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ABSTRACT

The aim of this study was the examination of an integrated model that extended
the Theory of Planned Behavior (TPB) with an additional factor, trust, by
investigating Malaysian Net Generations’ intention to shop online in Facebook.
Based on a sample of 300 net generations, the study found that all the
independent variables sigwniﬁcantly influenced their intention to shop online in
Facebook. The results also showed that trust can enhances the predictive utility of
the TPB for the intention of engaging in shopping online in Facebook, along with
the three variables (attitude, subjective .norm and perceived behavioral control) of
the TPB. The findings illustrated that trust factor is the most influential predictor
variable of intention to shop online in Facebook, followed by attitude, perceivc;di'

behavioral control and subjective norm.
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CHAPTER 1

! INTRODUCTION

1.0  Chapter Summary

_ This chapter begins with a background of the research topic. It then describes the
development, implications and trends .of social network sites, followed by most
. ding social network sites, Facebook and Facebook marketing. Consequently,
he research problem, research questions, research objectives, research
éumptions, significance of the research and limitations are identified and

“explained. Lastly, an outline of each chapter is showed at the end of this chapter.
Backgréund

s no surprise that the Internet is moving af a fast pace. The appearance of the
_n_t_éfnet has enabled organizations to remain (':omp'etitive by providing consumers a
é'c)j';.' enient, faster and cheaper way to make purchase. The' Internet has offered
ie ﬁunity to everyone because of its ability to make viable the conduct of
ness in cyberspace and connect people globally without geographical
itations. Consumers can order products and services virtually anywhere, 24
hours a day, 7 days a week without concerning about store hours, time zones or
raffic jams. Thus, it is verified that purchasing through the Internet is one of the
most rapidly growing methods of shopping (Lee et al, 2010). With the high
~ population of Internet usage, many companies thus started to switch their
' 'hiarketing effort to advertise through the Internet. Nikesh Arora, president of global
sales and business development at Google, stated that advertising through

newspaper and TV channels were gradually regressed because of the Internet

INT! international University {2011)
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(Hindustan Times, 2009). This is because most of the websites on World Wide
Web from news media to email accounts to online entertainment are free to the

users to advertise their products or services.

The use of the Internet as shopping or purchasing product has been growing at an
impressive rate througholjt the last decade as more than 627 million global
shoppers have purchased through the Internet (Nielsen Company, 2008).
According fo global survey which was conducted by the Nielsen Company in 2008, ;
figure 1-1 showed that 86% of the world’s online population purchased through the j!
Internet, which increased 40% from two years ago. Besides, most Internet users '
are regular online shoppers and they made online purchases at least once a

month.
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Figure 1-1: Statistical data of online shoppers purchase through the Internet

Source: Nielsen Company, 2008

The Malaysian Communication and Multimedia Corporation (MCMC) had done a

mid-2005 survey and found that only 9.3% of Internet users shopped online during
the preceding three months. Airline tickets were the most popular items (43.8%)

among the online shoppers in Malaysia followed by books (15.6%) and music
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(6.8%). Amounts spent on these items were small with 57.7% of the transactions
warth less than RM500. Subsequently, a research done by Nielsen Company in
2007 has foun(} that 39% of Malaysians purchased through online and 70% of the
internet users in Malaysia made purchase online at some point in the past. Thus,
online travel remains the favorite e-commerce activity for Malaysians with 55% of
them purchased airline tickets while 41% of them made hotel or tour reservations

online.

. According to New Straits Times (2011), Ambareesh Murty, country manager of
'e_Bay Malaysia, stated that online shopﬁing trend in Malaysia is perceived to be
'-_ﬁ-hé_atthy, driven by the high broadband penetration rate in Malaysia. Prime Ministéri
:_S'Détuk Seri Najib Tun Razak agreed with the statement above and stated that the
_.: 6n|ine shopping trend had increased to 50% in 2008. Moreover, Visa e-Commerce
.Consumer Monitor had done a survey in 2010 by interviewing 3,516 Internet users
m six growing e-cofnnﬁerce markets, namely Chiné, India, indonesia, Malaysia,
_faiwan and Thailand. The result showed that Malaysia is ranked in third position in
nline shopping with the average of US$2,006 spent over the past 12 months,

:béhind Taiwan and China at US$4,041 and US$2,557 respectively (New Straits

i_'fnes, 2011). Therefore, the online shopping in Malaysia is getting popular.

s the Internet is becoming more and more famous in the world, it started to make

blg impact on people’s daily life. Some entrepreneurs suggested that the idea of
'édvertising through social network sites was prospective in becoming the perfect
 media for companies (EChow, 2003). There are many companies started to switch
their marketing effort by using social network sites to advertise products and
services in recent years instead of using traditional online marketing, for example,
Johnson and Johnson and McDonald’s (Wong et al, 2011). Therefore, the next
section will discuss briefly about definition of social network sites and the impact of

marketing through social network sites.

INTI International University (2011)




1.1.1 Social Network Sites

i
Social Network Sites (SNSs) can be defined as web-based services which enable

~ individuals to (1} create a public or semi-public profile within a bounded system, (2)
:  communicate a list of other users with whom they share a connection, and (3) view
" and traverse their list of corinection of these connections may vary from site to site

(Boyd and Ellison, 2008).

“The first recognizable SNS, SixDegrees.com, was launched in 1997 which allowed
sers to create profiles, list their friends_and surf the friends lists. From 1897 to
01, several SNSs were launched such as AsianAvenue, BlackPlanet, Ryze and :
~others. More and more SNSs were launched from 2001 to 2006 such as
Friendster, MySpace, Facebook and Twitter which became well-known in the world
_;:’n_owadays. Figure 1-2 showed the detailed timeline of SNSs from* 1997 to 2006
‘(Boyd and Ellison, 2008).

cording to In-Stat markrét analyst, there .were more than 10 -billion social
tworking accounts in 2010 and nearly 4.5 billion of these are active (Silicon,
011). The Nielsen Company (2010) indicated that the average time spent per
bal web user on SNSs is approximately five and half hours per month, with rise
~more than two hours compared with last year. Among the SNSs, Facebook is the
leading SNS and accounts for nearly six hours (5:52:00) per person with the

average user logging in more than 19 times per month.
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