site traffic and buzz to drive 

business.  Previously, brands would present information and consumers would receive 

it.  Today, brands may present information to consumers, but they also listen to what 

consumers want by direct contact through SNS.    

Scores of articles predicting social networking trends for 2013 have flooded the 

Internet.  Forbes.com writes “Four Big Questions (and Predictions) for Social Media in 

2013”, BusinessInsider.com notes the “7 Ways to Make Your Brand Look Terrible on 

Social Media,” technorati.com writes that “Social Media Presence Increased at CES 

2013” (Reyes, 2013), not to mention the topic of SNS trends was covered in numerous 

blogs as well. This level of hype evokes social networking professionals to write notes 

like “tired of 2013 social media predictions” (Figure 1) from Catherine K. Nodurft’s tweet.   
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Figure 1. Tweet from Catherine Nodurft. 

Still, this shows what an important topic social networking has become, and that 

business are still trying to grasp best practices. 

Rationale 

The ways in which consumers are communicating with companies has changed 

enormously over the past years (Hennig-Thurau, Malthouse, Friege, Gensler, Lobschat, 

Rangaswamy, & Skiera, 2010).  Consumers today see social networking sites (SNS) as 

tools to communicate directly with brands.  Brands, friends, and customers can now be 

linked by SNS (Weisberg, Te’eni, & Arman, 2011), creating a two-way conversation 

between consumers and brands that did not exist before.  In fact, 80% of SNS users 

prefer Facebook as means to connect with brands (Jorgensen, 2012). 

For brands to remain relevant in this environment, they will need to adapt to both 

emerging technologies and shifting consumer behavior without delay (Feed, 2008). 

Retailers know that theoretically, SNS should be a powerful way to generate 

sustainable, word-of-mouth; however it is critical for them to select the right social media 

platform, design the right message and engage the right users to spread that message 

(Kumar, & Mirchandani, 2012). The majority of online effort by the retailers should be 

concentrated on reaching shoppers where they are already congregating by 

participating and encouraging conversations through third-party tools such as SNS 

(Swedowsky, 2009).  
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As social commerce which is the merging of social networking and online 

shopping (Stephen & Toubia, 2010) has evolved, it is expected that 50% of web sales 

will occur through social networking site and increase by $30 million by 2015 (Murphy, 

2012). One third of small businesses utilize Facebook for advertising purposes with 

almost 10 million small businesses using Facebook to connect with customers (Murphy, 

2012).  Those who are fans of a Facebook page are almost 80% more likely to make 

purchases from those brands and 74% more likely make brand recommendations to 

friends (Murphy, 2012). Those who ‘like’ a Facebook brand page are more likely to 

consider purchasing, make actual purchase, and make recommendations (Marsden, 

2012). Retailers must go above and beyond simply having a website and must engage 

customers in their SNS (Gonzalez, 2010).  With the increasing importance of social 

networking sites as a venue where brands interact and communicate with customers, 

brands must pay attention to the needs and expectations of their customers and 

respond accordingly in SNS platforms like Facebook. Now more than ever it is important 

that companies and brands understand which attributes can make a SNS (i.e., FBP) 

successful.   

Attributes of successful online communities researched by Preece (2001) include 

sociability and usability.  With higher sociability and usability, an online community will 

be more successful (Preece, 2001). The more time a person spends with a site, the 

more likely that person is to trust the site (Kim & Phalak, 2011).  Within online shopping 

sites, it was determined that when users with similar interests interacted with each 

other, they trusted each other more in regards to purchase intentions (Hsiao, Lin, Wang, 

Lu, & Yu, 2010).  By increasing user participation through increased engagement, 
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community members are more likely to engage with others on a brand page (Lee, Kim & 

Kim, 2011). While Preece’s (2001) research provides foundations and directions to 

examine successful SNS attributes that build trust and increase purchase intention, 

there is little research done for SNS attributes that increase trust and purchase 

intention. With the popularity of FBPs and the growing interest of social commerce, 

examining attributes of FBPs that affect trust and purchase intentions is timely for 

proactively structuring the attributes and managing the contents on FBP. 

Purpose of the Study 

Past research has found that there are certain factors that contribute to trusting 

an online shopping site, online communities or traditional websites.  Studies that have 

also determined attributes of online communities (Preece, 2001) finding the importance 

of trust in online shopping and recommendations (Hsiao et al., 2010), and how certain 

brands have utilized SNS for their benefit in increasing sales (Gonzalez, 2010).  Opinion 

leaders and opinion seekers within SNS enjoy sharing information about brands (Acar & 

Polonsky, 2007; Chu & Kim, 2011).  Opinion leaders (those who voice their opinions 

openly online) are more likely to communicate to their followers about a brand (Acar & 

Polonsky, 2007).  This shows the importance in having a good page in which 

consumers can communicate to each other about brands.  

Practical implications of this study will help brands to utilize FBPs and to create a 

successful page that will drive purchases.  From an academic perspective, this study 

hopes to pinpoint the specific attributes that can contribute to a successful brand page 

while showing what is most important from the customer’s perspective.  Benefits of 

utilizing SNS through Facebook include low cost advertising and the ability for a brand 
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to better understand its customers (Gonzalez, 2010).  It would be beneficial for 

organizations to realize that increased trust in a brand leads to increased purchase 

intentions (Weisberg et al., 2011).  Furthermore, online customer service affects 

customer satisfaction noting that offline customer service practices should be applied to 

online practices (Hackman, Gundergan, Wang & Daniel 2006).  Marketers seem to each 

have their own ‘best practices’ of correctly marketing a brand via SNS, and what the 

most pertinent components are.  This study aims to break down the essential aspects of 

a FBP into variables to be measured based on consumer responses. 

The framework of Preece (2001) applied in this study originally researched online 

communities.  In the original study, Preece (2001) explored the attributes of online 

communities determining what made them successful.  The purpose of this study is to 

apply Preece’s (2001) framework to Facebook pinpointing the attributes that make a 

FBP successful and increases purchase intentions.  The objectives of this study are to 

determine if these attributes increase purchase intentions, and to help marketers 

determine where to focus their efforts through FBP.  For the purposes of this study, this 

research will be restricted to Facebook only. 

Assumptions 

 The researcher assumes that all respondents will answer the survey questions 

truthfully and have had previous experience using social networking tool Facebook with 

some knowledge of Facebook brand pages. 

Operational Definitions 

For the purpose of this study operational definitions are listed below as they 

pertain specifically to this study. 
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• Communication- Content produced by the brand or moderator of the FBP as they 

interact with the community or FBP members 

• External links- This includes videos, photos, and hyperlinks that may be posted on a  

FBP that the user clicks on  

• FBP (Facebook brand page)- Also known as a Facebook Fan Page represents a  

brand or company whose fans become members by ‘liking’ the page.  FBP  

members may participate in the conversation on the page and receive updates or  

promotions posted by the brand or company. 

• Information content- The information included on a FBP (provided by the brand) and  

the consumers’ ability to find information they need 

• Participation- Content produced organically by a FBP member (or non member) in  

the form of UGC on the FBP.  This includes interactions between other members  

of the page 

• Member- A person becomes a part of a brand page by following the page or opting  

to become a member of the group by ‘liking’ the page.  This allows the person to  

receive updates and interact on the brand page. 

• Policy/Privacy- The presence of a policy statement produced by the FPB visible to  

its members offering guidelines may or may not include privacy 

• SNS (social networking site)- A site that allows its users to create profiles, connect  

with others, and share information  

• User generated content- Any content produced by a member of an online  

community or FBP 
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Limitations 

The research is based on a snowball sampling method which may limit the 

generalizability of the study.  Preece’s (2001) framework was originally researched with 

online communities.  Additional research may be required to further explore the 

attributes that make up a successful FBP.  Also, future research may include expansion 

of this study to other SNS like twitter or blogs.  With the social world expanding, brands 

would benefit from specific information regarding areas to improve. 
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CHAPTER 2  
 

REVIEW OF LITERATURE 
 

Today, brands have to stay ahead of the game, and the game is social 

networking.  Brands today are listening to their customers more than ever while the 

brands see rise in sales (Bourne, 2010).  They need to be a part of the conversation to 

understand what their customers want. ComScore conducted a study examining the 

‘friends of fans’ behavior (Fulgoni, 2011). This study measured how website traffic 

increased when not only the fans of a brand page actively visited the page, but also how 

their friends visited the webpage.  The results were undeniable finding that with the use 

of Facebbook, the brand communication increased by more than 120%.  Additionally, 

Starbucks had an 8% increase in transactions.  Southwest Airlines experienced 

increased interactions as well (Fulgoni, 2011).  Here it is seen that the use of Facebook 

for brand marketing is certainly effective which is why this study aims to determine the 

attributes that may lead to this kind of success for a FBP. 

A large body of research has examined website attributes and what factors are 

important to creating a good website. Chen, Hsu, & Lin (2010) researched website 

attributes noting the importance of security features, trust, and knowledge of a brand.  

Kim and Stoel (2004) measured website quality to determine which predictors were the 

most significant in reference to customer satisfaction among retailers.  Others have 

focused on customer satisfaction (Finn, Wang, & Frank, 2009), customer 

recommendations (Hsaio et al., 2010; Kim & Stoel, 2004), and the importance of 

customer interactions (Finn et al., 2009; Gonzalez, 2010) on websites.  Studies 

measuring SNS attributes or more specifically FBP attributes are few if any.  With the 
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rapid growth of Facebook, research in this area and the area of SNS in general is 

greatly lagging.   

Brands can use their power to increase interactions on their community pages 

(Chan & Li, 2010).  By increasing this involvement, they are able to increase the 

excitement that each member experiences with their page thus attracting more visitors 

and members.  This type of electronic word of mouth can increase the page’s traffic, 

make consumers more aware of a brand, and increase trust and purchase intentions. 

Fashion is now taking its cues from customers. Ann Taylor has had increased sales in 

their e-commerce since they have been using SNS (Bourne, 2010) relating much of it to 

positive feedback.  Fashion companies are taking social networking to new levels 

experiencing results like Ann Taylor who has benefitted from the response of their fans.  

This example can be applied to any brand wishing to gain an involved fan base who will 

share positively about a brand increasing a consumers’ trust in that brand and 

inclinations to purchase.   

The instantaneous quality of SNS is also an appeal to consumers and retailers 

since customers can be reached any time any place.  Live streaming became popular 

over the last few years, and now it is expected.  Retailers who upload live feed of 

runway shows can have an advantage on how customers respond to each garment 

(Clifford, 2013).  This gives retailers the opportunities to gage consumer responses to 

the new line before the garments are even made for the public. Buyers track the buzz 

on items posted allowing them to have more accurate predictions of what their 

customers want (Clifford, 2013).   
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With tools like live streaming and tracking highly shared and liked items, it seems 

that businesses have everything they need to become successful online.  Nonetheless, 

brands are just not there yet, but they are learning the power of sharing and increasing 

participation and engagement (Olenski, 2012). 

Earlier research shows that certain attributes of Facebook could influence 

customers to make purchases from certain brands.  Harris and Dennis (2011) 

researched consumers’ attitudes towards purchasing directly from Facebook.  In this 

case, it was found that consumers were uninterested in purchasing directly from 

Facebook.  There is a lack of empirical research in the area of Facebook and social 

shopping (Harris & Dennis, 2011) which supports the reason for this study. Facebook 

today has taken on the task of search engines like Google or Wikipedia in ways of 

information searching (Redd, 2010).  Since Facebook has become a source of not only 

creating connections with friends, but also a source of news and important information, 

it would behoove brands to understand it at its highest level in responding to customers 

properly.  This paper will focus on the social networking platform of Faceboook since it 

is the most widely used by brands and consumers alike. 

Table 1 is a summary of previous research pertaining to the variables of policy, 

communication, information content, external links, trust, participation and purchase 

intentions.  The research in Table 1 represents studies performed on websites, online 

and virtual communities, and consumer recommendation sites.  There is a lack of 

research regarding the previously stated variables pertaining to SNS or Facebook.  
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Table 1  

Summary of Research 

Researcher(s) Sample 
Demographics 

Significant Variables Findings 

Chan, K.W., Li, S.Y.  
(2010) 

Qualitative study.  
309 virtual 
community postings 

Online communities Virtual communities can increase engagement.  Interactivity 
can increase co-shopping intentions 

Chen, Y. H., Hsu, I. 
C., Lin, C. C. (2010) 

1567 responses E-commerce 
Purchase Intention 
Website attributes 
Trust 

Website attributes that increase purchase intention: 
convenience, usability, trust, security.  Online purchase 
intention can be increased by implementations of rules or 
policies of online transactions. 

Chu, S. C., Kim, Y.  
(2011) 

363 respondents eWOM 
Trust 
Participation 
Opinion leaders 

Build relationships with customers and brands through SNS 
and eWOM.  eWOM is a determinant of ROI.  Trust is an 
important factor in eWOM and SNS; higher trust increases 
opinion seeking and opinion giving 

Cvijikj, I., P., & 
Michahelles, F.  
(2011) 

120 moderator posts Communication 
Participation 
External Links 

Three types of posts by moderators: statuses, photos, and 
links.  Photos posted by moderators evoke greatest 
interactions among users, User engagement is key to 
marketing success. 

Daugherty, T., Eastin, 
S., M., Bright, L.  
(2008) 

325 respondents Participation Finds the importance of user generated content as it has the 
potential to create more positive experiences for consumers.  
Increases feelings of communicating with friends creating a 
sense of community. 

Doyle, S. (2007) Case study- data 
used from 500,000 
customers 

Participation 
WOM 
Opinion leaders 

The importance of opinion leaders online and how they serve 
as great influencers generating up to 20% of the customer 
population.        

  (table continues) 
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Gonzalez, C. (2010) Analysis of SNS in 
Fashion 

Participation 
Purchase intentions 

Analysis of successful SNS including Facebook pages, 
Twitter, and blogs as they pertain to fashion 

Preece (2001) Conceptual 
Framework 

Sociability and 
Usability 
Online communities 

Online communities, importance, and proposed framework for 
quantitative study 

Gefen. D.  (2000) 145 student 
participants 

Trust 
Purchase Intentions 

The more familiarity a consumer has with the internet and 
with a particular vendor, the more likely that consumer is to 
make purchases from that vendor 

Hackman, D., 
Gundergan, S., P., 
Wang, P., Daniel, K.  
(2006) 

260 surveys Communication 
Information Content 

Measure online service quality and value increasing users 
satisfaction.  Offline service techniques can be extremely 
effective when transferred to online service techniques.   

Harris, L., & Dennis, 
C. (2011) 

Focus group of 26 
students 

Social shopping 
Trust 
Purchase Intentions 
Participation 

Participants discussed more interests in groups with higher 
participation among its members generating positive feelings 
regarding Facebook shopping.  The presence of a ‘nudge’ like 
recommendations can play significant roles in feelings 
towards Facebook or social shopping.  

Hsiao, K., Lin, J. C., 
Wang, X., Lu, H., & 
Yu, H. (2010) 

1,219 survey 
questionnaires 

Trust 
Purchase Intentions 
Participation 

Trust in a website and purchase intentions increased 
willingness to purchase.  Trust in product recommendations 
increased purchase intentions- also affected by perceived 
website quality, assurance, and reputation 

Hsieh, Chiu & Chiang 
(2005) 

332 respondents Communication Social bonds between brand and consumer is found to be 
equally important among all categories of financial, social and 
structural bonds.  Social bonds have positive influences on 
consumer commitment. 

Researcher(s) Sample 
Demographics 

Significant Variables Findings 

(table continues) 
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Kim, Jin & Park 
(2011) 

595 respondents Participation 
Online community 

WOM 

‘Market mavens’ (those who frequently converse online and 
 lead discussions) positively effect online participation, quality 
and frequency of others.  Most important motivation of 
‘market mavens’ included social connectivity.  

Kim, H., Park, J., & 
Jin, B.  (2007) 

351 adults in South 
Korea 

Online community 
User generated 
content 

Measures Preece’s (2001) framework with online 
communities finding highest representation in sociability with 
all variables represented where usability found two variables 
represented.  Supports importance in social aspects of 
interactions and quality of interactions in a community. 

Lu, Y., Zhao, L., & 
Wang, B.  (2010) 

376 questionnaires Online community 
Trust 

Trust in members of a site increase trust in the vender and 
purchase intentions.   

Redd, S. M. (2010). 593 participants Trust 
Social connections 

Found that between Facebook and Twitter, Facebook yielded 
higher social connections among members. 

Weisberg, J., Te’eni, 
D., & Arman, L.  
(2011) 

115 participants Trust 
Purchase Intentions 
Communication 

Social context of online shopping experience is important for 
purchase intentions.  Social presence positively influences 
purchase intentions.  Past purchasing experiences influences 
current purchase intentions.  Higher social presence can be 
achieved by increased social interaction on social networking 
sites.  

Bouhel, O., Mzoughi, 
N., Ghachem, M. S., 
Negra, A.  (2010) 

425 participants Trust  
Purchase Intentions 
Information Content 
External Links 

Increased credibility, ease of use, and usefulness generate 
positive attitudes towards blogs.  Positive attitudes influence 
purchase intentions  

Chang & Chen (2008) 628 participants Purchase Intention 
Trust 

Website quality contributes to consumers trust and purchase 
intentions.  Website brand is important in purchase intentions.  

Researcher(s) Sample 
Demographics 

Significant Variables Findings 

(table continues) 
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Privacy Link between perceived risk and consumers trust 

Jalilvand, M. R., & 
Samiei, N. (2012) 

341 questionnaires 
eWOM 
Purchase intentions 

Found that eWOM had positve impacts on brand image, and 
purchase intentions.  Additionally purchase intention is 
influenced by brand image 

Belanger, Hiller & 
Smith (2002) 

140 participants Privacy Security features were the most important to consumers. 
Suggests that sites should consider having all security 
features including privacy statements 

Weiss, A. M., Lurie, 
N. H., Macinnis 
(2008) 

17,628 respondents Communication The more information, promptness of information, and the 
more frequent dialogue given to a customer (or information 
seeker), the more positively the customer viewed the 
information.  

Researcher(s) Sample 
Demographics 

Significant Variables Findings 
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Summary of Findings 

 The pertinent articles from Table 1 find primarily the importance of the sociability 

of SNS as they relate to trustworthiness and purchase intentions.  There is more trust in 

peer-to-peer conversations and recommendations (Harris & Dennis, 2011; Kim, Jin & 

Park, 2011; Kim, Park, & Jin, 2007).  Not only do recommendations influence trust and 

purchase intentions, but word of mouth (WOM) and electronic word of mouth (eWOM) 

play an influencing role in SNS purchasing decisions (Jalilvand, & Samiei, 2012; Doyle, 

2007), and WOM can be an indicator of ROI (return on investment) (Chu, & Kim, 2011).  

Social interactions like participation within a site also increase trust and purchase 

intentions (Weisberg et al, 2011; Kim, Park, & Jin, 2007).  Similarly, user generated 

content (UGC) can be seen as a more trustworthy source of information (Daugherty, 

Eastin, & Bright, 2008; Cvijikj & Michahelles, 2011) as the information comes from 

people who can be related to.  Information content and quality on a site can give a more 

positive view of a brand (Weiss, Lurie, & Macinnis, 2008).  Timeliness and proper 

communication response can also influence they way a customer perceives a brand 

(Weiss, Laurie, & Macinnis, 2008). 

Conceptual Framework 

Preece (2001) proposes a sociability and usability framework suggesting the 

most important determinants of a successful online community.  This current study 

modifies Preece’s framework applying it to Facebook and FBP.  Independent variables 

include: policy/privacy, communication, information content, and external links.  

Trustworthiness is included, and the dependent variables are participation and purchase 

intentions.  These variables, based on the literature, are seen as the most important 

attributes in determining successful websites or online communities therefore they will 
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be used in the case of FBPs.  Today brands are not only expected to have a website, 

but they are expected to have a SNS presence on Facebook, Twitter, Pinterest, 

Instagram, and a blog.  This can be a challenge especially since Facebook and other 

SNS are constantly evolving.  The variables in this study are proposed to determine 

which attributes of a Facebook brand page are perceived most important by the 

consumer.  

Preece (2001) explores specific variables that could attribute to a successful 

online community.  Preece notes that online communities are places where people can 

connect with friends, family, or people they do not know.   A social networking page is 

defined as a place where users can create a personal profile, connect with others, and 

view other’s connections (Boyd & Ellison, 2007). Preece’s (2001) framework as 

measured by Kim, Park and Jin (2007) shows the importance of the social aspect of 

online communities.  Preece (2001) focuses on the member’s perception of the online 

community and developed determinants of success based on these perceptions (Kim et 

al., 2007). As Facebook is referred to as a community (Boyd & Ellison, 2007), or online 

community, this study will apply the sociability and usability framework of Preece 

(2001). 

The variables that Preece (2001) uses in reference to sociability are: purpose, 

people, and policy/privacy.  Purpose refers to the degree of involvement between 

members on a site.  Preece (2001) also defines purpose as the messages per member 

sent within the site.  This includes interactions among members and the quality of 

interaction on the site that is generating traffic.  People refers to the members, or 

number of members, on a site and their demographics including age and gender.  The 
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number of followers a site has can be a good indicator of its success (Preece, 2001). 

Preece (2001) defines policies as codes of behavior expected on a given site that may 

require formal policies implemented.  By implementing privacy policies for a site, it can 

be better monitored making visitors feel more comfortable with the site. Online policies 

are ways to increase trust among site members. Policies may include guidelines of 

appropriateness, perhaps a policy statement, that help members feel secure with the 

site.  The variables that Preece (2001) uses in reference to usability are: dialogue and 

social support, information design, navigation, and access.  Dialogue and social support 

includes the ease in which the user is able to ask questions and receive answers.  This 

also includes member satisfaction of the support they are receiving and promptness of 

responses from moderators (Preece, 2001).  Information design refers to the ease in 

which members are able to find correct information on a site, which also includes the 

ability to understand the information given (Preece, 2001).  Navigation includes the 

ease of use in which customers can move about a given site (Preece, 2001).  Finally, 

access includes downloading software and the abilities for the software to run correctly.  

This also includes other technical aspects of a site (Preece, 2001) in addition to videos 

and pictures and their abilities to be viewed or downloaded. 

Preece (2001) mentions trustworthiness as an important factor in reference to 

online sites with purchasing factors.  It is noted that sites that have utilized product or 

vendor ratings are seen as more trustworthy when the product or vendor displays high 

ratings.  Preece concludes this framework by proposing a next step in applying the 

determinants of success to questionnaire data and types of communities (2001).  
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For the purpose of this study, Preece’s variables were divided into seven 

modified variables.  These seven modified variables will be used to determine a FBPs 

success.  Therefore, this model (Figure 2) was created with modified variables.  The 

independent variables derived from Preece’s sociability and usability framework are 

found on the left side of the figure as independent variables.  Participation and purchase 

intentions serve as the outcome variables (Figure 2).  The variables have been modified 

as follows: 

 

 

Figure 2. Research model.  

Variables of the Study 

Policy/Privacy  

Policies refer to the implemented procedures and codes of conduct for the site, 

which creates trust for a site (Kim, Park, & Jin, 2007).  Preece (2001) defines policies as 

codes of behavior expected on a given site that may require formal policies 

implemented.  By implementing policies for a site, it can be better monitored making 

visitors feel more comfortable with the site.  SNS need guidelines in order to establish 
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appropriateness (Shnider, 2009).  Websites or SNS who display a policy statement that 

easily recognizable may be worthwhile (Belanger, 2002) since some policy statements 

can be difficult to read or understand.  It is important to display explicit guidelines of 

what is and is not permissible so that the site may respond to inappropriate behavior 

according to the already posted policy.  A strong privacy policy increases trust among 

website members (Lauer & Deng, 2007; Beldad, Jong, & Steehoulder, 2010). 

Other than just having a clear philosophy, terms of service, copyright and legal 

issues, and disciplinary action are a few important factors to include in a policy 

statement (Shnider, 2009).  Customers who have questions about how an issue is dealt 

with need only look at the implemented policy.  SNS policies also offer security for the 

site visitors and ensure an environment that fits the particular company’s mission or 

values.  By implementing policies for the SNS, customers are more willing to put trust in 

the site and feel more comfortable in making purchasing decisions. 

H1: Inclusion of policies within a Facebook brand page has a positive influence on 

trustworthiness 

Communication 

In this study, communication is the interaction between the users and vender or 

brand.  78% of SNS users who participated in a survey responded that brands they 

followed influenced their purchasing intentions (Olenski, 2012).  Communication 

includes the ease in which the user is able to ask questions and receive answers.  

Preece (2001) describes this partly by how the members are satisfied with the dialogue 

occurring on the site.  In reference to Facebook (or any other SNS), the promptness of 

feedback from a moderator or brand is important.  If a response to a posted question is 
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too slow, the customer may think the brand does not care or is not keeping up the site 

well enough.  It can reflect badly on a site if it is not properly maintained and answering 

questions in a timely manner.  In reference to negative comments, addressing a 

problem immediately through the SNS can show customer that a brand cares and is not 

afraid to address real issues (Ferenstein, 2010).  Companies can develop good 

reputations by being known for quick response time (Larson, 2011).  Responding 

quickly to comments and questions can boost effectiveness and increase customer 

service.  A consumer who receives good customer service will trust a brand more 

leading to higher purchasing intention.  There may be a discrepancy whether 

companies should censor reviews or comments, however it is suggested that 

companies do not censor their reviews, but rather use them as opportunities to help 

customers leading to more trust (van de Ketterij, 2012). 

SNS make it easier to target audiences with similar interests (Gonzalez, 2010).  

Other researchers focus on the opinion leaders (Doyle, 2007; Chu & Kim, 2011; Acar & 

Polonsky, 2007) who have the power to influence others in their Social Networks 

accounting for up to 20% of a brand’s consumers (Doyle, 2007).  However, positively 

responding to negative comments could help a customer trust a brand more (Bente, 

Baptist, & Leuschner, 2012; Ferenstein, 2010). 

A survey by BRANDfog (2012) found that when CEOs began using SNS to 

communicate to consumers, profits increased resulting in more trust amongst followers 

and building the brand’s credibility.  In cases where customers find it difficult to 

determine a product’s quality, more weight is placed on determinants of service quality 

(Hsieh, Chiu & Chiang, 2005; Ostrom & Iacobucci, 1995), which includes friendliness of 
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the vendor (Ostrom & Iacobucci, 1995).  The more quickly information was provided to a 

customer, the more value the customer judged that information (Weiss, Laurie, & 

Macinnis, 2008). The more information, promptness of information, and the more 

frequent dialogue given to a customer (or information seeker), the more positively the 

customer viewed the information.   

H2: Communication within a Facebook brand page has a positive influence on 

trustworthiness 

Information Content 

Information content includes how a user is able to find the information he or she 

is looking for on a particular site or page.  Half of users who have abandoned a site 

because of difficult online experience have developed negative feelings towards that 

brand (Constantinides, 2004).  Credibility, accessibility and of information on a site, was 

proved to be the most influential attribute in terms of trust (Briggs & Buford, 2002).  

Ease of use within a site is also a critical factor for brands (Wang & Senecal, 2007).  

Ease of navigation is an important attribute of a site that consumers have come to 

expect (Papatia, 2011).  Information content helps consumers to better understand a 

site (Hausman & Siekpe, 2009) and can act as a differentiator among other brands or 

sites (Ranganathan & Ganapathy, 2002). 

It could be something that could deter a customer from a site.  Good use of 

navigation could decrease the chances of a customer leaving a site without making a 

purchase (Papatia, 2011).  Ranganathan and Ganapathy (2002) found information 

content as ways to attract and keep customers as well as a predictor of purchase 

intentions.  Online reviews are viewed as more trustworthy since they come from people 
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‘like us’ (Struth & Mancuso, 2010).  Websites with more complete and accurate 

information will be more trustworthy (Beldad et al, 2010). 

H3: Information content within a Facebook brand page has a positive influence on 

trustworthiness 

External Links 

External links refers to the links available on the page and ability to download 

and use software on the site.  In the case of FBPs, this would include photos, videos, 

music, and hyperlinks. Photos have caused the most interactions followed by links and 

statuses on Facebook, and this interaction actually lasts longer than other types of 

posts (Cvijikj & Michahelles, 2011).  Facebook has reported over 219 million photos that 

have been uploaded by members (Tsukayama, 2012).  Positive photos on a website 

increased trust among viewers (Bente, Baptist, & Leuschner, 2012; Hassanein & Head 

2007), furthermore sites with negative information accompanying photos yielded higher 

trust than sites with no information or photos at all (Bente, Baptist, & Leuschner, 2012).  

Thus information and positive photos increased trust and purchase intentions on a site 

(Bente, Baptist, & Leuschner, 2012). 

A SNS with working links, videos etc will be a better representation of a brand 

than one with non-working links and videos. Videos are now must haves for any e-

commerce site (Weller, 2010).  The use of videos on a site will increase traffic, search 

engine optimization, and brand identity.  Videos on a site make it ‘sticky’ causing 

customers to spend more time on the particular site making it interactive (Weller, 2010).  

Today consumers want information quickly, software like videos present more 

information quickly and increase sales (Weller, 2010).  Recent applications like Vine, 
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adding video to Instagram, and allowing video comments on Facebook have shown 

Social Media professionals the importance of video online (Figure 3 from Social Media 

Club of Dallas Brand Page). 

Figure 3. Social Media Club of Dallas Facebook brand page event 

This event offers tips and tricks for SNS marketers to optimize their sites by including 

videos to create buzz (SMC Dallas).  The recent addition of videos to Instagram has 

created a buzz that companies feel the need to partake in. 

Links on SNS are important in order to constantly bring a customer back to a 

website (Gonzalez, 2010).  This provides an easy way to go back and forth between 

multiple sites for the same brand allowing the customer more time shopping with that 

brand.  Proper use of multimedia can make a brand appear friendlier (Balwani, 2009).  

Links also have the ability to attract new customers to a page visibility among search 

engines (Thelwall, 2001).  Although consumers are turning to SNS for information and 
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recommendations, they may feel more comfortable making actual purchases on a 

company’s official website. 

H4: External links within a Facebook brand page have a positive influence on 

trustworthiness 

Trustworthiness 

 Research shows that those who ‘like’ a Facebook brand page are more likely to 

consider purchasing, make actual purchase, and make recommendations (Marsden, 

2012).  There are numerous studies supporting the notion that trust is important when 

making online purchases (Hsaio et al., 2010; Josang, Ismail, & Boyd, 2007; Gefen, 

Karahanna, & Straub, 2003) and within online community participation (Lin, 2006; 

Preece, 2001). When a brand seemed more like a person and not just a brand name, 

people were more inclined to trust and follow that brand. Trust in product information 

was due to the attributes of a website or SNS (Hsiao et al., 2010).  A SNS survey 

conducted by BRANDfog (2012) found that 82% of participants agreed that they were 

more likely to trust a company in which the CEO utilized SNS to convey the values of 

the company. 

Customers also trust other users with similar interests when it comes to 

purchasing online (Hsiao et al., 2010).  Increased trust through other members and 

proper vendor-to-member facilitation increases the trust a member has in regards to 

purchase intentions (Lu, Y., Zhao, L., & Wang, B., 2010).  Weisberg, Te’eni, and Arman 

(2011) use trust as a mediator to purchasing intentions.  It is concluded their study that 

the other factor contributing purchasing intent is the social context.  This social context 

increases a customers’ intent to purchase.  Trust and recommendations positively 
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influenced willingness to purchase (Hsiao et al., 2010).  Customers trust the 

recommendations of experienced users and prefer SNS in order to find this information. 

Participation 

Participation is the user-to-user or member-to-member interaction that occurs on 

the site.  Preece (2001) defines this type of interaction as what occurs between the 

people in an online community as they may assume different roles in influencing other 

community members.  Kim, Jin and Park (2011) conduct research on ‘market mavens’ 

who serve as community leaders and influencers.  This study applies participation to 

online communities finding that the presence of ‘market mavenism’ contributes to the 

participation quality of the conversations occurring in the community.  Increased ‘market 

mavenism’ increases participation suggests that it can help marketers increase their 

consumer interaction (Kim, Jin & Park, 2011).  A shared statement from an online 

community shows the influence of others and how it can facilitate more trusted 

purchases: 

I read the thread posted by [X].  I am so inspired by her experience that I want to 

buy this product immediately!  Does anyone else feel the same way as I do? 

(Chan & Li, 2010, pp. 1036-1037). 

Participants strengthen their social bonds through these interactions by increasing 

consumer-generated content (Chan & Li 2010).  The social context of online shopping 

experience is an important factor for purchase intentions (Weisberg, Te’eni, &  Arman, 

2011).  Social presence positively influences purchase intentions, past purchasing 

experiences influence current purchase intentions, and higher social presence can be 

achieved by increased social interaction on social networking sites (Weisberg, Te’eni, & 
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Arman., 2011).  Participation or engagement is the new marketing key to success which 

will keep users interacting with each other more and keep them coming back (Cvijikj & 

Michahelles, 2011).  Additionally, 81% of SNS users indicated that posts from their 

friends directly influenced their decisions to purchase (Olenski, 2012).   

A primary use for SNS is for members to communicate their brand preferences 

and give recommendations to others (Acar & Polonsky, 2007).  Opinion leaders are 

those who enjoy sharing information with others about products and brands, and 

opinion seekers are those searching for information about brands or products (Acar & 

Polonsky, 2007).  These opinion leaders have the ability to influence their followers.  

Social bonds among community members increases purchase intentions, loyalty and 

commitment (Chan & Li, 2010).  This type of participation and engagement should be 

emphasized more by firms (Chan & Li, 2010). 

Brands should divert from traditional forms of accessing customer information 

(like surveys), but instead gain knowledge from frequent status updates and posts to 

engage group members who will “organically” respond (Gonzalez, 2010). Other brands 

like Urban Outfitters, Zappos, and Macy’s have also experienced increased sales due to 

their use of SNS (Gonzalez, 2010).   As of 2012, 98% of retailers had a Facebook 

presence (eMarketer, 2013).  Since simply having a Facebook presence is not enough, 

retailers turn to engagement as the key to Facebook ROI.  In fact there are groups and 

events dedicated to learning about Facebook engagement and increasing ROI (Figure 4 

from Social Media Today Event). 
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 Figure 4. Social Media Today event 

This is an important factor in creating a profitable Facebook presence that is still not 

fully understood.  Facebook commerce is evolving, but the question that remains is 

whether marketers will be able to keep up with engagement (eMarketer, 2013).  

Within online shopping sites, it was determined that when users with similar 

interests interacted with each other, they trusted each other more in regards to 

purchase intentions (Hsiao, Lin, Wang, Lu, & Yu, 2010).  By increasing user 

participation through increased engagement, community members are more likely to 

engage with others on a brand page (Lee, Kim & Kim, 2011). 

H5: Trustworthiness within a FBP positively influences participation 

Purchase Intentions 

Consumers are more likely to purchase when they rely on friends rather than 

other sources of information that may be less personal (Weisberg, Te’eni, & Arman, 

2011; Doyle, 2007).   SNSs can link the brands to the customer and the customer to 

their friends (Weisberg, Te’eni, & Arman, 2011).  This makes the experience more 

personal increasing trust and purchase intention.  More trust lies in peer-to-peer 

relationships with the potential to greatly enhance brand presence (Acar & Polonosky, 

2007; Bhattacharya, 2012; Nair, 2011).   

A survey by BRANDfog (2012) cited that 50% of twitter users said they would be 

more inclined to make a purchase from a company based on a tweet or a 

recommendation via twitter. Best Buy found that those who ‘liked’ or followed their FBP 
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increased odds to purchase by 5.3 times (Marsden, 2012).  One in three website users 

turn to SNS before making purchasing decisions.  The capabilities of instant feedback 

also allow customers to receive quick information about products making purchasing 

decisions easier (Nair, 2011). 

The research shows that consumers want to be met on a personal level. 

Consumers feel more comfort with familiarity when it comes to online purchases (Gefen, 

2000) and are more likely to trust friends more than a company with a brand name.  

They are also more likely to research an item before making a purchase.  The goal of 

this study is to pinpoint the specific attributes that may contribute to most purchasing 

intentions in a world rapidly embracing a lifestyle of Social Networks.  This study 

focuses on Facebook as a social networking site since it has proven to hold the most 

membership of other SNS with the largest presence of brand pages at 81% 

(BRANDfog, 2012). 

H6: Trustworthiness within a Facebook brand page have a positive influence on 

purchasing intentions 

H7: Participation within a Facebook brand page have a positive influence on purchasing 

intentions 
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CHAPTER 3 

METHOD 

Since the inception of Facebook, companies and retailers alike have tried to 

figure out the best ways to utilize SNS and benefit from them most.  Though previous 

research shows the importance in having a good website, we can see today that 

consumers are embracing the social aspect of the digital world now more than they ever 

have.  Since socialization via SNS like Facebook have become such important parts of 

a person’s life, brands need to learn how to use these sources to their benefits.  

In this chapter, the hypotheses are summarized, followed by an explanation of 

the sample, data, instruments, and methods of analyzing data in this study. 

Hypotheses 

This study is based on the usability and sociability framework of Preece (2001).  

A total of seven variables were derived from this framework with emphasis on the social 

aspect including the mediator of trustworthiness as it influences participation and 

purchase intentions.  This framework originally applied to online communities is now 

applied to Facebook in a similar way and modified for the purposes of this study.  The 

hypotheses are as follows: 

H1: Inclusion of policies within a Facebook brand page (FBP) has a positive influence 

on trustworthiness 

H2: Communication within a FBP has a positive influence on trustworthiness 

H3: Information content within a FBP has a positive influence on trustworthiness 

H4: External links within a FBP have a positive influence on trustworthiness 

H5: Trustworthiness within a FBP positively influences participation 

H6: Trustworthiness within a FBP has a positive influence on purchasing intentions 
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H7: Participation within a FBP has a positive influence on purchasing intentions 

Instrumental Development 

A questionnaire (Table 2) was created based on the literature and administered 

using the program Qualtrics.  Measurements refer to the independent variables: policy, 

communication, information content, and external links.  The dependent variables are 

participation and purchase intentions.  In order to maintain more accurate results, 

scales were drawn from previously tested studies.  Items were derived from likert scales 

ranging from 1-5 (strongly agree-strongly disagree) in order to find which variables were 

perceived most important by each participant. 

The first seven items of the administered questionnaire include preliminary 

questions to determine time spent online, online shopping behaviors, and general 

Facebook use.  Item eight measures where Facebook members are spending their time 

most as part of the preliminary questions.  

Independent Measures 

Information Content 

   This survey measures the variable information content (the content on the 

brand page as a member perceives it) drawing from Tarafdar, and Zang (2006).   

Tarafdar and Zang (2006) studied 40 website designs and determined the most 

important characteristics of a website.  Information content was a factor measuring how 

consumers were able to find the information they were looking for.  It was determined 

that usability was among the most important characteristics which includes the content 

on a page and how a person is able to locate and access this information. 
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Researcher Question Variable Method Study Outcome 
Motivations of market 
mavens for 
participating in online 
communities 
Kim, S.H., Jin, B., & 
Park, J.Y. (2011) 

I frequently post information 
I frequently interact with others 
I frequently reply to others’ 
postings/opinions 
Others value my participation 
I provide input or post information 
that interests others 

Participation 595 surveys 
participants 18 and 
older 

‘market mavens’ (those influential in 
the shopping world) influence others 
to participate in online communities- 
results show market mavens positive 
influences on others in community 

Analysis of critical 
website 
characteristics: a 
cross-category study 
of successful websites 
Tarafdar, M., & Zhang, 
J.  (2006) 

The information is current 
The information is accurate 
The information is useful 
The information is organized 
The layout of the information is easy 
to understand 

Information 
Content 

Survey N=200 Found that the most important 
characteristics for a website are: 
security, and usability.  The website 
needs to be exciting.  Shows what 
characteristics a website needs to 
have in order to be successful based 
on the top 40 website designs 

(see reference above) There are meaningful links 
The description of the links is clear 
The arrangement of the different 
links is easy to understand 
The use of multimedia is effective 

External links (see reference 
above) 

(see reference above) 

E-commerce: the role 
of familiarity and trust. 
Gefen. D.  (2000) 

I generally trust other people on 
Facebook 
I generally trust a well known brand 
on Facebook 
I feel that people are generally 
reliable on Facebook 
I feel that a brand is generally 
reliable on Facebook 
I would use Facebook to find out 
about a product 
I would use facebook to find more 
about product ratings 
I would use my credit card to 
purchase from a Facebook 
promotion or ad 
I am likely to purchase products 

Trust 145 student 
participants 
navigated through 
amazon.com while 
answering 
questionnaire.   

The more familiarity a consumer has 
with the internet and with a particular 
vendor, the more likely that consumer 
is to purchase books from said 
vendor.  Disposition to trust 
influenced the participants intentions  
 

Table 2 

Survey Items 

(table continues) 
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from Facebook promotions or ads 
The influence of C2C 
communications in 
online brand 
communities on 
customer purchase 
behavior 
Adjei, M., Noble, S.M., 
& Noble, C.  (2010) 

The company or brand is honest 
and truthful 
This is a company or brand that I 
have great confidence in  
Respondents expertise 
Timeleness of response 
Trust in the brand or company 

Communication Two online forums 
were chosen to 
administer questions 
and surveys with a 
total of 394 
participants.  

Online communities influence sales.  
Concluded that positive information 
shared in online communities has a 
positive influence on purchasing 
intentions 

Trustworthiness in 
electronic commerce: 
the role of privacy, 
security, and site 
attributes 
Belanger, F., Hiller, J., 
& Smith, W.  (2002) 

Online security features 
The content of the privacy statement 

Policy/privacy 140 students, survey 
administered online 

Study found that consumers rely 
more on their perceptions of the 
trustworthiness of a site rather than 
electronic security features. 

Gender differences in 
privacy-related 
measures for young 
adult facebook users. 
Hoy, G., M, & Milne, 
G.  (2010) 

Facebook does a good job of 
protecting my privacy 
It is very important to me that I am 
aware and knowledgeable about 
how my personal information will be 
used when I submit/post it online 

Policy/privacy 589 surveys taken 
through Facebook 

Measures beliefs towards privacy on 
Facebook and differences between 
males and females. 

A trust-based 
consumer decision-
making model in 
electric commerce: the 
role of trust, perceived 
risk and their 
antecedents.  Kim, D., 
Ferrin, D., L, & Rao, 
H., R., (2008) 

I am likely to purchase the 
products(s) on this site.   
I am likely to recommend this site to 
my friends.   
I am likely to make another 
purchase from this site if I need the 
products that I will buy 

Purchase 
Intentions 

512 responses Consumers trust decreases perceived 
risk influencing purchase intentions. 
Strong implications for businesses to 
increase trust in order to increase 
purchase intentions. 
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External Links  

The variable external links (the presence and importance of links, pictures and 

videos on a Facebook page) was measured with four items also drawn from Tarafdar 

and Zhang (2006).  A website should be easy to navigate with the aid of links and other 

tools (Tarafdar & Zhang, 2006). 

Communication   

This variable was measured by utilizing the work of Adjei, Noble, and Noble 

(2010) with five items measuring communication (the interaction and responsiveness of 

a Facebook brand page moderator).  The study by Adjei, Noble and Noble (2010) 

determines that positive communication occurring within a community increases 

purchase intentions.  The items include measures regarding a moderator, or in this case 

the vendor who communicates with customers providing responses to questions for 

instance.  

Policy/privacy  

Two items are drawn from Belanger, Hiller, and Smith (2002) measure 

policy/privacy (the presence of a policy statement and how a member perceives its 

content and feelings of security).  This study measures security features finding that 

customers are more influenced by their perceptions of policy and privacy rather than 

actual features.  The other two items measuring policy/privacy draw from Hoy, and 

Milne (2010).   

Trustworthiness  

Eight items were taken from Gefen (2000) in order to measure trustworthiness 

(how a member trusts the Facebook brand page or brand itself).  The study by Gefen 
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(2000) found increased trust and familiarity with a brand increases intentions to 

purchase.     

Dependent Measures 

Participation   

Six items were drawn from Kim, Jin, and Park (2011) measuring the variable of 

participation (how a Facebook member interacts with other members online).  These 

items measure posting behavior and how the participant feels about posting to their 

friend’s pages as compared to posting to a Facebook brand page.  Kim, Jin, and Park 

(2011) researched ‘market mavens’ finding that those who consider themselves leaders 

of a community can influence those around them.  This measure shows how members 

participate online in general and how they may participate with friends or on Facebook 

brand pages. 

Purchase Intentions  

Three items were drawn from Kim, Ferrin, and Rao (2008) measuring purchase 

intentions (the intent of the member to purchase from that brand represented by the 

Facebook brand page).  The final scales in the survey require the participant to select a 

Facebook brand page he or she frequents and answer three questions about them.   

Kim, Ferrin, and Rao (2008) determined from their trust-based model that trust is an 

important influencer in purchase intentions. 

The remaining questions measure demographic information including gender, 

age, ethnicity, household income, and education level.  This general information is 

taken in order to determine other significancies in demographic information.  
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Population and Sample 

 All Facebook users with active accounts ages 18 and older were the population 

for this study.  A pre-test was administered prior to the electronic version of the survey.  

The pre-test was administered in paper form.  The final survey was distributed using a 

panel data set.   

Pre-Test 

A pre-test was administered (N = 200) to University of North Texas 

undergraduate students in order to identify errors in the survey and prove reliability.  

The pre-test was administered, in the form of paper surveys, by UNT faculty to students 

for extra credit.  In this pre-test, a preliminary question asked whether the student had a 

Facebook account or not.  Results proved reliable at the 0.7 level and positive 

correlations.  A few minor adjustments were made for clarity purposes before final data 

collection. 

Data Collection 

Participants for the main data collection were men and women ages 18 and 

older.  Since this study had not been previously conducted, it was important to have a 

wide range of ages to determine trends by age.  This study measure how each age 

group responds to the concepts of Facebook brand pages and how they interact and 

perceive these brand pages.  The survey was first distributed by posting to an event 

page on Facebook.  Since the survey was about Facebook, it was fitting to distribute it 

this way.  Participants were encouraged to share the survey.   

Participants were invited to a Facebook events page by the survey administer 

and was shared by participants and friends as part of the snowballing technique.  
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Participants were also invited to take the survey through the social media page Social 

Media Club of Dallas and the Facebook brand page for Dallas Harley-Davidson.  The 

link to the survey was posted to their brand page inviting participants to partake.  

Facebook brand pages who participated were sent the disclaimer posted below.   

Here is the prompt associated with the Facebook event page for participants: 

As you may know I am a graduate student at the College of 
Merchandising, Hospitality and Tourism at the University of North Texas. As a 
part of my degree I am conducting a survey to investigate consumer’s 
perspective on Facebook Brand Pages.  

The purpose of this research study is to investigate consumer behavior 
with reference to use of social networking sites. Specifically, I am interested in 
your attitudes toward use of Facebook Brand Pages and if it impacts your future 
purchase intentions. I would really appreciate if you could please take some time 
to take my survey.  

Please understand that your participation is voluntary and all the 
responses will be kept confidential and no foreseeable risks associated with 
participation in this study. Your decision to participate or to withdraw from the 
study will have no effect on your standing in any UNT course or your course 
grade, and you may discontinue your participation at any time without penalty or 
loss of benefits. Also, you do not have to answer any questions that may be 
asked. By participating in the survey you have granted your consent. This survey 
will take approximately 10 -15 minutes of your time.  
Feel free to share this survey with anyone who has a Facebook account. 
Here is the link:http://untsmhm.qualtrics.com/SE/?SID=SV_79EvBzkDeVFcg7j 

A total of 198 surveys were collected through a self administered online survey 

via Qualtrics and snowball sampling.  Snowball sampling is appropriate for this study 

since it is a social networking based study (Li, Lee & Lien, 2012), may reduce clusters 

and tails in distribution (Ahn, Han, Kwak, Moon, & Jeong, 2007), reduces sampling bias, 

and ensures the user is familiar with the medium (Corbitt, Thanasankit, & Yi, 2003) in 

this case, Facebook.  The Facebook survey was distributed from April 29-June 3.  Since 

only 198 surveys were collected through this method, the decision was made to 

purchase the remainder of the sample.  540 surveys were collected through a 

purchased panel from June 5-June 7.  The 198 surveys collected through snowball 
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sampling combined with the 540 surveys from the purchased panel yielded 421 usable 

surveys.  Data was analyzed using factor analysis, multiple regression, and simple 

frequency for demographic information (Table 3). 

Consumer Demographic Information 

 The consumer demographics were measured for descriptive purposes.  

Demographic variables of the study included gender, age, income, marital status, 

ethnicity, number of children, and level of education.  Age was measured as a 

continuous variable and participants were asked to enter their age.  Income was 

measured as total household income in the past year before taxes.  The scales included 

six levels: a) Less than $6,000 b) $10,000-$29,999 c) $30,000-$49,999 d) $50,000-

$69,999 e) $70,000-$89,999 f) $90,000 and over.  Marital status was measured through 

three categories: single/never married, separated/widowed/divorced, or married/living 

with a partner.  Ethnicity was measured through six categories: a) Native American b) 

African American c) Asian d) Hispanic e) Caucasian f) Other.  Number of children was 

measured as a continuous variable and participants were asked to enter the number of 

children currently living with them.  Education was measured through six categories: a) 

less than high school b) high school/GED c) some college d) 4 year college degree (BA-

BS) e) master’s degree f) doctoral degree. 
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Table 3  

Summary of Data Analyses 

Independent 
Variables 

Dependent 
Variables 

Statistical 
Procedures 

Demographics 
 

Descriptives 
Policy Brand Trust & 

Personal Trust 
Factor Analysis & 
Multiple 
Regression 

Communication Brand Trust & 
Personal Trust 

Factor Analysis & 
Multiple 
Regression 

Information Content Brand Trust & 
Personal Trust 

Factor Analysis & 
Multiple 
Regression 

External Links Brand Trust & 
Personal Trust 

Factor Analysis & 
Multiple 
Regression 

Brand Trust Participation on 
Personal 
Facebook, on FBP 
& Purchase 
Intentions 

Factor Analysis & 
Multiple 
Regression 

Personal Trust Participation on 
Personal 
Facebook, on FBP 
& Purchase 
Intentions 

Factor Analysis & 
Multiple 
Regression 

Participation  
    On Personal   

   Facebook 
Brand Trust, 
Personal Trust & 
Purchase 
Intentions 

Factor Analysis & 
Multiple 
Regression 

   On a FBP Brand Trust, 
Personal Trust & 
Purchase 
Intentions 

Factor Analysis & 
Multiple 
Regression 

Purchase Intentions Brand Trust, 
Personal Trust, 
Participation on 
Personal 
Facebook, & on a 
FBP 

Factor Analysis & 
Multiple 
Regression 
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Data- Strength and Weaknesses 

The data was collected through a snowball sampling method.  In snowball 

sampling, it is up to the participants to take and share the survey on a voluntary basis 

gathering more participants as it is shared.  Advantages of this technique are reduced 

bias and including participants that are not already known to the researcher.  

Disadvantages of snowball sampling include uncontrolled sample and an unknown 

population since this technique relinquishes the survey to the participants for distribution 

where it is not able to be controlled.  This could be a problem since there is no certainty 

of what population the sample represents.  Nonetheless, snowball sampling was chosen 

to reduce bias and achieve a wide range of participants. 

Outliers 

Skewness and kurtosis were the procedures run in order to determine any 

outliers in the data set.  Skewness refers to the symmetry, or lack of symmetry, of the 

distribution.  Kurtosis measures the “peakedness” or sharpness of the peak of a 

distribution.  Frequencies were measured in order to determine the skewness and 

kurtosis.  Data within the range + 3 denotes an acceptable frequency. 

Factor Analysis 

Factor analysis was applied to for data reduction purposes.  This analysis was 

measured through factors of policy, communication, external links, information content, 

trustworthiness, participation, and purchase intentions.  Loading factors were accepted 

with egien values in the range of equal to or greater than one.  Cronbach’s alpha was 

accepted to exceed 0.70.  
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Regression Analysis 

 This study utilizes multiple regression analysis in order to measure the 

dependent variable with multiple independent variables.  This analysis is used to see 

the relationship between the independent variables and the dependent variable allowing 

the ability to measure significancies and make predictions.  
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CHAPTER 4 

RESULTS 

 The data collected for this study included 421 participants with Facebook 

accounts.  Demographic characteristics are described in the first section followed by an 

explanation of the factor analysis.  The chapter is concluded with a section on multiple 

regression analysis. 

Consumer Demographic Characteristics 

 A description of the consumer demographics is summarized in Table 4.  The 

table indicates 71.7% of the participants were female and 28.3% were male.  The 

percentage of respondents ages 23-27 was 28.3% and 24% of participants responded 

between $30,000-$49,999 in annual household income.  The percentage of participants 

who were single or not married was 38.5% while 53.4% responded that they were 

married or living with a partner.  In terms of education level, 39.4% answered that they 

had completed a 4 year college degree, and 83.1% of participants were Caucasian.  

Approximately 62.5% of participants indicated that they had no children living with them. 

Table 4  

Respondent Demographic Characteristics 

Variables Frequency 
 

Percent 
    N=421     
Gender 

    
 

Female 302 
 

71.70% 

 
Male 119 

 
28.30% 

Age 
    

 
18-22 36 

 
8.60% 

 
23-27 119 

 
28.30% 

 
28-32 67 

 
15.90% 

 
33-37 41 

 
9.70% 

 
38-42 35 

 
8.30% 

  

 

(table continues) 
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43-47 22 5.30% 
48-52 29 6.90% 
53-57 32 7.60% 
58-62 19 4.50% 
63-67 12 2.90% 
68-72 4 1% 
73-77 2 0.50% 

Household income 
Less than $9,999 30 7.10% 
$10,000-$29,999 76 18.10% 
$30,000-$49,999 101 24% 
$50,000-$69,999 90 21.40% 
$70,000-$89,999 50 11.90% 
$90,000 and over 74 17.60% 

Marital status 
Single/never married 162 38.50% 
Separated/widowed/divorced 34 8.10% 
Married/living with a partner 225 53.40% 

Level of education 
Less than high school 2 0.50% 
High school/GED 99 23.50% 
2 year college degree (associates) 73 17.30% 
4 year college degree (BA-BS) 166 39.40% 
Master's degree 66 15.70% 
Doctorate degree 7 1.70% 
Professional degree (MD. JD) 8 1.90% 

Ethnicity 
Native American 1 0.20% 
African American 12 2.90% 
Asian 26 6.20% 
Hispanic 25 5.90% 
Caucasian 350 83.10% 
Other 7 1.70% 

Number of Children 
0 263 62.50% 
1 to 2 118 28.00% 
3 to 4 36 8.60% 
Over 4 4 0.90% 
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Preliminary Data Analysis 

Factor analysis was performed on each variable to determine total variance.  

Only one variable (trustworthiness) was loaded into multiple factors.  The remaining 

variables (policy, participation, information content, communication, external links, and 

purchase intentions) were only loaded into one factor signifying responses were 

homogeneous across scales (as seen in Table 5).   

Participation: Personal Facebook 

A consumer’s regular participation on Facebook consisted of six items and were 

loaded into only one factor, so the solution was not rotated.  The factor loadings ranged 

from 0.838-0.897.  Chronbach’s alpha revealed .93 while the factor accounted for 

74.2% of the total variance for participation.  Items for regular participation on Facebook 

included: providing input or posting information that interests others, providing useful 

information to others, others valuing my participation, interacting with others, posting 

information, replying to other’s posts or opinions.  This single factor indicates that 

consumer’s participation on Facebook is the same across scales. 

Participation: On FBP   

A consumer’s participation on Facebook brand pages consisted of six items and 

were loaded into only one factor, therefore the solution was not rotated.  The factor 

loadings ranged from 0.936-0.959.  Chronbach’s alpha was .98 while the factor 

accounted for 89.25% of the total variance for participation on FBP.  Items for 

participation on FBP included: providing input or posting information that interests 

others, providing useful information to others, others valuing my participation, interacting 
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with others, posting information, replying to other’s posts or opinions.  This single factor 

indicates that consumer’s participation on FBP is the same across scales. 

Information Content 

Information content consisted of six items and were loaded into a single factor 

and the solution was not rotated.  The factor loadings ranged from 0.77-0.84.  

Chronbach’s alpha was 0.94 and the factor accounted for 28.36% of the total variance 

for information content.  Items for information content included: locating information, 

information organization, information layout, information understandability, usefulness of 

information, information accuracy, and current information.  The single factor indicates 

that consumer’s perceptions of information content remained consistent across scales. 

External Links   

External links present on a FBP consisted of four items and were loaded into a 

single factor so the solution was not rotated.  The factor loadings ranged from 0.60-

0.69.  Chronbach’s alpha was 0.88. and the factor accounted for 11.92% of the total 

variance for external links.  Items for external links included: the arrangement of links, 

description of links, meaningful links, and multimedia effective use.  The single factor 

indicates that consumer’s thoughts of multimedia remained consistent across scales 

Communication   

Communication between a moderator or brand and the consumer consisted of 

five items that were loaded into a single factor, so the solution remained un rotated.  

The factor loadings ranged from 0.66-0.84.  Chronbach’s alpha was 0.89 and the factor 

accounted for 17.87% of total variance of communication.  Items for communication 

included: communication quality, timeliness of response, respondents expertise, 
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confidence in the brand, and brand is thoughtful.  The single factor indicates that 

consumer’s thoughts of communication between consumer and brand remained 

consistent across scales. 

Policy/Privacy   

Consumers perceptions of policy or privacy statements consisted of four items 

that were loaded into a single factor, so the solution was not rotated.  The factor 

loadings ranged from 0.70-0.81.  Chronbach’s Alpha was 0.75 and the factor accounted 

for 13.32% of total variance of privacy.  The factors of privacy included: awareness of 

personal information online, online security features, privacy statements, and Facebook 

privacy protection.  The single factor for privacy on Facebook denotes consistency 

across the scales. 

Trustworthiness  

Underlying dimensions of trustworthiness were determined through factor 

analysis revealing two factors that explained 58.13% of the total variance with eigen 

values greater than 1.  The factors were divided into the two categories: brand trust, and 

personal trust.  Factor 1, Brand Trust, was comprised of four items measuring the 

degree of trust a participant has in brands on Facebook including finding about 

products, ratings, and making purchases.  The standardized loading factors fell into the 

range of 0.74-0.82.  Chronbach’s Alpha was 0.90, and the factor accounted for 58.13% 

of total variance of Brand Trust.  Factor 2, Personal Trust, was comprised of two items 

measuring a participant’s degree of trust in other people on Facebook and their 

reliability.  The standardized loading factors fell in the range of 0.86-0.89. Chronbach’s 

Alpha was 0.79 and the factor accounted for 13.89% of total variance of Personal Trust. 
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Loading factors of brand reliability and well-known brands were dropped as they did not 

conceptually fit into either of the loading factors.  

Table 5 

Factor Analyses 

Factor Analysis for Independent Variables 
Factor Items Factor 

Loading 
Eigen 
Value 

% of 
Variance 

α 

Policy/Privacy 2.531 13.32% 0.75 
I am aware and knowledgeable 
about how my personal 
information will be used 

0.81 

Online security features 0.74 
The content of the privacy 
statement 

0.71 

Facebook does a good job of 
protecting my privacy 

0.70 

Communication 3.395 17.87% 0.89 
Communication quality 0.84 
Timeliness of response 0.82 
Respondents expertise 0.79 
This is a company or brand I 
have confidence in 

0.71 

The company or brand is 
honest/truthful 

0.66 

Information Content 5.389 28.36% 0.94 
It is easy to locate information 0.84 
The information is organized 0.80 
The layout of the information is 
easy to understand 

0.81 

The information is useful 0.81 
The information is accurate 0.84 
The information is current 0.77 
External Links 2.264 11.92% 0.88 
The arrangement of links is 
easy to understand 

0.60 

The description of links is clear 0.63 
There are meaningful links 0.62 
The use of multimedia is 
effective 

0.69 
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Factor Analysis for Trustworthiness 
Factor Items Factor 

Loading 
Eigen 
Value 

% of 
Variance 

α 

Brand Trust 4.651 58.133% 0.89 
I would use Facebook to find 
out about a product 

0.87 

I would use Facebook to find 
out about product ratings 

0.86 

I am likely to purchase products 
from Facebook promos or ads 

0.79 

I would use my credit card to 
purchase from a Facebook 
promo or ad 

0.74 

Personal Trust 1.111 13.887% 0.79 
I generally trust other people on 
Facebook 

0.90 

I feel that people are generally 
reliable on Facebook 

0.86 

Factor Analysis for Dependent Variables 
Particiaption on FB 4.452 74.20% 0.93 
I provide input or post info that 
interests others 

0.90 

I provide info that is useful to 
others 

0.89 

Others value my participation 0.85 
I frequently interact with others 0.85 
I frequently post information 0.84 
I frequently reply to others' 
postings/ opinions 

0.84 

Participatin on FBP 5.355 89.25% 0.98 
I provide input or post info that 
interests others 

0.95 

I provide info that is useful to 
others 

0.96 

Others value my participation 0.95 
I frequently interact with others 0.94 
I frequently post information 0.94 
I frequently reply to others' 
postings/ opinions 

0.94 

Purchase Intentions 2.441 81.36% 0.89 
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I am likely to make another 
purchase from this page 

0.95 

I am likely to purchase 
product(s) from this page 

0.94 

I am likely to recommend this 
page to friends 

0.82 

Based on the findings of the factor analyses, the model was modified to create a 

new model (Figure 5). 

Figure 5. Modified Research Model (Factor Analysis) 

Based on the new model (Figure 5), the new hypotheses are as follows: 

H1a: Inclusion of policies within a FBP has a positive influence on brand trust 

H1b: Inclusion of policies within a FBP has a positive influence on personal trust 

H2a: communication within a FBP has a positive influence on brand trust 

H2b: communication within a FBP has a positive influence on personal trust 

H3a: Information content within FBP has a positive influence on brand trust 

H3a: Information content within FBP has a positive influence on personal trust 
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H4a: External links within a FBP have a positive influence on brand trust 

H4b: External links within a FBP have a positive influence on personal trust 

H5a: Brand trust within a FBP positively influences participation on Facebook 

H5b: Brand trust within a FBP positively influences participation on a FBP 

H5c: Personal trust within a FBP positively influences participation on Facebook 

H5d: Personal trust within a FBP positively influences participation on a FBP 

H6a: Brand trust within a FBP has a positive influence on purchasing intentions 

H6b: Personal trust within a FBP has a positive influence on purchasing intentions 

H7a: Participation on Facebook has a positive influence on purchasing intentions 

H7b: Participation on a FBP has a positive influence on purchasing intentions 

Multiple Regression 

Preliminary correlations were run first to determine significance and positive or 

negative influence.  Once the variables were determined significant, regression was run.  

All variables were found to be positively correlated and significant at the .001 level 

(p<.001). 

Brand Trust 

This regression analyses measures independent variables (policy, 

communication, information content, and external links) as they predict brand trust (the 

dependent variable).  As seen in Table 6 the regression analysis revealed that 

communication, information content, and external links significantly predicted dependent 

variable, brand trust, with coefficient values of 0.190, -0.166, and 0.395 respectively.  

The F value was 19.905 and Adjusted R2 value was 0.16.  Thus it can be stated that 

H1a is not supported.  However, H2a, H2b, H3a, H3b, H4a, and H4b are supported with 
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communication, information content, and external links in significantly predicting brand 

trust.  The regression equation is stated as follows: 

 Brand Trust = 0.523 - .029*(Policy) + 0.190*(Communication) – 0.166  

(Information Content) + 0.395*(External Links) 

Personal Trust 

This regression analyses measures independent variables (policy, 

communication, information content, and external links) as they predict personal trust 

(the dependent variable).  As seen in Table 6 the regression analysis revealed that 

communication and privacy significantly predicted dependent variable personal trust 

with coefficient values of 0.141 and 0.201 respectively.  The F value was 14.672 and 

the Adjusted R2 value was 0.12.  Thus it can be stated that H3b and H4b were not 

supported.  However H1a, H1b, H2a, and H2b were supported with policy and 

communication insignificantly predicting personal trust.  The regression equation is 

stated as follows: 

 Personal Trust = 0.878 + 0.141*(Policy) + 0.201*(Communication) –  

0.052*(Information Content) + 0.136*(External Links) 

Participation on Facebook  

This regression analyses measures independent variables (brand trust and 

personal trust) as they predict participation on Facebook (the dependent variable).  As 

seen in Table 6 the regression analysis revealed that brand trust and personal trust 

significantly predicted participation on Facebook with coefficients of 0.331 and 0.265 

respectively.  The F value was 91.28 and the Adjusted R2 value was 0.301.  Thus it can 

be stated that H5a and H5c were supported with brand trust and personal trust 
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significantly predicting participation on Facebook.  The regression equation is stated as 

follows: 

 Participation on Facebook = 1.546 + 0.331*(Brand Trust) + 0.265*(Personal  

Trust) 

Participation on FBP 

This regression analyses measures independent variables (brand trust and 

personal trust) as they predict participation on a FBP (the dependent variable).  A seen 

in Table 6 the regression analysis revealed that brand trust significantly predicted 

participation on a FBP with coefficient 0.847.  The F value was 159.21 and the Adjusted 

R2 value was 0.43.  Thus it can be stated that only H5b was supported with brand trust 

significantly predicting participation on a FBP.  The regression equation is stated as 

follows: 

 Participation on FBP = 0.353 + 0.847*(Brand Trust) + 0.116*(Personal Trust) 

Purchase Intentions 

This regression analyses measures independent variables (brand trust, personal 

trust, participation on Facebook and participation on a FBP) as they predict purchase 

intentions (the dependent variable).  As see in Table 6 the regression analysis revealed 

that brand trust, personal trust, participation on Facebook and participation on a FBP 

significantly predicted purchasing intentions with coefficients 0.770, 0.121, 0.196, and 

0.398 respectively.  In regards to personal trust and brand trust the F value was 

214.841 and the Adjusted R2 value was 0.505.  In regards to participation on Facebook 

and participation on a FBP the F value was 101.270 and the Adjusted R2 value was 

0.323.  Thus it can be stated that H6a, H6b, H7a, and H7b were supported with 
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significantly predicting purchase intentions.  The regression equation is stated as 

follows: 

Purchase Intentions = 0.871 + 0.770*(Brand Trust) + 0.121*(Personal Trust) 

Purchase Intentions = 1.367 + 0.196*(Participation on Facebook) +  

0.398*(Participation on FBP) 

Table 6 
 
Regression Analysis 

     Variables Parameter 
Estimates 

Standard 
Error 

Variables Parameter 
Estimates 

Standard 
Error 

Predictors of Brand 
trust:  

  Predictors of 
Personal trust:  

  

Intercept 0.523 0.322 Intercept 0.878 0.297 
Policy -0.029 0.088 Policy 0.141*** 0.081 

Communication 0.190*** 0.091 Communication 0.201*** 0.084 
Information Content -0.166** 0.129 Information Content -0.052 0.119 

External Links 0.395*** 0.133 External Links 0.136 0.123 
Adjusted R2 0.16   Adjusted R2 0.12   

F 19.905***   F 14.672***   
Predictors of 

Participation on 
Facebook:  

  Predictors of 
Participation on FBP:  

  

Intercept 1.546*** 0.126 Intercept 0.353* 0.174 
Brand Trust 0.331*** 0.042 Brand Trust 0.847*** 0.058 

Personal Trust 0.265*** 0.046 Personal Trust 0.116 0.064 
Adjusted R2 0.301   Adjusted R2 0.43   

F 91.28***   F 159.21***   
Predictors of 

Purchase Intentions:  
  Predictors of 

Purchase Intentions:  
  

Intercept 0.871*** 0.138 Intercept 1.367*** 0.166 
Brand Trust 0.770*** 0.046 Participation on FB 0.196*** 0.065 

Personal Trust 0.121** 0.051 Participation on FBP 0.398*** 0.042 
Adjusted R2 0.505   Adjusted R2 0.323   

F 214.841***   F 101.270***   
*p<.05; **p<.01; ***p<.001 
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Based on the results of the regression analyses, the following hypotheses were 

supported (Figure 6): 

 

 
Figure 6. Research model with levels of significance 
 
 According to the regression analysis the following table (table 7) is a list of the 

hypotheses that were supported in this study. 
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Table 7 

Supported hypotheses 

Hypotheses 
Supported 

Not 
Supported 

H1a: Inclusion of policies within a FBP has a 
positive influence on brand trust   X 

H1b: Inclusion of policies within a FBP has a 
positive influence on personal trust X  
H2a: communication within a FBP has a 
positive influence on brand trust X  
H2b: communication within a FBP has a 
positive influence on personal trust X  
H3a: Information content within FBP has a 
positive influence on brand trust X  
H3b: Information content within FBP has a 
positive influence on personal trust   X 

H4a: External links within a FBP have a 
positive influence on brand trust X  
H4b: External links within a FBP have a 
positive influence on personal trust   X 

H5a: Brand trust within a FBP positively 
influences participation on Facebook X  
H5b: Brand trust within a FBP positively 
influences participation on a FBP X  
H5c: Personal trust within a FBP positively 
influences participation on Facebook X  
H5d: Personal trust within a FBP positively 
influences participation on a FBP   X 

H6a: Brand trust within a FBP has a positive 
influence on purchasing intentions X  
H6b: Personal trust within a FBP has a 
positive influence on purchasing intentions X  
H7a: Participation on Facebook has a 
positive influence on purchasing intentions X  
H7b: Participation on a FBP has a positive 
influence on purchasing intentions X   
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CHAPTER 5 

INTERPRETATION OF RESULTS AND IMPLICATOINS 

This study aimed to find the influences of online attributes as they applied to 

FBPs (Facebook brand page) and consumers.  Although Facebook has been active for 

nearly a decade, consumers still have reservations about who to trust.  This shows that 

even though consumers are hesitant about whom to trust on Facebook, increased trust 

can increase participation making people feel more comfortable with a brand.  

Participation not only increases purchase intentions (as shown in the study), but it also 

increases visibility among friends and other Facebook members.  This study found that 

both brand trust and personal trust were significant in increasing participation. This is 

notable in that consumers view participation positively across the dimensions of trust.  

Familiarity with a brand increases its recognition, and as Gefen (2000) found, increased 

familiarity with a brand also increases purchase intentions.  Increasing attributes of 

policy, communication, information content, and external link usage can help a brand 

gain more consumer trust that may be thwarted by the fact that the Internet and SNS 

can generally be seen as unsafe.   

 Essentially, a FBP can serve as the first point of contact for brand.  These pages 

can also be sources of consumer recommendations thereby increasing eWOM 

(electronic word of mouth). Although consumers may not be ready to jump into making 

purchases directly on Facebook, a good FBP can properly direct a consumer to their 

secure website where transactions can be made.  It is apparent that retailers should 

continue to put efforts into making their FBP a place where participation facilitates trust 

giving consumers a reason to come back. 
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Interpretation of Results 

The results from the consumer data suggest influencers of trust, participation, 

and purchase intentions.  The results indicate that trustworthiness is no longer classified 

as a single format but two formats this study describes as brand trust and personal 

trust.  Previous research classifies trustworthiness as a predictor of purchase intentions 

or participation.  Other research supports trust as multi-dimensional stressing its 

importance and measures each dimension uniquely (Gefen, 2002).   

Trust 

 The four independent variables (i.e. privacy, communication, information 

content, and external links) were analyzed in relation to brand trust and personal trust.  

Regression revealed positive relationships between dependent variable brand trust and 

independent variables external links and communication.  The relationship between 

brand trust and policy was not significant.   

Interestingly, the relationship between brand trust and information content 

yielded a negative relationship.  Information content has to do with the information 

present on a FBP.  Results showed that as information content increased, trust 

decreased.  Reasons for this may vary, however some sources cite information 

overload as a problem online causing some people to pay less attention to important 

content (Jones, Ravid, & Rafaeli, 2004).  Additionally, unorganized content may become 

frustrating for a consumer.  Thus as information content increases, consumers may feel 

bombarded with too much content and become frustrated with a brand.  In fact, it was 

found in a previous study that users were more likely to respond to messages with 

simpler content over more complex content (Jones, Ravid, & Rafaeli, 2004).  Finding 
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the right amount of content is important for a marketer so as not to ‘blow up’ a news 

feed.  This could be considered a new form of spam that is unwelcome. 

Results indicated positive relationships between dependent variable personal 

trust and independent variables policy and communication.  Contrary to the findings of 

brand trust, personal trust was significant and consistent with hypotheses in regards to 

policy.  This may be that consumers feel more comfortable about security and their 

information with people they know rather than a brand they know.   

Participation  

The variable participation includes two dimensions of participation on Facebook 

and participation on FBP.  In regards to participation on Facebook, variables of brand 

trust and personal trust were both found to have positive strong relationships.  

Conversely, participation on FBP revealed a positive relationship with brand trust and 

no significance with personal trust.  This shows that those who participate on FBP more 

have increased brand trust.  Here it is evident that increasing participation among page 

members can increase trust in a brand.  The relationship between brand trust and 

participation on FBP is an important one signifying the need for continuous efforts 

towards increasing participation and engagement among community members.  The 

research showed significant positive relationships between participation on FBP and 

both brand and personal trust.  As such, it can be determined that participation plays an 

important role in trust on SNS and especially when it referencing FBPs. 

Purchase Intentions 

Positive relationships were found between purchase intentions and both 

trustworthiness dimensions of brand trust and personal trust.  Additionally, positive 
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relationships were also found in relation to purchase intentions and variables of 

participation on Facebook and participation on FBPs.  These are important findings that 

offer good insight to marketers searching to determine whether SNSs are profitable.  

Since these relationships were found with purchase intentions, it is apparent that ROI is 

achieved through FBPs.  As these pages serve as a portals to brands and their 

websites, this information may help marketers who may be deciding whether or not to 

extend funds in this area.  This information gives a good indicator of the positive effects 

that FBP have on consumers and show where to direct efforts. 

Recommendations 

 Overall this study has been successful in determining the dimensions of trust as 

they are influenced by attributes.  Additionally, this study was successful in finding that 

trust can increase participation and purchase intentions when it comes to SNS and 

specifically FBP showing the ROI and value in SNS.  These implications can be 

valuable for both retailers and academia. 

From a managerial standpoint, it is important to understand the relationship 

between trust and information content with the notion of information overload.  

Consumers bombarded with too much content are less likely to trust a brand.  In fact 

they may become frustrated and abandon the page entirely.  This was noted in Chapter 

2 in reference to website usability and information content.   Marketers should 

understand their audience and what their consumers want and expect.  It is determined 

that through a traditional website or SNS consumers do not want to be bothered with 

mass amounts of content, this includes lengthy updates and irrelevancies.  A FBP is 

brand source that becomes viewed daily by consumers.  By focusing on the audience 
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and goals of the brand, marketers should craft messages designed to generate buzz, 

participation and increase trust without being obtrusive. 

From an academic perspective this study utilized the SNS Facebook and 

measured FBP and consumer behavior.  Previous studies measured website attributes, 

consumer recommendations, and online communities.  This study was extended to FBP 

as the face of a brand that consumers have potential to view daily.  The implications of 

trustworthiness as applied to Facebook offers a new way to look at SNS.  There is no 

longer one format for trust, but there is brand trust and personal trust.  Results suggest 

that consumers treat their personal pages differently than they do a FBP.  This allows 

researchers to extend studies in measuring these components separately applying them 

to other forms of SNS. 

Limitations and Further Research 

There are several limitations that may inhibit this study.  The snowball sampling 

technique, although aimed to reduce bias, leaves the population unknown.  Since the 

population of the study is unknown due to the nature of the sampling technique, this 

serves as a limitation to the study’s generalizability.  The sample also produced majority 

women respondents (71.7%) who were primarily Caucasian (83.10%), which may also 

limit the study’s generalizability.  When collecting the data, a portion of the data was 

collected through Facebook while the remainder participants were collected through a 

panel.  This is another limitation that may limit the study’s results. 

Further research may extend this study to other SNS such as twitter or blogs in 

order to determine similarities or differences.  Trustworthiness in future research may be 

measured as a mediating variable.  Also, further research would be useful if this study 
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was conducted in a brand by brand comparison.  This study would benefit if conducted 

for a single brand’s Facebook page asking its members to partake in order to compare 

results.  This study could be extended internationally to assess similarities or 

differences in different cultures with the use of FBPs.  Furthermore, creating a mock 

FBP for survey and data collection purposes would give a more controlled data set.
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APPENDIX 

SURVEY
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Dear Participant: 

The College of Merchandising, Hospitality and Tourism at the University of North Texas is conducting a 
survey to investigate consumer’s perspective on Facebook Brand Pages and purchase intention. Facebook 
Brand Page is defined as brand pages created by retailers such as Nordstrom, Zara, etc and open for 
anyone to join. The purpose of this research study is to investigate consumer behavior with reference to 
use of social networking sites. Specifically, we are interested in your attitudes toward use of Facebook 
Brand Pages and if it impacts your future purchase intentions. Your participation is entirely voluntary. 
Since your input is important, we are requesting that you participate in the study by answering a series of 
questions on your use of Facebook and Facebook brand pages.   
 
Please understand that your participation is voluntary and all the responses will be kept confidential and 
no foreseeable risks associated with participation in this study. If you are a student, your decision to 
participate or to withdraw from the study will have no effect on your standing in any UNT course or your 
course grade. Your refusal to participate will involve no penalty or loss of benefits to which you are 
otherwise entitled, and you may discontinue your participation at any time without penalty or loss of 
benefits. Also, you do not have to answer any questions that may be asked. By participating in the survey 
you have granted your consent. This survey will take approximately 10 -15 minutes of your time.  
 
I would like to thank you for taking the time to fill out the survey. If you have any questions concerning 
this project, please do not hesitate to contact me at (940) 565-2436. This research project has been 
reviewed and approved by the UNT Institutional Review Board (940-565-3940).  You may contact the 
UNT IRB with any questions regarding your rights as a research subject for this study. In addition, you 
may print this page for your record. 
 
Sincerely 
 
Sanjukta Pookulangara, Ph.D,     Marian Karam 
Assistant Professor      Graduate Student 
CMHT, University of North Texas  CMHT, University of North Texas 
 

a. 6 months- 1 year b. 1-5 years c. more than 5 years 

a. less than 1 hour b. 1-3 hours c. 3-5 hours d. more than 5 hours 

a. yes   b. no 

a. yes   b. no 

a. a friend’s post b. a company’s post   c. Facebook ad d. I don’t remember 

1. How long have you been a Facebook member? 

2. On average, how much time do you spend on Facebook per day? 

3. Have you ever clicked on a Facebook ad? (Ex. An ad on the side of your page) 

4. Have you ever claimed a promotion on Facebook? (ex. Click here to get 15% off this offer) 

5. If you answered ‘yes’ to number 4, how did you find out about this promotion? (Please select all that 
apply) 

6. How many Facebook brand pages do you currently follow? (ex. Target Facebook brand page)  
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a. 1-5   b. 5-10           c. 10-15  d. more than 15  e. I don’t know 

 

a. less than once per month      b. once a month            c. 2-3 times a month       

d. once  a week   e. 2-3 times a week  f. daily 

 
Strongly Disagree              Strongly Agree          

The purpose of entertainment  1 2 3 4 5 
Interacting/communicating with my friends 1 2 3 4 5 
Sharing and experiencing with others 1 2 3 4 5 
Keeping up relationships within my network 1 2 3 4 5 
Seeking product/brand/store information before make a purchase  1 2 3 4 5 
Directly online shopping 1 2 3 4 5 
Sharing and accessing opinions, reviews and rating 1 2 3 4 5 
Retrieving product information or content 1 2 3 4 5 
Creating and managing a social network of friends and acquaintances 1 2 3 4 5 
 
   

                 Strongly Disagree                                 Strongly Agree 

                      

                 
Strongly Disagree            Strongly Agree 

 
 

Not Important  Very Important 

 

7. On average, how often do you make purchases online? 

8.  Please indicate your level of agreement with the following statements  
I usually visit the social networking sites for _______________. 
 

9. Please respond to the following statements in reference to your regular Facebook behavior 

I frequently post information 1 2 3 4 5 
I frequently interact with others 1 2 3 4 5 
I frequently reply to others’ postings/opinions 1 2 3 4 5 
I provide information that is useful to others 1 2 3 4 5 
Others value my participation 1 2 3 4 5 
I provide input or post information that interests others 1 2 3 4 5 

10. Please respond to the following statements in reference to your behavior on other pages such as company 
or brand pages 

I frequently post information 1 2 3 4 5 
I frequently interact with others 1 2 3 4 5 
I frequently reply to others’ postings/opinions 1 2 3 4 5 
I provide information that is useful to others 1 2 3 4 5 
Others value my participation 1 2 3 4 5 
I provide input or post information that interests others 1 2 3 4 5 

11. How important are the following items when it comes to viewing a Facebook brand page? 

The information is current 1 2 3 4 5 
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Not    Very 

        Important           Important 

 
                                       Strongly              Strongly 

                                  Disagree                  Agree 

 

 

              Not          Very 
        Important         Important 

 

a. yes  b. no 

 

 

              Not          Very 

The information is accurate 1 2 3 4 5 
It is easy to locate the information 1 2 3 4 5 
The information is useful 1 2 3 4 5 
The information is organized 1 2 3 4 5 
The layout of the information is easy to understand 1 2 3 4 5 

12. How important are the following items when it comes to viewing a Facebook brand page? 

There are meaningful links 1 2 3 4 5 
The description of the links is clear 1 2 3 4 5 
The arrangement of the different links is easy to understand 1 2 3 4 5 
The use of multimedia is effective 1 2 3 4 5 

13. Indicate whether you agree or disagree to the following statements  

I generally trust other people on Facebook 1 2 3 4 5 
I generally trust a well known brand on Facebook 1 2 3 4 5 
I feel that people are generally reliable on Facebook 1 2 3 4 5 
I feel that a brand is generally reliable on Facebook 1 2 3 4 5 
I would use Facebook to find out about a product 1 2 3 4 5 
I would use Facebook to find out about product ratings 1 2 3 4 5 
I would use my credit card to purchase from a Facebook promotion or ad 1 2 3 4 5 
I am likely to purchase products from Facebook promotions or ads 1 2 3 4 5 

14. How important are the following items when communicating with a Facebook brand or company 
page?  

The company or brand is honest and truthful 1 2 3 4 5 
This is a company or brand that I have great confidence in 1 2 3 4 5 
Respondents expertise 1 2 3 4 5 
Communication quality 1 2 3 4 5 
Timeliness of response 1 2 3 4 5 

15. Have you ever noticed a privacy statement on a Facebook page?  

16. Indicate how important the following statements are regarding privacy. 
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        Important         Important 

 

 

              Strongly                                Strongly         
        Disagree                                   Agree  

 

 

What is your gender?    _____ Male ______ Female 
 
What is your age?  _____ 

What is your annual household income from all sources before taxes? 

____ Less than $9,999  ____ $30,000 - $49,999  ____ $70,000 - $89,999  

____ $10,000 - $29,999  ____ $50,000 - $69,999  ____ $90,000 – and over 

What is your marital status? 

___ Single/never married      ___ Married/living with a partner  

___ Separated/widowed/divorced 

Which of the following best describes your ethnicity? 

____ Native American  ____ Asian  ____ Caucasian 

____ African American  ____ Hispanic  ____  Other (________________) 

Please indicate the number of children currently living with you___ 

What is the highest level of education you have completed? 

____ Less than high school    ____ 4 year college degree (BA-BS) 

____ High school/GED    ____ Master’s degree 

____ Some college    ____ Doctoral degree 

Online security features 1 2 3 4 5 
The content of the privacy statement 1 2 3 4 5 
Facebook does a good job of protecting my privacy 1 2 3 4 5 
I am aware and knowledgeable about how my personal information will be 
used when I submit/post it online 

1 2 3 4 5 

17. Please select a Facebook brand page that you are familiar with to respond about and write it 
here:________________________ (Ex. Macy’s Facebook brand page).  For the following questions, 
please refer to the selection you have made. 

I am likely to purchase product(s) from this page 1 2 3 4 5 
I am likely to recommend this page to my friends 1 2 3 4 5 
I am likely to make another purchase from this page if I need the products that I 
will buy. 

1 2 3 4 5 

18. ABOUT YOURSELF.  The following background information questions are included only to help 
us interpret your responses in relation to other questions.  Your responses here and throughout the 
questionnaire will be held strictly confidential.  
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____ 2 year college degree (Associates)  ____ Professional degree (MD, JD) 

 

Thank you for your participation.  Please provide any additional thoughts or comments:  
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