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This study identifies determinant factors of customer e-loyalty towards the 
advertising shown on Durex Thailand facebook fan page. Other variables 
include advertising value (Entertainment, Informativeness, and Brand usage 
imagery congruity), e-satisfaction and e-trust, which can affect e-loyalty.  
Exploratory sequential design generalizes qualitative findings obtained from 
four interviewees to demonstrate if they can be generalized as a sample. 
Then, applying simple random sampling technique, an online survey was 
conducted to gather 600 samples, selected from 110,000 registered followers 
of Durex Thailand facebook fan page during July till October 2013.The results 
indicated that with the consumption trend changing from rational to 
perceptual, attractive advertising content can impact followers’ attitude and 
their e–loyalty. The results may not be applicable to non-internet users and 
non-followers of the Durex Thailand f acebook fan page.  Facebook is 
considered as the social media marketing platform which is used as a tool 
instead of other traditional marketing platform.  Without internet technology 
development, such media marketing is meaningless. This paper adds 
theoretical knowledge on social media advertising loyalty model, thus benefits 
other industries to promote brand loyalty. 
 
Keywords: Advertising, Durex Thailand facebook fans page, e-loyalty, social media 
marketing 

 

 
INTRODUCTION   

 
ITU1 (2012) reports an increasing rate of 25.5% of number 
of Thai internet users in the past fourteen years (1998-
2012).  Such growing rate includes interactive platform 
especially facebook which climbed to the top of 1.11 billion 
in 2013 (Legg, 2013).   

With the arising rate of using internet in Thailand, the 
interactive platform like facebook, Twitter, Line, YouTube 
are more popular, and thus firms are more interesting in 
social media marketing. In this study, the attitude theory, the 
self-congruity theory and the uses and gratifications theory 

                                                             
1ITU( International telecommunication Union) is the United Nations 
specialized agency for information and communication technology (ICT) 
or available at website http://www.itu.int/en/about/Pages/default.aspx 
accessed as of July 10th 2014.1  

were used to identify the determinant factors that relate to 
e-loyalty to use facebook in Thailand. The factors are 
categorized as: entertainment, informativeness, advertising 
spending, brand usage imagery congruity, e-trust and e- 
satisfaction  towards  advertising  shown on Durex  Thailand 
facebook fan page. 

Ducoffe (1995) defined advertising value as a “subjective 
evaluation of the relative worth or utility of advertising to 
consumers”. Ducoffe (1996) defined advertising value as a 
cognitive assessment of the extent to which advertising 
gives consumers what they want. He explained that the 
distinction between advertising value and attitude towards 
advertising allows for variability in consumers’ responses. 
According to Ducoffe’s advertising value model, attitude 
toward Web advertising is directly dependent on advertising  

http://www.itu.int/en/about/Pages/default.aspx
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value. Furthermore, advertising value is dependent on 
perceived levels of entertainment, informativeness, and 
irritation. Brackett and Carr (2001) measured attitude 
toward  advertising by  browsers’   favorability  but  did  not  
separate     brand     building    from   directional     adverting 
purposes. 

Social media marketing is the process of gaining website 
traffic or attention through social media sites. Advertising 
on social media usually center on efforts to create content 
that attracts attention and encourages readers to share it. 
Even Ducoffe (1995, 1996) found that there exist a strong 
relationship between advertising value and attitude towards 
advertisement for Social Networking Service (SNS mode of 
advertising. But Dahlen (2004) found that as internet users 
get more and more experienced, the web advertisements 
become not as much of effective. Anderson (2005) found 
that about 38% of web users use some set of blocker to stop 
the irritating advertisements. Therefore, firms must consider 
what kind of advertisings can be an important tool to help 
businesses to interact with customers effectively and timely, 
and then help them to build e-loyalty of viewers of 
advertisement in social media marketing and thus to 
promote the brand of respective firms. This study aims to 
understand this perspective with respect to the marketing 
strategies in web advertising to be followed to fill this gap in 
knowledge. In the remaining sections of this study, we 
discuss theoretical framework and hypotheses, 
methodology, and the study’s results. Finally, to conclude the 
study, implications, limitations and future research 
directions are provided. 
 
A review of the literature on key themes/topics 
 
Ducoffe (1995, 1996) found that there exist a strong 
relationship between advertising value and attitude towards 
advertisement for both the types of media i.e. using 
television and also SNS mode of advertising. Most customers 
try to seek entertainment from an advertisement especially 
Social Networking Service (SNS). Advertisers must provide 
advertisement on the SNS that is entertaining as it plays an 
important role in increasing the effectiveness of the message 
being communicated. Entertainment advertisement creates 
positive brand attitude (Mazzocco, 1981). Users or 
customers expect that advertisement via brand related 
content must provide sense of entertainment as well. Also, 
the value of entertainment can determine the attitude of 
customer that they have towards the SNS advertising 
(Taylor, Lewin, and Strutton, 2011). Therefore, this study 
concludes entertaining advertising is easy to be accepted by 
browsers. 

Informativeness is the core concept towards the belief 
that customer has towards the economic benefit from the 
advertisement in terms of content and usefulness (Craig, 
1989). It is regarded as the ability to convey and give 
information to customers who are targeted more effectively 
(Ducoffe, 1996). In the online context, it has  been  said  that  

 
 
 
 
if the informativeness has the characteristics of accuracy, 
relevance, timeliness, convenience and completeness, then 
the customer develop positive attitude towards the 
advertisement media and creates loyalty towards the 
product purchase as they have developed customer 
satisfaction (Negash et al., 2003). 

E-trust is the very important element that is positively 
related to the brand loyalty (Lau and Lee, 1999). Usually 
customer develops trust from the creation of bonding and 
also as a result of actual performance of the customer 
outstand expectation of customer (Leonard and Ashley, 
2009). E-Trust of the customer usually turns into loyalty in 
high involvement and high service product market, but the 
rate is slow which means that it takes time to develop loyalty 
towards the brand (Chiou, 2006). 

Brand Usage Imagery Congruity has been defined as the 
perception of stereotype on the situation analysis for the 
brand or product that the customer uses (Biel, 1992). 
Similar to user imagery, the concept of usage imagery is 
usually formed from a direct contact with a particular brand 
or from the indirect mean like through the process of word 
of mouth communication (Keller, 1998). The research has 
expressed that the customer usually are going to rely or 
depend on the external cues in case they are not provided 
with enough self – schemas that can be congruent to the 
image that they have developed for the brand (Aaker, 1999). 
Also, consumers usually develop a thought or have 
visualized on when and how the brand is to be used based 
on the brand usage imagery. Sotiropoulos (2003) found that 
a customer or user tends to increase their liking towards a 
particular brand when the user has the knowledge or is 
aware about the usage imagery. 

Spending in advertising has a positive and direct effect on 
the e-loyalty concept. It has been described that the higher 
degree of spending on the advertisement has a directly 
proportional relationship towards the quality concept of the 
advertising content and hence customer perception is 
positive and they develop satisfaction towards the brand or 
product they purchase. In long run, there is an increase in 
their re-purchase processes and eventually, customer 
becomes loyal towards the particular product they buy 
online from the SNS (Parasuraman and Zeithaml, 1988). 

The e-loyalty may be defined as the act or a deeply held so 
called intension to repeat purchase of a product or services 
of preferences in a consistent manner from an online 
vendor in the upcoming near future, even though there is a 
presence of other factors or circumstance that can cause 
switching behavior or a change of customer mind to 
purchase another product (Oliver, 1999). Frederick (2000) 
declared that online positive word of mouth, repeats 
purchases, customer satisfaction are stronger indicators of 
E-Loyalty than eyeball tracking, click through, or pure 
purchase volume, which are traditional measures of e-
commerce success. Brand loyalty is a concept that states the 
response of the customer as a result of certain behavior. 
Brand  loyalty  is   also  a  response   based  on  the  customer  

http://en.wikipedia.org/wiki/Web_traffic
http://en.wikipedia.org/wiki/Web_traffic
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Table 1.Findings comparison of lectures review and this study 
 

Years and authors in literatures review Findings of Literatures review Findings of this study 
Tsang, M., Ho, S.-C., and  Liang, T.-P. 
(2004).Ling, K., Piew, T.,  
and  Chai, L. (2010). 

Entertainment, informative, store image were 
the most significant of the factors affecting 
respondents’ attitudes. 

Entertainment, informativeness and 
brand usage congruity can affect 
respondents’ attitudes. 

Ha, H., and John,J. (2011). Shi, M. (2012). Satisfaction plays mediating role in relationship 
between advertising spending and brand loyalty. 

Advertising spending plays mediating role 
in relationship between advertising value 
and E-satisfaction. 

Horppu, M., and Kuivalainen, O. (2008). Satisfaction online has positive effect on trust 
online and trust online has positive influence on 
loyalty online. 

E-satisfaction has positive effect on E-
trust, and E-trust has positive influence on 
E-loyalty. 

 
 
 
perception towards certain action that occurred before and 
after certain period of time (Dick and Basu, 1994). The 
aspect of marketing mix also has an impact towards the 
brand loyalty and there are other indirect factors in the 
environment that affect brand loyalty.(Figure 1). 
 
Measurement instruments  
 
Factors that are important in e-loyalty were identified from 
literature review. All the items used to measure the 
constructs in the path analysis model were selected from 
previous research but modified to fit the context of online 
followers of the facebook’s fan page. Items for measuring e-
loyalty were adapted from Social Network loyalty: evaluating 
the role of attitude, perceived risk and satisfaction (Currás-
Pérez, Ruiz-Mafé, and Sanz-Blas, 2013), e-trust scale was 
adapted from a three-component model of customer 
commitment to service providers (Bansal, Irving, and Taylor, 
2004). Items for measuring e-satisfaction were developed 
following e-satisfaction and e-loyalty: A contingency 
framework (Anderson and Srinivasan, 2003). 

Most items were measure using a five Likert scale with 
anchors ranging from strongly disagree (1) to strongly agree 
(5).  A pretest of the questionnaire was carried out to assess 
its logical consistency, ease of understanding, and to provide 
preliminary evidence for the proposed model.  The purpose 
of the pretest is to examine the reliability of instrument and 
to avoid problems due to ambiguous questions and 
respondent`s misunderstanding or misinterpreting of the 
questionnaire. According to Donald and Pamela (1989) the 
size of pretest group should range 20 to 100 respondents; in 
the study, 30 sets of questionnaire were launched through 
“Google.doc” to fulfill the requirement of pretest. The data 
collection period lasted for a week and the questionnaires 
were distributed to Assumption University students who are 
Durex facebook page followers. The results were used to 
identify the reliability of the questionnaire and figure out 
potential problem in the design of the questionnaire. The 
comments collected from these followers led to several 
minor modifications of the wording and the item sequence.  
Table 2 shows construct of each variable, items of each 
construct, and its Cronbach coefficient alpha’s result.   

Hypothesized model  
 
The Attitude theory from Logan and Gangadharbatla (2012) 
identifies the relationship between advertisement value and 
followers’ attitude. Mazzocco and Brock (2006) found that 
imagery of buyer has an important role in the processing of 
the information and formation of attitude. Thus, we can 
advocate that the users’ attitude is described as users’ 
attitude of how the advertising performance fulfills their 
satisfaction in terms of entertainment, informativeness and 
brand usage imagery congruity. Therefore: 

H1: Followers’ e-satisfaction towards advertising shown 
on Durex Thailand facebook fan page is positively 
associated with advertising entertainment. 

H2: Followers’ e-satisfaction towards advertising shown 
on Durex Thailand facebook fan page is positively 
associated with advertising informativeness. 

H3: Followers’ e-satisfaction towards advertising shown 
on Durex Thailand facebook fan page is positively 
associated with advertising brand usage imagery congruity. 

Since Moorthy and Zhao (2000) found that advertising 
spending is not only a signaling device but also an 
informational device, Yoo et al., (2000) defined advertising 
spending     as    the     measurement    of      perception 
based on    the   frequency of   advertisement    and    
amount of expenditure. These lead to the following 
hypotheses: 

H4: Followers’ e-satisfaction is positively associated with 
advertising entertainment, controlled by advertising 
spending towards advertising shown on the Durex Thailand 
facebook fan page. 

H5: Followers’ E-satisfaction is positively associated with 
advertising informativeness, controlled by advertising 
spending towards advertising shown on the Durex Thailand 
facebook fan page. 

H6: Followers’ E-satisfaction is positively associated with 
advertising brand usage imagery congruity, controlled by 
advertising spending towards advertising shown on the 
Durex Thailand facebook fan page. 

The Uses and gratifications theory is from Currás-Pérez et 
al., (2013) and used for identifying the relationship between 
e-satisfaction and e-loyalty. E-trust  is  considered  to  have  a  
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Table 2.Cronbach’s coefficient alpha and measurement of the study construct  
 
Construct Items Cronbach’s α 

Entertainment 1. Pictures / Words advertising  provide amusement. 0.87 
 2. I feel it is worth to see and understand Pictures / Words 

advertising. 
 

 3. Pictures / Words advertising is attractive or appealing.  
Informativeness 1. Pictures / Words advertising is a good source of product 

information (e.g. variety of products coulor/size, research 
result and remind statement). 

0.90 

 2. Pictures / Words advertising supplies relevant Durex 
information. 

 

 3. Pictures / Words advertising provide timely information.  
Brand usage imagery congruity 1. Durex is a necessity in love-making for keeping safe. 0.82 
 2. Durex is a famous, high quality and reliable sex tool 

brand. 
 

 3. Series of products of Durex can make sex funny.  

E-Satisfaction 1. I am satisfied with my decision to be follower of Durex 
facebook page. 

0.94 

 2. Using the Durex facebook page has been a good 
experience. 

 

 3. I have truly enjoyed the Durex facebook page.  
Advertising spending 1. The advertising campaigns for Durex are frequently seen. 0.84 
 2. The Durex is advertised intensively on facebook.  
 3. The advertising innovation of Durex on facebook page is 

great. 
 

 4. The lotteryprogram on the Durex facebook page makes 
me feel it cost much to attract followers. 

 

E-trust 1. The useful information from advertising on Durex 
facebook page is trustworthy. 

 
0.94 

 2. The Durex facebook page operator interacts with 
followers is trustworthy. 

 

 3. I trust the useful sex knowledge from Durex facebook 
page. 

 

 4. This Durex facebook page is reliable.  
E-loyalty 1. I say positive things about this page to other people when 

I find useful and interesting advertising. 
 

0.95 
 2. I believe that Durex facebook page is my favorite brand 

promotion page. 
 

 3. I pay more attention to this particular brand of condom 
than other brands. 

 

 4. I am more interested in Durex condoms than other 
brands 

 

 
 
 
high impact on the brand loyalty (Moorman et al., 1993). E-
trust actually leads to e-loyalty towards a particular brand 
because trust is considered to have created relationship 
between brand and the customer (Holbrook and Chaudhuri, 
2001). Therefore, 

H7: Followers’ e-satisfaction towards advertising shown 
on Durex Thailand facebook fan page is positively 
associated with e-trust. 

H8: Followers’ e-trust towards advertising shown on 
Durex Thailand facebook fan page is positively associated 
with e-loyalty. 

Figure 1 shows that the standardized AMOS path 
coefficients and all statistically relationships are significant. 
Entertainment, informativeness and brand usage imagery 
congruity had significant effects on e-satisfaction (β= 0.14, 
0.65, 0.15; t=3.28, 3.46, 3.42, respectively). The path 

between e-satisfaction and e-trust as well as the path 
between e-trust and e-loyalty are both significant (β= 0.83, 
1.20; t=3.24, 3.26, 3.35, respectively). It indicates that all 
hypotheses are supported. 
 
 
RESEARCH METHODOLOGY 
 
This study follows Creswell and Plano Clark (2006) whose 
book suggest the exploratory sequential design to generalize 
qualitative findings based on a few experts from the first 
phase to a larger sample gathered during the second phase 
through quantitative findings. Four interviewees comprise 
one male, one female and two people of third gender to 
generalize, assess, and test qualitative exploratory results to 
see if they can be generalized to a sample and a population. 
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Figure 1: Model fit and path analysis of this study 

 
 

Table 3. Demographic information of respondents 
  

Item Type Frequency % 
Gender Male 179 29.83 
 Female 302 50.33 
 Male in lesbian relationship 87 14.50 
 Female in gay relationship 32 5.33 
Age Below 20 28 4.67 
 21-25 318 53.00 
 26-30 158 26.33 
 31 Above 96 16.00 
Education Bachelor degree 291 48.50 
 Master degree 159 26.50 
 Doctor degree 32 5.33 
 Others 118 19.67 
Note: N=600   

 
 
 
The study also applies simple random sampling technique, 
explained by Jupp (2006) to select a sample size of 600 
respondents (Table 3) .The main data collection instruments 
used was questionnaire with a Likert type scale format 
through web based called “Google Docs.” Target sample 
covers the followers, not all of them are customers of the 
Durex Thailand facebook page because of its unique and 
special commodity. These followers with or without 
purchasing Durex increase their number based on sex 
education through Durex facebook page. The non-
customers group can be considered as the representative of 
an important present and future market target segment that 
has potentially become “the most likely to buy Duren and 
concentrate on advertising services on its facebook.” 

The Statistics Analysis Software (SAS) version 9.2 is used 
to utilize and analyze all data input. Data was analyzed by 

descriptive statistics. AMOS version 20 uses to analyze path 
analysis to understand the causal relationship underlying a 
particular outcome. Path analysis decomposes the effect on 
customer e-loyalty based on direct effect of customer trust 
and indirect effect of customer satisfaction, entertainment, 
informativeness, and brand.  This study finally groups three 
advertising spending variables as control variable based on 
five scale of measurement of data available from the 
respondents.  

Table 4 presents Followers thinks Durex the advertising 
provide timely information for them; and the facebook page 
operator should focus on updating relative advertising as 
soon as possible. In the future, the Durex facebook page will 
be more attractive towards the other followers.  

Note: χ2 = 93.743, df = 15, Probability level = 0.000, χ2/df = 
6.25,  goodness-of-fit-  index  (GFI) = 0.955,  normal fit  index  
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Table 4. Mean of each variables  
 

Variable Mean Std Dev N 
Entertainment 3.28883 1.17902 600 
Informativeness 3.46666 1.19416 600 
Brand usage imagery congruity 3.42777 1.20802 600 
E-satisfaction 3.41533 1.12601 600 
Advertising spending 3.27041 1.16221 600 
E-trust 3.26499 1.16655 600 
E-loyalty 3.35833 1.15022 600 

 

Table 5. Measurement statistics for the overall sample and Group comparison by advertising spending 
 

 Group 1 Group 2 Group 3 

 Regression 
weights 

Standardized 
Regression 

weights 

Regression 
weights 

Standardized 
Regression 

weights 

Regression 
weights 

Standardized Regression 
weights 

EntertainmentE-
satisfaction 

0.126 0.136 0.217 0.191 0.237 0.222 

InformativenessE-
satisfaction 

0.598 0.651 0.422 0.407 0.480 0.458 

Brand usage imagery 
congruityE-satisfaction 

0.133 0.151 0.129 0.129 0.161 0.157 

E-satisfactionE-trust 0.901 0.827 0.911 0.948 0.934 0.906 

E-trustE-loyalty 1.142 1.202 1.275 1.205 1.140 1.185 

 Squared Multiple Correlations 
E-satisfaction 0.740 0.369 0.518 
E-trust 0.506 -0.028 0.361 
E-loyalty 0.091 -0.433 0.062 

 
 
 
(NFI) = 0.955, Comparative fit index (CFI) = 0.961, Root 
mean square error of approximation (RMSEA) = 0.094. 

Table 5 indicates that entrainment and brand usage 
imagery congruity are more influential (β=0.222, β=0.157) 
to E-satisfaction in group three. Informativeness (β=0.651) 
is more influential to e-satisfaction in group one. In group 
two, the e-satisfaction is more influential to e-trust, 
moreover, e-trust is more influential to e-loyalty. 

In the SEM analysis, the multiple indicators were summed 
together for each construct and the resulting summated 
score was used to represent that construct in the 
simultaneous equation model (Andersona and Sullivan, 
2003). The overall fit of the structural equation model was 
determined initially by examining the χ2 statistic which was 
significant. As such, other measures of fit compensating for 
sample size were also applied: -  Bentler and Bonett’s (1980) 
normed fit index (D), Tucker and Lewis’s non-normed fit 
index (r), and Bentler and Chou (1987) comparative fit index 
(CFI). Each of these indices showed an adequate fit: Δ (NFI) 
was 0.955, ρ (TLI) was 0.883, and CFI was 0.961, 
respectively.     

Overall, the structural equation parameter estimates 
provide empirical support for eight of the nine proposed 
hypotheses. As hypothesized, entertainment, 
informativeness, and brand usage imagery are positively 

related to e-satisfaction. E-satisfaction also indirectly affects 
e-loyalty via e-trust. Results also indicate that e-trust 
positively affects e-loyalty. A discussion of these results and 
potential implications are summarized in the following 
section. 
 
 
DISCUSSIONS AND IMPLICATIONS 
 
The results of this study provide empirical evidence 
pertaining to the relationships between e-loyalty and key 
antecedent and consequent constructs identified via a 
review of the extant research. This research also establishes 
the role of attribution and advertising spending within this 
context. Our research thus builds upon and extends current 
research pertaining to brand loyalty. Although this study 
focuses on one unique context (Durex facebook page 
websites), the nature of relationships established in this 
research have wider theoretical implications. Future 
research aimed at replicating these relationships in other 
online contexts will help establish further efficacy of this 
model. 

An important theoretical contribution of this research 
pertains to illustrating the role of perceived value in affecting 
an online shopper’s satisfaction. The immense relevance of  



 
 
 
 
entertainment, informativeness, and brand usage imagery 
in the online context has been pointed out in many recent 
research studies (e.g. Hsu, and Wang, 2008; Liu et al., 2012; 
Logan et al., 2012). Their findings also show that all 
exogenous variables comprise entertainment, 
informativeness, and brand usage imagery both directly and 
indirectly (via e-satisfaction) affect not just e-trust, but also 
indirectly affect e-loyalty via e-trust especially advertising 
spending scaling between 1-3 (strongly agree = 1; strongly 
disagree = 5).   

Since satisfaction and other attribution further influence 
website e-loyalty, websites that desire long term customer 
loyalty and resultant success must ensure that customers 
satisfy their website to provide them with great value. In 
this case, customers have strong positive satisfaction (0.71) 
towards advertising campaign and its continuous 
innovation.  Such companies must also strive to establish 
systems to ensure that all the company’s marketing 
activities and practices are geared toward ensuring that 
customers consistently perceive good value in terms of 
pictures/words of advertising campaign. One simple way to 
achieve this includes providing series of products along with 
advertising campaign. Another strategy, which is already 
used by many companies these days, is to provide most up-
to-date information and updated words used among target 
group of customers. 

The role of attributions in affecting satisfaction indicates 
that companies that market products and services online 
need to pay special attention to policies and practices that 
are designed to ensure that customers come across positive 
purchase and customer service experiences at the website. 
Company-wide policies must be in place to ensure that 
negative attributions do not affect a customer’s satisfaction 
and loyalty with the company. One way to accomplish this 
goal is to make sure that customer service representatives 
receive proper training such that in every instance a 
customer no matter what gender calls in with a complaint or 
concern, the company should take responsibility and 
volunteer to fix the problem, for instance by willingly 
accepting returned merchandise with no questions asked 
and refunding the shipping fees. Such policies will result in 
enhanced satisfaction, and also via positive word-of-mouth, 
contribute to enhanced levels of loyalty to the website. 
Overtime, such positive experiences will result in positive 
attributions to the company and strong customer loyalty as 
well enhanced levels of positive word-of-mouth. 
 
 
CONCLUSIONS AND RECOMMENDATIONS 
 
Nowadays, social media marketing is becoming a trend 
which changes and leads traditional retail and publicity 
ways. The core of content marketing is finding out 
excitement touches in the heart of followers, or we called 
this kind of touch as impulse, so the content should be 
related to followers’ life. For a condom company, the rapid  
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development of the modern culture and sex education over 
the years, accessories for sexual pleasure are easy to be 
accepted by people, hence, Durex social media operator 
must integrate many platforms to build up their own media 
marketing matrix if Durex wants to obtain more customers 
in real shop or followers on facebook page. 

In addition, in this Web 2.0 time, social media marketing is 
a kind of usual tool of gaining market share, acquiring new 
customers, retaining existing customers and creating long-
term loyalty. But based on the open net environments of the 
internet, more and more users have realized that the 
network security should be a concerned. In this study, the 
result indicated that advertising spending is a very 
important factor affecting the facebook page followers’ 
satisfaction. Secondly, social media brought widespread 
public participation at everywhere and every time, the 
public participation means the internet users’ interactive 
communication of commentary may result in negative effect. 
Therefore, the researcher greatly recommends further 
studies conducted in Word-of –Mouth to develop the study 
model focusing on the relationship maintenance among 
internet users, social media operator and the company 
which want to do marketing on social media.  

However, facebook is considered as the social media 
marketing platform which is used as a tool instead of other 
traditional marketing platform. Without internet technology 
development, such media marketing is meaningless. 

This study is a result of the cooperation from many 
people. Firstly, thanks Dr. Chittipa Ngamkroeckjoti, advisor 
of this study. She has been very supportive and informative 
throughout the entire study time. Secondly, thanks to the 
respondents who contributed to the survey which proved to 
be very beneficial towards the data analysis of this research. 
Lastly, thanks to all my friends for their guidance and 
support. Courteously express the words of appreciation to 
Assumption University, MBA program, for giving the 
opportunity to conduct this study as it has been a very 
knowledgeable experience. I believe that it will prove to be 
beneficial in future. 
 
 
REFERENCES 
 
Aaker JL (1999). The Malleable Self: The Role of Self-

Expression in Persuasion. J.  Mark. Res., 24(12): 315-328. 
Anderson D (2005). Pop-up Ads are No Longer as Popular 

with Marketers. Brandweek, 46(5): 13  
Anderson EW,  Sullivan M (1993), “The antecedents and 

consequences of customer satisfaction for firms”, Mark. 
Sci., 12(1): 25-43. 

Anderson RE, Srinivasan SS (2003). E-satisfaction and E-
loyalty: A contingency framework. Psychology and 
Marketing, 20(2): 123–138. doi:10.1002/mar.10063 

Bansal HS, Irving PG,  Taylor SF (2004). A Three-component 
model of customer commitment to service providers. 
Acad.  Mark. Sci. J., 32(3):234-250. 



Issues Bus. Manag. Econ.          141 
 
 
 
Bentler PM Bonnet DC (1980), "Significance Tests and 

Goodness of Fit in the Analysis of Covariance Structures," 
Psychol. Bull., 88 (3): 588-606. 

Brackett LK, Carr BN (2001), "Cyberspace Advertising vs. 
Other Media: Consumer vs. Mature Student Attitudes," J. 
Advert. Res., 41 (5): 23-32. 

Biel AL (1992). How brand image drives brand equity. J. 
Advert. Res., 36(2):6–12. 

Currás-Pérez R, Ruiz-Mafé C,  Sanz-Blas S. (2013). Social 
network loyalty: evaluating the role of attitude, perceived 
risk and satisfaction. Online Information Review, 
37(1):61-82. 

Dick AS, Basu K(1994). Customer loyalty: towards an 
integrated framework. J. Acad.  Mark. Sci., 22(2):99–113. 

Chiou JS (2006). Service quality, trust, specific asset 
investment, and expertise: Direct and indirect effects in a 
Satisfaction-Loyalty framework. J. Acad. Mark. Sci., 34(4): 
613–627. 

Creswell JW,  Plano Clark VL (2006). Designing and 
Conducting Mixed Methods Research. Thousand Oaks, CA: 
Sage  

Dahlen M, Rasch A, Rosengren S (2003). Love at First Site? A 
Study of Website Advertising Effectiveness. J. Advert. Res. 
43(1): 25-33 

Ducoff  RH (1995). How Consumers Assess the Value of 
Advertising. J. Current Issues  Res.  Advert. 17(1): 1 - 18. 

Ducoffe RH (1996). Advertising value and advertising on the 
web. J. Advert. Res., 35(6):21–35. 

Frederick R,  Phil S (2000). E-loyalty: your secret weapon on 
the web. Harvard Business Review, 105–113.  

Ha H,  John J (2011). The effects of advertising spending on 
brand loyalty in services. European J. Mark. 45(4):673–
691. 

Holbrook MB,  Chaudhuri A (2001). The Chain and to Brand 
Performance : The Role of Brand Loyalty. J.  Mark., 
65(2):81–93. 

Horppu M., Kuivalainen O, Tarkiainen A, Ellonen HK (2008). 
Online satisfaction, trust and loyalty, and the impact of the 
offline parent brand. J. Prod. & Brand Manag., 17(6) :403–
413. 

International telecommunication Union, World 
Telecommunication/ICT Development Report and 
database, and World Bank estimates. (2012). Retrieved 
September 10, 2013, from 
http://databank.worldbank.org/data/views/reports/tablev
iew.aspx 

Jupp V (2006). The SAGE Dictionary of Social Research 
Methods, Sage Publications Limited, USA.   

Keller KL (1993). Conceptualizing, Measuring, and  

 
 
 
 

Managing Customer-Based Brand Equity. Journal of 
Marketing, 57(1), 1. 

Lau G, Lee S (1999). Consumers’ trust in a brand and the 
link to brand loyalty. J. Market-Focused Management, 4(4), 
341–370. 

Leonar  HA,  Ashley C (2009). Betrayed by the Buzz? Covert 
content and consumer–brand relationships. J. Public 
Policy & Mark., 28(2):212 – 220. 

Legg L (2013). Social Media in Early Intervention (pp. 4–5). 
Ling K, Piew T,  Chai L (2010). The determinants of 

consumers’ attitude towards advertising. Canadian Social 
Science, 6(4):114–126. 

Logan K, Bright LF,  Gangadharbatla H.(2012). facebook 
versus television: advertising value perceptions among 
females. J. Res. in Interactive Mark., 6(3):164–179. 

Mazzocco P,  Brock T (2006). Understanding the role of 
mental imagery in persuasion: A cognitive resources 
model analysis. Creating images and the psychology . The 
Ohio State University. 

Moorman C, Deshpande R,  Zaltman G. (1993). Factors 
affecting trust in market research relationships. The J. 
Mark., 57(1):81–101. 

Moor(2000), "Advertising spending and perceived 
quality",Marketing Letters, 11(3):221-331. 

M.Tsang M, Ho SC,  Liang TP (2004). Consumer Attitudes 
toward Mobile Advertising:An Empirical Study. Int. J. 
Electronic Commer., 8(3): 65–78. 

Negasha S, Ryanb T, Igbariab M( 2003).Quality and 
effectiveness in Web-based customer support systems. J. 
Infor Mark., 63:33–44. 

Parasuraman A,  Zeithaml V (1988). SERVQUAL: a multiple-
item scale for measuring consumer perceptions of service 
quality. J. Retailing, 64(1): 12–40. 

Sotiropoulos V (2003). Luxury fashion brands: the impact of 
embodied imagery on brand responses. Retrieved from 
http://spectrum.library.concordia.ca/2248/ 

Shi M (2012). Brand Management via China’s Sina Weibo. 
American University. 

Shimp TA (2010). Advertising, Promotion, and Other 
Aspects of Integrated Marketing Communications (8th 
ed.). Boston: South-Western. 

Taylor DG, Lewin JE,  Strutton D (2011). Friends, Fans, and 
Followers: Do Ads work on Social Networks? How gender 
and age shape receptivity. J. Advert. Res., 51(1), 258. 
doi:10.2501/JAR-51-1-258-275 

Yoo B, Donthu N, Lee S (2000), "An examination of selected 
marketing mix elements and brand equity", J. Acad. Mark. 
Sci., 28(2):195-211. 

 
 
 

 
 

http://databank.worldbank.org/data/views/reports/tableview.aspx
http://databank.worldbank.org/data/views/reports/tableview.aspx
http://spectrum.library.concordia.ca/2248/

