
 

Abstract—Objectives: Doing business through online social 

network is influenced by factors that might be differed 

compared with doing business through normal ecommerce 

channel. Although previous studies have been conducted to 

determine some of these factors which are affecting online 

purchase intention in social media website, little research exists 

with respect to the study regarding trust and risk in online 

social network. This research is one of the studies that use a 

focus group study among working adult (ages 25 to 34), to 

explore preliminary research model and hypotheses that had 

been gathered from the literature reviews regarding trust and 

risk that influence their online purchase decision through 

online social network, particularly Facebook. Results: The 

findings of factors and their attributes from this study are in 

line with the findings in the literature. The differences mainly 

come from details of the descriptions and expressions of each 

attribute.  

 

Index Terms—Social network, subjective norm, trust, risk, 

past online purchase experience. 

 

I. INTRODUCTION 

Searching, browsing, and purchasing a product on 

ecommerce websites can be a time consuming and 

frustrating task for consumers. More than 80% of online 

shoppers have at certain point left ecommerce websites 

without getting what they want [1]. Richer ecommerce 

systems, such as web-based personalized recommender 

systems, enable companies to enhance their customers’ 

decision making and their bottom line [2]. Nevertheless, 

Sinha and Swearingen [3] found that consumers prefer to 

accept recommendations from people they acquainted with 

and trust, such as friends and family-members, rather than 

from web-based recommender systems.   

Online social network (OSN) allows the users to share 

information to their friends or families which could be 

browsed by many people and lead to many to many spread 

of information. The power of the social network has pushed 

the businesses to use social media as a platform to conduct 

ecommerce. According to Evans [4], social media is 

blooming now and businesses should participate in it as 

many people around the world are connecting to each other 

and discussing about their company and products through 

this media. Furthermore, he stated that it will be a loss for 
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companies if they choose to ignore their customers’ 

comments in the social media and choose not to participate. 

While many marketers acknowledge the importance of using 

the OSN in their marketing mixes, only a few researchers 

has studied what factors which influence customer purchase 

decision through OSN. Most previous studies were based on 

Technology Acceptance Model (TAM). Thus, there is a gap 

in the literature surrounding factors which influence 

customer purchase decision through OSN explained on 

different theories. In addition, this study is significant as it 

can be used by business for winning the business potential 

on the Internet environment by having a better 

understanding of social network based interaction. 

According to research by Nielsen (2011) in Table I, there 

are 14,235,700 Facebook users in Thailand, thus it made 

Facebook the most popular OSN in Thailand. FB 

penetration in Thailand is 21.42% compared to the country’s 

population and 81.33% in relation to number of Internet 

users (Table II). 81.33% of Internet users which can become 

potential consumers are hard to ignore which makes FB 

particularly a good OSN to market the products.   

 
TABLE I. SOCIAL MEDIA USAGE IN THAILAND YEAR 2011 (ADAPTED 

FROM NIELSEN, 2011) 
 

Social Media No. of people 

Facebook 14, 235,700 

Hi5 2,611,000 

Twitter 720,000 

Linkedin 295,000 

Foursquare 152,000 
 

   
TABLE II: THAILAND FACEBOOK STATISTIC ( FROM 

SOCIALBAKERS, 2012) 
 

Measure % 

Facebook penetration of population 21.42 

Facebook penetration of online population 81.33 

 

The purpose of this research was to develop a theoretical 

model which integrates risk, trust, subjective norm and past 

online purchase experience of the factors that influence 

purchase intention of working adult (ages 25 to 34) 

consumers through FB. As this research problem has not 

previously been studied in Thailand, the study began with a 

literature review of previous studies on related subjects, in 

order to develop a theoretical model for this study. It is 

closely followed by an exploratory study conducted to 

generate working adult consumer insight and to refine and 

explore additional factors, attitudes and intentions toward 

the online purchase through FB. 
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II. THEORETICAL BACKGROUND 

A. Risk and Perceive Risk 

Risk entails a degree of uncertainty and the consequences 

that are associated with each course of alternative. In 

addition, each alternative will differ in the degree of 

perceived risk. Theoretically, an individual will choose the 

alternative that generates the most favorable outcome. 

Compared with traditional shopping, online purchase is 

perceived by consumers as more risky and this can be an 

obstacle for consumers’ motivation for online purchase [5]. 

Furthermore, risk can be defined as the subjectively-

determined loss expectation by an online consumer in 

contemplating a particular online purchase [6]. The 

perceived risks that are identified include financial, product 

performances, social, psychological and time convenience 

loss [5], [6]. If the consumer perceives the level of risk 

associated with purchasing a product or service as too high, 

he/she will not complete the transaction. The consumer may 

initiate risk-reducing behaviors to account for the high 

levels of perceived risk. The risk-reducing behaviors may 

either reduce the amount at stake or reduce the perceived 

uncertainty of the situation.  

 Two main reasons for including perceive risk in this 

research. First, purchasing product through FB is considered 

risky as there is not specific guidelines requirement to be a 

seller in FB. Second, there are no buyer protections if the 

sellers did not fulfill what they have promised to the buyers. 

B. Trust 

According to Blau [7], trust can reduce uncertainty 

created by other people or artifacts and is therefore essential 

for ecommerce. It has been shown to affect consumers’ fears 

of unreliability and risks of being cheated. Trust in the 

online environment is particularly important because of the 

complexity and diversity of online interactions and the 

resulting possibility of insincere and unpredictable behavior 

[8]. Kim and Bensabat [9] claimed, in an online shopping 

context, consumers are vulnerable and likely to expose 

themselves to loss if they: (i) provide the email address 

(with the vulnerability of spam email); (ii) provide their 

shipping information (with the vulnerability of privacy 

invasion); (iii) provide their credit card information (with 

the vulnerability of credit card fraud) or (iv) complete online 

purchase transaction (with the vulnerability to quality and 

service inadequate). 

In the context of OSN such as FB, there are several 

reasons why trust is an important factor in the online 

purchase intention. First, FB users must provide personal 

information when they register to FB. Such personal 

information is subject to potential abuse as the data might be 

used for marketing purposes or shared with third parties. 

Thus, users may have concerns about the misuse of their 

personal information done by FB. Second, there are unclear 

security settings (such as https, SSL, or third party 

certificate) in FB. Therefore, consumers must trust either FB 

or OSN vendor not to violate their privacy and security. 

Finally, anybody can open a shop in FB as long as they are 

registered member. Therefore, buyers may have concerns 

about whether the sellers are reliable.  

C. Subjective Norm 

Subjective norm or social influence is the degree of a 

person’s perception that people who are important to him or 

her think he or she should or should not perform the 

behavior in question [10]. It is related to intention because 

people often act based on their perception of what others 

think they should do. In the context of purchasing intention 

in social media settings, it means that a person can be 

influenced by someone who is important to him or her who 

think he or she should perform or not to perform the 

transaction online. Since this study is conducted in the 

context of social media, subjective norm would be an 

important influencing factor as social influence among users 

is very high in the social media website. 

D. Past Online Shopping Experience 

Based on the previous study [11], intention to shop online 

is related to internet shopping history and has a direct 

impact on internet shopping behavior. Customers with 

strong online purchase intention in web shopping usually 

have prior purchase experiences that assist in reducing their 

uncertainties [12].  

The main reason that past online purchase experience 

included in this study because FB is another online shopping 

channel even though its original purpose is a social network. 

There are more risks and trust involved in the social network 

compared to normal ecommerce website when the 

customers purchasing products. Thus, it will be interesting 

to know whether users’ confidence and skills in online effect 

can overcome those trust and risks.   

 

III. RESEARCH MODEL AND HYPOTHESES 

A. Preliminary Model and Hypothesis 

Through analyzing the existing literature, we propose a 

conceptual model that combines the four new constructs that 

capture the uniqueness of the online purchase intention 

through social network namely, risk, trust, subjective norm 

and past online shopping experience.  

Reliability or riskiness can be implied as the degree of 

uncertainty surrounding the outcome of an innovation 

[13].Based on the study done by van der Heidjen, Verhagen 

and Creemers [14], perceived risk has a significant negative 

impact toward adoption. Thus, it is expected that only 

individuals who perceive using FB to purchase products as a 

low risk undertaking would be inclined to adopt it. This 

leads to the hypothesis: 

H1: Perceived risk negatively affects the online purchase 

intention (PI) through FB. 

Kim and Benbasat [9] stated that trust helps the 

complexity and vulnerability a consumer feels while 

engaging in ecommerce by allowing the consumer to 

subjectively rule out undesirable yet possible behaviors of 

the online vendor. Therefore, trust helps consumers reduce 

their risk perceptions when dealing with online vendors [14] 

makes them more comfortable sharing their personal 

information which is necessary in ecommerce transactions. 

Consumer trust in a company’s website has been shown to 

directly and positively affect the attitude toward the 
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H2B 

H2A 

H3 

H1 H4A 

H4C 

H4B 

company and purchase intention from that company [14]. 

Based on the arguments above, we propose as in Fig. 1: 

 

 

 

 

 

 

Fig. 1. Preliminary model. 

 

H2A: A consumer's trust (TR) positively affects the 

consumer's intention to purchase (PI).  

H2B:  A consumer's trust (TR) negatively affects the 

consumer's perceived risk (PR) of a transaction. 

The direct influence of subjective norm on intention has 

mixed results with Taylor and Todd [15] found significant 

effect of subjective norm on intention, while Mathieson [16] 

found no significant effect. According to Taylor and Todd 

[15], subjectively norms positively influence intention in the 

early stages of implementation of technology and as  the 

usage of social network for online shopping is relatively 

new , we will assume that subjective norm will positively 

influence intention. This leads to the hypothesis: 

H3: Subjective norm positively affects the purchase 

intention through FB. 

Ranganathan and Jha [17] claimed that past online 

shopping experience has the strongest association with 

purchase intention compared to other factors in their models. 

Thus the hypothesis: 

H4A: A consumer's past online online experience (POSE) 

positively affects the consumer's intention to purchase (PI). 

In case prior online shopping experiences resulted in 

satisfactory outcomes and were judged positively, it leads 

consumers to continue to shop on the Internet in the future 

[18]. Such past experiences decrease consumers’ perceived 

risk levels associated with online shopping. Furthermore, 

trust increases when expectations of the other party are 

consistently and reliably met, and decreases when the other 

party acts otherwise [7]. Therefore, we hypothesize: 

H4B: A consumer's past online shopping experience 

(POSE) negatively affects the consumer's perceived risk (PR) 

of a transaction. 

H4C: A consumer's past online shopping experience of 

purchasing products from Facebook. (POSE) positively 

affects the consumer's trust (TR) of a transaction. 

 

IV. ANALYSIS AND FINDINGS 

The focus group respondents of this research were 15 

working adults aged between 25-34 years old. 

Characteristics of the respondents are summarized in Table 

III. 

 

TABLE III: FOCUS GROUP DEMOGRAPHIC 

Measure Items % 

Gender Male 46.67 

 Female 53.33 

Age (years) 25- 29 26.67 

 30-34 73.33 

Marital Status Single 73.33 

 Married without children 0 

 Married with children 26.67 

Times per week  using Internet 1-2 0 

3-4 0 

>4 100 

Years of Internet experience 1-2 0 

>2 100 

Times per week  using FB 1-2 0 

3-4 13.33 

>4 86.67 

Years of FB experience 1-2 20 

 >2 80 

 

V. DISCUSSION AND INTERPRETATIONS 

Most respondents in the focus group believed trust in the 

online retailer influenced their’ perceived risk of transaction 

and their intention to conduct a transaction. They were more 

likely to purchase the product from that FB seller if they 

believed that the seller was capable of providing a secure 

purchase environment and good quality service. Personal 

information collected during the shopping process that was 

disclosed in FB were particularly caused the concern for the 

respondents as they did not know how secure FB was and 

how FB would use their data. For example, online 

consumers are required to share personal detail (such as 

mailing address, telephone number), financial information 

(such as payment detail information).   

Respondents felt there was little assurance from FB 

sellers that they will receive the products comparable to the 

ones they ordered according to the description and image on 

the computer screen. Thus, they experienced risk of 

products or services not matching the description on the 

website and the risk of damage during the delivery process, 

etc.  

Most respondents listed subjective norm as the least 

important factor that will affect their purchase intention. 

Nevertheless, social pressure influenced their trust with the 

Facebook seller and the way they perceived the advantages. 

There were mixed results for the effect of frequency of 

online shopping and the comfort of online shopping with the 

purchase intention through Facebook. The frequency and 

comfort of online shopping did not encourage some 

respondents to purchase product through Facebook. It might 

be caused by other factors that were more important for 

them, such as trust and perceived risk. Nevertheless, some 

respondent admitted that their past online purchase 

contributed to their assumption of perceived risk in 

purchasing product from Facebook.  

Both female and male respondents agreed that the result 

of online purchase done by other people will affect their 

buying decisions. If the comments regarding the sellers or 

Purchase 

Intention (PI) 

 

Past Online shopping 

Experience (POSE) 

 

 

Perceive Risk 

(PR) 

Experience 

(POSE) 

 

 
Trust (TR) 

Subjective 

Norm (SN) 
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the products were positive, they were more likely to 

purchase the product from that seller. On the other hand, 

negative comments would discourage them to buy the 

products from that seller. The respondent who joined FB 

group will see the comments based on the group members 

regarding a particular seller before they continue with their 

purchase. Based on these, it is clearly shows that consumers 

in FB try to reduce levels of uncertainty which can affect 

trust and risk by seeking more information from past 

experiences of others. Word of mouth can be defined as the 

favorability of indirect information about online purchasing 

from the customer’s social network and relations, either 

offline and online [25], [26]. In this case, online word of 

mouth is in the form of experiences dealing with seller that 

were posted by prior customers in their online social 

network. The word of mouth refers the influence of both 

positive and negative referrals. Prospective customers can 

have some social contacts providing positive referrals while 

others provide negative concurrently [20].  According to 

Kuan and Bock [20], word of mouth significantly affects 

online trust. Attributes of trust, risk, subjective norm, past 

online purchase experience, online word of mouth based on 

the focus group are summarized in Table IV. 

 
TABLE IV: VARIABLES OF EACH FACTOR MENTIONED BY FOCUS GROUPS 

Factor
 

Attributes
 

Lit. 

Review
 

Ref.
 

Trust 
 

Products or services purchased by 

using Facebook will be 

trustworthy
 

√
 

[19]
 

The seller is reliable
 

√
  

Seller is committed to send the 

product after payment
 

√
  

Perceived 

Risk 
 

Lose money
 

√
 

[2, 20, 

21]
 

Did not receive goods
 

√
 

Afraid of being cheated 
 

√
 

Safety 
 

√
 

Product not as good as expected
 

√
 

Difficult to return goods
 

X
 

Do not get the right product 
 

√
 

No warranty 
 

X
 

Not confident
 

X
 

Do not dare to give credit card 

info.
 

√
 

Products nearly expired
 

√
 

No guarantee 
 

X
 

Subjective 

Norm 
 

Most of my friends and 

acquaintances think that buy 

products through this Facebook 

seller  is a good idea
 

√
 

[22]
 

Most of my families think that 

buy products through this 

Facebook seller  is a good idea.
 

√
 

Most people in my social network 

want me to buy products from 

Facebook.
 

√
 

Past Online 

shopping 

experience 
 

Frequency of online shopping
 

Comfort of online shopping
 

√
 

√
 

[23,24]
 

Online 

Word of 

Mouth
  

Can see other people have 

received the product.
 

Can see other peoples’ comments 

about the received product.
 

Can see other peoples’ comments 

about the seller.
 

X
 

 

X
 

 

 

X
 

 

    

 

Based on the focus finding and literature review, we will 

add word of mouth as another construct for the preliminary 

model (Table V and Fig. 2). 

TABLE V: CONSTRUCTS AND THEIR RELATIONSHIPS 

Hypothesis 

 

Lit. 

Review 

Ref. Focus  

Group 

H1  Perceived Risk (PR) → Purchase 

Intention (PI)  (-) 
√ [14] √ 

H2

A

: 

Trust (TR) → Purchase Intention 

(PI) 
√ [14] √ 

H2B Trust (TR) → Perceived Risk (PR) √ [14] √ 

H3

A 

Subjective Norm (SN) → Purchase 

Intention (PI) 
√ [15] √ 

H3B Subjective Norm (SN) → Trust 

(TR) 
  √ 

H3

C 

Subjective Norm (SN) → 

Perceived Risk (PR) 
  √ 

H4

A 

Past Online Shopping Experience 

(POSE) → Purchase Intention (PI) 
√ [17] √ 

H4B Past Online Shopping Experience 

(POSE) → Perceived Risk (PR) 
√ [18] √ 

H4

C 

Past Online Shopping Experience 

(POSE) → Trust (TR) 
√ [18] √ 

H5

A 

Online Word of Mouth (OWoM) 

→  Trust (TR) 
√ [20] √ 

H5B Online Word of Mouth (OWoM) 

→ Perceived Risk (PR) 
  √ 

 

VI. CONCLUSION 

Generally, the findings from the focus group are in line 

with the findings in the literature. The findings from the 

exploratory research that are not being found from the 

literature reviews are the significant relationships between 

subjective norm (SN) and trust (TR); subjective norm (SN) 

and perceived risk (PR); Online Word of Mouth (OWoM) 

and trust (TR); Online Word of Mouth (OWoM) and 

perceived risk (PR). Thus, the preliminary model should be 

updated to analyze these relationships (Fig. 2). 

The results presented in this paper will surely benefit both 

academics and practitioners. For the academics, the paper 

outlines a theoretical and a conceptual model of purchase 

intention as it relates to online social commerce. 

Opportunities exist to empirically test the model presented 

in the paper. For the practitioners, the constructs organized 

in a path model, serve as an assessment framework to 

evaluate current importance and identify opportunities for 

improvement. 

 

VII. LIMITATIONS AND DIRECTIONS FOR FUTURE STUDIES 

Although the research findings provide some new insights 

to researchers, these findings should be considered in term 

of some limitations. The limited numbers of participants in 

the focus group as the sample means that the findings cannot 

be generalized across all different age groups of shoppers 

who engage in online transaction activities in the country. 

Two recommendations are suggested for the purpose of 

enhancing the study of the purchase intention in online 

social network. First, the sample   should be increased by 

drawing more respondents from different regions in the 

country. This may enhance the validity and generalization of 

the research finding. Second, the final research model 

should be analyzed using different type of research method, 

such as questionnaire. In this way, a more comprehensive 

investigation of online purchase intention can be conducted. 

Journal of Economics, Business and Management, Vol. 1, No. 4, November 2013

317



 
Fig. 2. Final model. 
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