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THANAPOL TUNTANARUNGSEE : REFERENCE GROUPS AND
SITE DESIGN ELEMENTS THAT INFLUENCE THE DECISION OF
CONSUMERS PURCHASING GOODS AND SERVICES ON
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THESIS ADVISOR : ASSOC. PROF. WEERAPONG POLNIGONGIT,

Ph.D., 229 PP.

REFERENCE GROUPS/SITE DESIGN ELEMENTS/ FACEBOOK/PURCHASE

DECISION MAKING

This research on reference groups and site design elements that influence the
decision of consumers purchasing goods and services on Facebook of the small and
medium-sized enterprises aims (1) to examine the demographic and behavioral
purchase goods and services to consumers on Facebook of the small and medium-
sized enterprises, (2) to study the reference group influence on the decision order and
services to consumers on Facebook of the small and medium-sized enterprises , and
(3) to study the elements of design that affects the decision to order products and
services of the consumers on Facebook, which are the small and medium-sized
enterprise group using an online questionnaire to collect data . The sample consisted of
400 consumers who decided to purchase goods and services on Facebook of the small
and medium- sized enterprises. To analyze the data, the researcher used descriptive
statistics including the mea, percentage, frequency, and standard deviation,
independent sample T-test, and One way ANOVA.

The results showed that most consumers were female, aged 18-24 years, had a

career in a private company, with Bachelor’s degree as the highest level of education



and average income of 15,001 to 25,000 baht per month. With regards to their
behaviors of ordering goods and services, consumers ordered fashion and costume
items the most. The amount spent on each order was less than or equal to 1,000 baht,
from 18.01 to 24.00 hrs., and 1-2 times a month. The most popular channel that
consumers used to purchase was the Message Box on Facebook. The study on the
composition of the reference group and website design found that in the overall of the
reference group and the elements of the website design, the effect or influence on the
decisions of consumers purchasing goods and services was at a moderate level. In the
information reference group, there was no difference in the effect or influence on the
purchase decisions of consumer goods and services in terms of demographic
characteristics, but in the normative reference group, the purchase decisions of
consumer goods and services varied by gender, age and income / average income per
month, with statistically significant difference at 0.05. In the model reference group,
the purchase decisions of consumer goods and services varied by gender and age, with
statistically significant difference at 0.05. In the elements of the site design and model
for content, community to communicate, communication, links, and commerce, the
purchase decisions of consumer goods and services varied by age, with statistically
significant difference at 0.05. In the elements of website design, the design refinement
reference group, there was no difference in the purchase decisions of consumer goods

and services by demographic characteristics.
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