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ABSTRACT

As technology continues to grow, new marketing opportunities arise. Facebook is an
online social network that allows companies to understand their consumer base (Shih, 2011).
Little research has been conducted to understand how Facebook is used as a marketing tool.
Word of mouth advertising is created on Facebook fan-pages, business pages that allow
consumers to interact with each other with User-Generated Content (UGC). ldentifying opinion
leaders on these fan-pages can help businesses understand their customers and help them build
relationships with them on Facebook. The current research presents a qualitative approach to
profiling users of a Facebook fan-page wall, identifying opinion leaders, and analyzing the
documented messages on the wall. The Facebook fan-page used was from Tru Colors Apparel a
local apparel business targeting college football fans in the South East region of the United
States. The profile identified thirty-three opinion leaders, whose comments were analyzed for
themes. Eighteen themes were identified from the fan comments and opinion leader comments.
The themes identified were brand/line, styles, excitement, purchase intention, purchase, team
spirit, suggestions, pricing, sizing, photos, store/location, website, gratitude, emails, blog referral,
recommendations, winners, and articles. The comments were analyzed over a three season
period. The three seasons are defined based on the football season from June to February. Each
comment from all the fans and from the opinion leaders were compared to identify relationships
between themes and to support the identification process of opinion leaders. Purchase intention,
Team Spirit, and the Brand/Line were consistently more prevalent when comparing the opinion
leader comments to the other fans comments. Implications are presented for small apparel

companies with narrow niche markets.
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CHAPTER 1. INTRODUCTION

1.1 Introduction

A new age of marketing emerges as a large population grows in the usage of social
media. Social networks were developed for the purpose of communicating with other people
online using websites such as, Twitter, Facebook, LinkedIn, and Myspace. These websites
continue to grow with over 750 million people worldwide using some form of social networks
(Shih, 2011). Because of the large audience, social networks can be a powerful tool for
marketing (Matthews, 2010).

Facebook as the dominate social networking site (Lipsman, Mudd, Rich, & Bruich, 2012)
has the ability to reach large fan bases, which may in turn increase their customer base.
Specifically on Facebook, companies can build fan-pages and invite individuals to “like” the fan-
page. These pages, similar to the individual Facebook profiles, can also be used to communicate
with photos, comments, and videos.

Word of Mouth(WOM) is an effective marketing tool, which affects consumer attitudes,
emotions and purchase intention toward a specific brand through consumer interaction (White,
2010). Research has found that positive WOM can lead to increased sales and also more
customer engagement with a brand (Porter, Donthu, MacElroy, & Wydra, 2011; Shu-Chuan &
Yoojung, 2011). Facebook users create User-Generated Content (UGC) when they
communicate with others about brands or companies (Cole, Long, Chiagouris, & Gopalakrishna,
2011). UGC is documented communication or interactivity between users that can be considered
electronic word of mouth. An example of electronic WOM is the ability for consumers to use
fan-pages, comment or post photos, and share pages with their friends, which enables exposure

to messages displayed by people on the fan-page. In turn, consumers keep creating and spreading
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word of mouth. A consumer can engage with the fan-page by writing comments on the wall,
posting pictures, or sharing links from the fan-page on their own Facebook profile. Customer
engagement occurs when there is interactivity between a fan-page and a fan. As a consumer
becomes more engaged with the site they generate more WOM and are more likely to purchase
the product (Shu-Chuan & Yoojung, 2011)

Companies, especially small businesses that cannot afford large advertising campaigns,
can reach audiences using social networks in order to promote brand awareness and increase
customer engagement especially on Facebook (Shih, 2011). Facebook is cost effective because
fan-pages are free to build and can be powerful when generating WOM especially in the fast-
paced fashion industry.

Opinion leadership plays an important role in online marketing. An Opinion Leader (OL)
is an individual, who has been involved with a product, has developed a judgment about a
product or brand, and shares their opinion with their friends (Richins & Root-Shaffer, 1988).
These individuals with high opinion leadership share their experiences and opinions about
products with others through WOM (Brink, Rusinowska, & Steffen, 2011). These people tend to
be well trusted by their peers and usually have the most access to updated information (Katz,
1957). Past research has focused on the identification of opinion leaders to understand the
facilitation of WOM as they are responsible for the majority of WOM produced. On Facebook
electronic WOM is documented for longer periods of time. For example, opinion leaders can use
a Facebook fan-page to share their opinions about brands or products, and considering their
messages are visible to many different people over longer periods of time, provide more of an

impact on the creation of WOM than other traditional environments.



As mentioned earlier, Facebook can be a powerful marketing tool. For instance,
Facebook can be used to share trends that influence consumers in their decision making.
Facebook fan-pages can allow fashion opinion leaders to share fashion forward brands with their
friends. Without much effort, a fan-page provides the perfect platform for the fashion industry in
terms of sharing product information and connecting with consumers by creating UGC. UGC
occurs when a customer engages with a fan-page by writing comments on the wall, posting
pictures, or sharing links from the fan-page on their own Facebook profile. Furthermore,
observing and analyzing electronic WOM on Facebook can assist in the understanding of
consumer wants and needs in today’s dynamic selling environment, which is vital to smaller
apparel companies, especially seasonal businesses.

1.2 Statement of the Problem

Much research has been conducted identifying opinion leaders in traditional
environments such as print, radio, and television media (e.g., (Flynn, Goldsmith, & Eastman,
1996; Katz, 1957; Richins & Root-Shaffer, 1988; Shoham & Ruvio, 2008; Summers, 1970;
Zingshem, 2012). Studies have found that opinion leaders do affect the attitudes and intentions
of individuals in a traditional environment (Brink, et al., 2011; Prendergast, Ko, & Siu Yin,
2010). However, whether there is a specific group of opinion leaders that can be identified on
Facebook and their effects of generating WOM and other outcomes through their Facebook
activities have not been fully explored (Viswanath, Mislove, Cha, & Gummadi, 2009).

From a practical perspective, small apparel businesses can take advantage of social
networks for long-term competitiveness if they maintain a large fan base of active individuals on
their Facebook fan-pages. Keeping users active is a good way to generate positive word of

mouth about the brand (Park, Kee, & Valenzuela, 2009). Opinion leaders are generally more



influential because they are more interactive with the brand and products and have more
knowledge to share (lyengar, Van den Bulte, & Valente, 2011). While much research has been
conducted regarding word of mouth advertising, and opinion leadership, gaps pertaining to
Facebook fan-pages still exist. Little research has been done to understand opinion leaders and
their activities on Facebook fan-pages developed by small businesses such as a fashion retailer or
designer.

1.3 Research Questions

Facebook fan-pages create an environment to allow users to interact with each other and
a brand. Fan-pages allow a company to market directly to people who have already chosen or
may choose the company by “liking” their fan-page. Active users of a fan-page may spread
more WOM through interactivity with the page about products or other related topics to the
brand. ldentifying the opinion leaders or the users that are highly interactive is crucial in
understanding WOM on Facebook and in determining the target market. The current research
raises the following questions: 1) How can behavioral patterns on Facebook be observed and
analyzed? 3) How do companies identify their opinion leaders on Facebook? 2) How do they use
that information to direct customer engagement and WOM to a positive sharing of information?
3) How do consumers’ uses of fan-pages help small apparel businesses to gain a fan-base and
create an environment for individuals to become opinion leaders, participate in customer
engagement, and generate WOM advertising?
1.4 Objectives

The current research intends to assist in the understanding of Facebook fan-pages and the
behavior of users by answering the above research questions. Specifically, the objectives of this

study are to (1) profile the fan-page users; (2); identify the opinion leaders that direct WOM and



customer engagement (3) examine behavioral patterns of users on a fan-page during a specified
business season (4) compare behavioral patterns of all the users on a fan-page during a specified
selling season to the opinion leader behavioral patterns during the same season.

1.5 List of Terms

The following are definitions of key terms used in this study

Customer Engagement The role of the individual communicating with others to create

word of mouth (Shu-Chuan & Yoojung, 2011).

Facebook A social networking website (Matthews, 2010)

Facebook fan-pages Business pages created to share information with Facebook users

Facebook profiles User pages used to share information on a social networking
website

Homophily A phenomenon that occurs when people are influenced by people

that have similar attributes such as age, gender, or lifestyle
(Gilbert & Karahalios, 2009).

Hypertargeting The function of Facebook to target certain people within a
demographic or people with similar interests based on the
information provided on their Facebook profile (Shih, 2011).

“liking” The action of voluntarily participating in a Facebook fan-page by
clicking on the like button on the fan-page (Shih, 2011).

Motivations The driving force behind why individuals choose to do the things
they do instead of choosing another option (Wohlfeil & Whelan,
2006).

Observational Learning Viewing information presented by others to gain knowledge about



a product (Chen, Wang, & Xie, 2011).

Opinion leaders An individual that has been involved in a product and has
developed a judgment about the product or brand (Richins &
Root-Shaffer, 1988).

Opinion seekers Individuals that seek information about products from opinion
leaders (Flynn, et al., 1996).

Social networks Websites that allow individuals to communicate through profiles
and connections (Shih, 2011).

User Generated Content ~ Content created on social media by users and not facilitated by
professionals (Kaplan & Haenlein, 2010; Smith, Fischer, &
Yongjian, 2012)

Word of Mouth Exchanging marketing information about products or services
between individuals without facilitation from the marketers (Katz

& Lazarsfeld, 1955).

1.6 Assumptions and Limitations

The current research will attempt to identify opinion leaders in order to understand
activity patterns of Facebook users on fan-pages. This will lead to an understanding about what
prompts positive responses and creates positive WOM on the fan-page. Opinion leadership is a
key factor that will be examined in this research. The research collected data using a
convenience sample, a seasonal apparel business that caters to a niche market of women
interested in college sports teams. An assumption is made that the sample business is

representative of other seasonal small apparel businesses with narrow niche markets.



CHAPTER 2. REVIEW OF LITERATURE

The review of literature examines research within communication, business, and
marketing journals to better understand Facebook usage by small businesses and their fans.
Research about Facebook, word of mouth advertising, and opinion leadership are discussed to
gather an understanding of previous research in these areas.

2.1 Social Media: Facebook
2.1.1 Background

With almost 800 million active users connecting with approximately 80 community
pages, groups and events, Facebook provides a platform for users to interact with each other and
with businesses ("Facebook Statistics,” 2011). The growing popularity of social networks and
Facebook intrigues marketers as they strive to find the best strategy for advertising. The ability
to reach large audiences on Facebook is appealing to marketers because of the potential to
increase brand awareness and sales. Through marketing efforts on social networks, marketers
can create a social shopping experience allowing consumers to discuss products and purchase
products through online social networks. Marketers desire a social shopping experience for their
consumers because when social needs are met consumer satisfaction increases, which can
enhance the consumer relationship with a brand (Kang & Park-Poaps, 2011).

Facebook provides many tools for businesses to utilize and to create a more social
shopping experience, one of which is the Facebook wall, where consumers can interact with each
other and the brand about product information or other related topics (Harris & Dennis, 2011).
Another tool is the ability to upload photos where fans can see pictures of products or share
photos of consumers using the products. Consumers may also purchase items through Facebook
by being directed to a company website or directly asking for products on the site.
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Facebook marketing exercises two strategies, push and pull (Mitchell, 2003). A push
strategy tries to gain consumers by infiltrating media with advertising in hopes they will see
them. The pull strategy attempts to invite consumers to be involved with the brand (Mitchell,
2003). An example of the push strategy used in Facebook is the hypertargeting feature. The
click advertisements used in hypertargeting are pushing products on consumers instead of
inspiring interaction between users. Hypertargeting refers to targeting certain people within a
demography or people with similar interests based on the information provided on their
Facebook profiles (Shih, 2011). Facebook fan-pages display a pull strategy by offering a way
for fans to become engaged in the brand and interact with it. Word of mouth advertising, a pull
strategy, is a more effective way to conduct advertising on Facebook (Riegner, 2007).

Hypertargeting makes use of click advertisements, which are hyperlinks appearing on the
side of a Facebook user’s profile, to direct the user to a desired website outside of Facebook.
The main function is to provide advertisements that appeal to that specific consumer at the right
place and the right time (Shileds, 2007). This approach draws attention to brands through flashy
advertisements, where as word of mouth (WOM) occurs when consumers share opinions with
their friends about certain products or brands obtained through experiences with the brand or
product. Consumers tend to trust product information derived from WOM written by their peers
because click advertising or hypertargeting can be misleading by providing information that is
exaggerated to get the consumers attention (Prendergast, et al., 2010). Click advertising is also
more expensive; therefore, fan-pages are a more cost-effective manor for small businesses to
market to their consumers.

When a business’ fan-page is “liked”, the user has selected to be notified of updates of

the page. The updates appear on their news feed where they observe activities of other



individuals on the website. As individuals continue to be active on a fan-page, their friends will
see their activities and be exposed to the page. Fans of a specific page get updates from these
companies and there is a possibility that users will pass on the information to their friends (Gil-
Or, 2010). Small business owners have many statistics available to them from their fan-pages to
assist in the understanding of the individuals that are active on their pages. For example, the
frequencies of visits and demographic information is available on the site, which is useful for
learning more about a target market.

2.1.2 Facebook Fans and Activities

Facebook users can be active in many different ways. Comments on walls and pictures
are the main functions fans can use to interact with a page, but they can also show their opinions
on a photo or status by clicking the “like” button under the photo or status posted by the owner.
Notifications of activities appear on the fan-page owners newsfeed where they can see who is
most active on the page. Actually writing comments is more interactive and may boost
discussion by others more than merely liking a photo or status. Also, when a company posts
more personal information about the owners they may see the fans sharing more information
about themselves (Laduque, 2010). The more information companies can gain about their fans
the more opportunities they have to increase purchase intention through interaction.

Facebook fan-page activities, such as commenting or liking photos or statuses, are the
basis of the social shopping experience and help businesses build their brand awareness and
increase customer engagement (Laduque, 2010). Some fans “like” a page; however, they are not
active on the page and only observe interactions and view statuses. Observational learning
occurs when fans view the contents of the fan-page, but do not participate in fan-page activities

or interact with other fans (Chen, Wang, & Xie, 2011). Observational learners act as opinion



seekers gaining information from the opinion leader, which according to the study by Chen,
Wang and Xie (2011) does increase sales. Understanding that observational learners are actively
seeking information through observing a Facebook fan-page is important to small businesses
because opinion leaders are sharing information with observational learners and therefore
spreading more brand related UGC and WOM. Observational learners may not be active on the
page spreading information, but outside of the page they may be sharing their opinion about
brands (Chen, et al., 2011). Facebook does give some access to measuring observational
learning; however, the technology, called “impressions” was not put into use until late 2011.
Impressions give a number of how many people saw a status or photo posted on the Facebook
fan-page. Because the current study observes a three year period starting in 2009, there were not
enough impressions to be able to analyze the impact in the current study.

A study by Lipsman, Mudd, Rich and Bruich (2012) used comScore, a marketing
company dedicated to measuring online marketing, to directly observe time spent, sites visited,
search activity, advertising exposure, and online purchases by participants in the comScore
panel. The study segmented Facebook users that were influenced by brand exposure on their
personal news feed. By using a marketing tool such as comScore, the researchers were able to
gain more information about how the users were exposed to brands. The main findings of this
research were that Facebook is effective in consumer engagement with brands because of the
high capacity for consumers to share content, news, feedback, and photos with brands. This
study also pointed out the importance of using the Facebook impressions to interpret
observational learning from the number of people that see statuses or photos posted by the fan-
page. Because of the limitations of the current study, only the messages on the Facebook fan-

page wall are analyzed. The authors used a segmentation strategy to understand fan exposure to
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brands. The segments were: fans, friends of fans, and non-fans (Lipsman, et al., 2012). The
current research strives to understand the level of interactions of fans with the brand and other
fans in order to properly segment each user into a category. Interactivity is how OLs use WOM
on Facebook and by observing behavioral patterns and frequency of interaction, more
information can be gained to assist managers to cater to the needs of OLs.

Research by Viswanath et. al. (2009), aimed to understand usage of Facebook users by
looking at one network of users in a specific city and following their activity patterns to
determine how they created an activity network. An activity network is described as how users
interact, the activities they partake in, and how these activities relate to each other (Viswanath, et
al., 2009). The research followed the activities of a specific network and found that low-level
active participants waited months before initiating contact. The researchers considered low-
level participants to be users that interacted only on specific events, such as birthdays. The level
of activity is determined by the rate of wall posting, which is determined by the time stamp on
the actual wall post. High-level active users are active right away; however their interactions
slow down over a period of time. The low-level participants are active over longer periods of
time. The main finding of this study was that the minority of users produced the majority of
activity (Viswanath, et al., 2009). The current research strives to identify high-active fans by
adapting this approach of using frequency as a measure of activity.

Another study by Joinson (2008) observed behavioral patterns of Facebook users and the
gratifications gained from using Facebook. The study found that users share identities, content
and photographs, and also use the site for social investigations, social network surfing, and status
updates (Joinson, 2008). Another study found that looking at profiles, updating personal

profiles, searching for someone, emailing someone, writing on someone else’s profile, reading
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blogs, listening to music, requesting someone’s friendship, and looking up someone’s status are
the main activities conducted by Facebook users (Jansen, Sobel, & Cook, 2011). Business fan-
pages also may have many usages, including information gathering, networking, passing time,
and entertainment (Barker, 2009; Ju Yeon, J. P, & Kyung Mo, 2011).

Overall previous research has found that Facebook is the dominate social network, which
causes the site to be effective in consumer engagement with brands. Customer engagement on
Facebook facilitates the desired social shopping experience, which mentioned above increases
customer satisfaction as well as sales. Through observing behavioral patterns and understanding
opinion leaders, the current research strives to understand the social shopping phenomenon.
Observational learning on Facebook occurs when fans see statuses and photos on their newsfeed
and this can be measured by looking at impressions (Lipsman, et al., 2012). Active users utilize
fan-pages to share information, post photos, and as a form of entertainment. Interactivity on
Facebook can be observed by using time stamps and wall posts, which allows the current
research to satisfy the first objective of profiling the users of the Facebook fan-page. A
hypothetical conclusion can be made that the minority of users will produce the majority of the
activity occurring on the Facebook wall and there will likely be very few high-active users.

2.1.3 Word of Mouth Advertising

Word of Mouth (WOM) occurs when consumers discuss a product or service with their
peers (Brown & Reingen, 1987; Sun, Youn, Wu, & Kuntaraporn, 2006). In the traditional
context, WOM is generated through face-to-face interaction derived from information originally
generated from print, radio and television media. This communication produces advertising
through face-to-face discussion about a product or service between individuals. An advantage of

WOM for companies is to gain exposure to new potential customers through referrals by peers
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especially those with stronger relationship ties with their friends (Brown & Reingen, 1987;
Cheema & Kaikati, 2010; Trusov, Bucklin, & Pauwels, 2009). At the consumer level,
information passed between friends about products is highly trusted, which may translate into
increased sales according to the trade article by Bughin, Doogan & Vetvik (2010).

Consumer engagement is the role of an individual communicating with brands to create
word of mouth (Shu-Chuan & Yoojung, 2011); it facilitates WOM through the interactions of
individuals with a company. These interactions between consumer and brand may be visible to
other individuals which is then considered WOM. Also, as a customer engages with a brand they
will gain more information about products and are more likely to share that with their peers
(Harris & Dennis, 2011). Individuals discuss the product or brand with another individual and
begin to translate their perceptions of the brand to the other person (Shu-Chuan & Yoojung,
2011).

Negative WOM can destroy a company’s reputation and its success by increasing the
number of people that communicate negative information about the company (Sirdeshmukh,
Sigh, & Sabol, 2002; Zeithaml, Berry, & Parasuraman, 1996) Positive WOM can generate
constructive communication between the consumer and the company that can lead to a long term
relationship with the brand or product (e.g. Zeithaml, Berry & Parasuraman 1996; Sirdeshmukh
et al. 2002). Tie strength is explained by the intensity of a relationship between individuals.
Homophily is a phenomenon that occurs when individuals are influenced by people with similar
attributes such as age, gender, or lifestyle and is the determining factor for the level of tie
strength in a relationship. Individuals that have closer relationships have a stronger tie strength
therefore the influence of spreading product information between these individuals is more

intense than individuals with a weaker tie strength (Gilbert & Karahalios, 2009). Positive WOM
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has been found to be spread more as a result of stronger tie strength through interactivity of
relationships with strong ties (Brown & Reingen, 1987).

2.1.4 Word of Mouth on Facebook

Individuals referring their peers to a Facebook fan-page is very important for Social
Networks. These referrals have a strong impact on individuals using a social network from the
consumer and the company perspective (Trusov, et al., 2009). WOM can also affect the
longevity of an individual staying active with a company fan-page by recommending to friends.
Individuals that have been introduced to a brand through WOM in social networks generally are
more actively communicating with brands than individuals introduced though traditional
marketing channels such as print or television (Villanueva, Yoo, & Hanssens, 2008).

Though there is a possibility for fans to “like” a fan-page and never use it, their news feed
on their home page will still display information generated from the fan-page, which they can
interact with at their leisure. As they see information generated from the company fan-page they
are participating in observational learning as discussed earlier (Chen, et al., 2011). These
individuals are also given more opportunity to interact with the brand on the fan-page.
Individuals that trust a source will be more likely to be affected by the information provided by
that source and pass on the information to others (Bughin, et al., 2010). Visibility is another
factor in WOM because messages are displayed almost permanently and can be viewed at later
times (Berger & Schwartz, 2011). Facebook provides a place for products and information to
become visible to a large network of people, therefore, it is important to study WOM within
Facebook fan-pages because information generated on these pages affect the image and the
brand. Because many people are exposed to the information generated, many more people see

the brand and can generate an opinion about the brand.
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User generated content (UGC) is related to WOM but is not exactly the same; when
UGC, content created on social media by users and not facilitated by professionals (Kaplan &
Haenlein, 2010; Smith, et al., 2012), is brand-related it overlaps the idea of WOM because WOM
is brand-related discussion between individuals (Cole, et al., 2011; Kaplan & Haenlein, 2010).
Therefore, for the current research both UGC and WOM are used. WOM advertising for small
businesses is very effective because people trust their friends and family when discussing brands
they trust (Kozinets, de Valck, Wojnicki, & Wilner, 2010).

Trust is the main reason Facebook is successful as a communication and marketing tool.
When users trust a website, they trust the information generated on that site (Harris & Dennis,
2011). When their friends post things about brands or other businesses they are more likely to
pay attention to these brands and other businesses because of the trust generated from their
friends on Facebook (Shih, 2011). When a Facebook user “likes” a fan page the information is
displayed on a users news feed. When the user views the page the user may become curious and
click the page to find out more information. As more and more users become fans of a fan-page
and continue to use it, content from the interaction is diffused through the news feed feature on
other user’s profiles and thus more users see the information and may choose to become a fan
through “liking” the fan-page.

Facebook provides a place for WOM to be generated. WOM in this context is different
from traditional WOM because the messages are documented on the fan-page wall and visible
for longer periods of time. Because messages are documented, fans can see all the positive and
negative comments on a page. Negative responses can damage a company’s reputation much
faster because of the high volume of users and fans capable of seeing these messages. Likewise,

positive messages will have a higher impact as well by helping to build brand image as many
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more users can see the messages and spread the word to other users, potentially increasing the
fan-base on the Facebook fan-page (e.g. Zeithaml, Berry & Parasuraman 1996; Sirdeshmukh et
al. 2002). Understanding the topics discussed on a fan-page wall can help small businesses tailor
their statuses to gain positive responses. The current research aims to understand the popular
topics discussed in order to potentially help small businesses tailor their messages to the fan-base
to strengthen the tie strength and the brand image.

Gil-Or (2010) conducted a short study of a restaurant using a Facebook fan-page. The
experiment created a fan-page for a local restaurant and sent messages to the fans of the page and
offered coupons as an incentive. Within a month, 80 people became a fan of the page as a result
of the experiment, which was much more than expected. The success of this company using
Facebook to attract new fans, gives an example of how powerful Facebook can be as a marketing
tool. The Gil-Or (2010) study did not attribute this success to the use of WOM. By
understanding WOM, the study could have gathered more information about how the 80 people
became fans of the fan-page.

Fans are important to the current study because they can generate more WOM to be seen
by other users. In a study by Dholakia & Durham (2010) the effectiveness of Facebook was
measured by emailing customers of a café and inviting them to become fans of the Facebook fan-
page. The researchers found that fans of the Facebook page generated more sales than non-fans.
Because the researchers were able to see interactions between fans and non-fans they were able
to gather information about their sales activity. Fans would mention the company much more
than non-fans and the fans were shopping in the store more (Dholakia & Durham, 2010). As the
fans were mentioning the company they were creating WOM. Though customers did not spend

more money on each visit, they were coming more frequently spending money each time, which
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in turn increased sales over time. This example exhibits how powerful Facebook can be in
marketing when generating WOM.

Because messages are recorded between users on social networks such as Facebook, the
effects of WOM are easy to be observed and analyzed. Documenting visible messages can be
vital to understanding interactions between users. By observing messages sent to others via the
Facebook wall, information can be gathered pertaining to behavioral patterns, how the users
interact, the frequency of interactions and the content being discussed (Viswanath, et al., 2009).
The method for gathering information, using Facebook interactions on the fan-page wall, is new
and exploratory. The current research uses the documented communication to analyze WOM
that is generated and to understand what topics are discussed more often. By understanding
these topics small businesses can better tailor their messages to their fans.

2.2 Opinion Leaders
2.2.1 Opinion Leadership in Traditional Contexts

Opinion leadership research dates back to the 1950’s when radio and print were the main
ways of communicating with large audiences. The idea was that opinion leaders (OLs) had the
most availability to the media and would disperse the information to the masses through the
interaction of a ‘two-step flow of communication’ (Katz, 1957) or through WOM. The first step
of the two step flow model starts with the media. The original concept relied on the media to
communicate with the community. The second phase continues with individuals influencing the
behavior of the others in society by spreading their opinions about the information gained from
the media, otherwise known as OLs (Brink, Rusinowska, & Steffen, 2011). Traditionally, OLs
would influence others’ behavior by discussing information gained from reading the newspaper

or listening to the radio. The information that OLs gain can be about such things as politics, pop
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culture, or product brands. The current research focuses on opinion leadership on apparel
brands. In the present, OLs gain information from the internet and television about brands. By
interacting with their peers and spreading brand and product information, OLs form a
relationship with a brand and assist in forming a brand image (Richins & Root-Shaffer, 1988).
Modern society and forms of media differ drastically from the original two-step model because
OLs use internet and television more so than print and radio. However, the idea of opinion
leadership can be used to understand how OLs generate WOM through social media.

There are many different characteristics that affect OLs and how they interact with others
in traditional environments. According to Summers (1970), demographics, social, attitudinal,
and topical characteristics affect the influence OLs have over others, especially in the apparel
industry. Summers (1970) found that opinion leaders see themselves as more innovative with
their fashion choices than other non-opinion leaders. Also, OLs tend to be more active in social
communities where they will have more influence over the behaviors of others including
purchase intention and spreading WOM (Shoham & Ruvio, 2008; Summers, 1970).

In the traditional environment, OLs gain information from traditional media then they
reach audiences and spread information. For instance, OLs wearing a design from a new
clothing line they read about in a magazine will then go tell their friends of their new discovery
(Vernette, 2004).

Opinion leadership describes a consumer that has engaged with a product and has
developed a judgment about the product or brand. OLs employ WOM, which is the act of
spreading information whether it be physically talking to someone about a brand or product or
posting reviews online, and sharing their opinions with others (Riegner, 2007; Samson, 2010).

The study by Richins and Root-Shaffer (1988) found that with increased engagement with a
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company, consumers gain opinion leadership in communities and thus may be willing to
participate in WOM activities by spreading information to their peers. Gaining opinion
leadership is important to some individuals, but some prefer to be opinion seekers, observing
information presented by OLs (Sun, et al., 2006). WOM and opinion leadership concepts work
together to inform others about a product because OLs spread WOM to opinion seekers. When
consumers are highly active in a social network related to the brand and use the products
diligently, they have more influence over others opinions of said product (lyengar, Van den
Bulte, Eichert, West, & Valente, 2011). According to the study by Chen, Wang, and Xie (2011)
the relationship between opinion leadership and WOM, created through OLs spreading WOM,
can be facilitated by marketing managers to positively inform others of promotions and product
information on websites. The shared information gained from WOM and created by OLs can
possibly increase sales when the WOM is positive as discussed earlier. A quasi-experimental
design was used to understand how company-generated content will affect OLs and the WOM
they share. The results suggest that having company-generated content is a positive
reinforcement of the product. Managers that provide positive information for OL’s are more
likely to generate positive WOM for opinion seekers (Chen, et al., 2011). It is important for
managers to be aware of the topics that create more interaction in order to start discussions with
OLs and opinion seekers through WOM.

With the internet increasingly becoming more powerful, the impact of OLs becomes
more important as well because their audience reach intensifies. The audience of OLs are
opinion seekers that are observational learners looking only at the information provided and not

interacting, whereas OLs tend to be more active and influential (Chen, et al., 2011). OLs are
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more likely to express brand usage or purchases online than opinion seekers (Acar & Polonsky,
2007).

2.2.2 Opinion Leadership on Facebook

While the idea of an OL is similar when referring to non-traditional environments such as
social media, the ways in which they reach audiences is different because they are not physically
speaking to their audience. They are documenting their opinions on fan-pages through
comments or photos where more people have the opportunity to view opinions. Rather than
attending a party, an OL could post a link on Facebook to a fan-page, thereby still reaching an
outside audience and opinion seekers without actually attending a social event. Other traditional
environments where OLs obtain information include gaining information from print, radio or
television media as mentioned above. OLs take the time to observe media and spread their
opinions to their friends and families, therefore it is assumed they will spend more time on
Facebook forming opinions and spreading WOM (Brink, Rusinowska, & Steffen, 2011).

Facebook can facilitate communication between OLs and opinion seekers with fan-pages
using UGC. OL’s can be exposed to new brands and products and have the ability to share them
with their friends quickly (Flynn, et al., 1996). About 30 percent more people will ‘like’ a fan-
page if their friends have ‘liked’ it (Ang, 2011). OLs in the Facebook environment are similar to
those of traditional environments because they lead discussion and share ideas with others. The
difference is that the messages are documented and can be influential over longer periods of
time. Companies can directly influence the content being generated on their page if they
understand how OLs are communicating and what topics peak their interest. Companies have
the ability to create discussions on specific topics as well as gather information about the

community surrounding their brand (Ang, 2011). Companies can also advertise through adding
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statuses that appear on the Facebook newsfeeds of the individuals. Individuals voluntarily
receive information when they “like” the fan-page and through their interactions they create
WOM.

Identifying OLs can be vital to apparel businesses trying to increase an online network
because knowing who the OLs are can help businesses target messages to their fans (lyengar, et
al., 2011). The current study observes how by sharing information on Facebook, OLs may
increase the purchase intention of others through positive WOM. Also, based on their
involvement on the page, they may be recommending the brand to others in the traditional
environment. These individuals, likewise, may be purchasing the product themselves as well as
spreading positive WOM related to products. Based on their interaction on Facebook, this study

will categorize their activity patterns to better understand their customer engagement.
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CHAPTER 3. METHODOLOGY

This qualitative study was conducted using the content analysis method, which is a
standard method for systematically investigating communications (Daniel Riffe, 2005). The
method was chosen based on the use of communication to gain information. The data was
collected from Tru Colors, a small apparel business Facebook fan-page that targets seasonal
niche markets. Using quantitative content analysis allows for an investigation of behavioral
patterns from the UGC on the Tru Colors Facebook fan-page wall.

3.1 Sample Tru Colors

A convenience sample was chosen for this study based on access to the Facebook fan-page and
the cooperation of the owner of Tru Colors Apparel. The small business was founded in 2008 in
New Orleans, LA. The company began as a solution for fashion forward women who wanted to
support their team with something more fashionable than the licensed selections. The company
launched a line of female sportswear for the fashion savvy fan between the ages of 18 — 45. The
consumers follow their local football team and supports them through tailgating or attending
games.

The company’s sales gradually grew due to the clearly identified niche market and
product quality. Now the company sells to over 100 stores in the Southeastern Conference (SEC)
area and is also branching out to the University of Southern California, Vanderbilt, and
Oklahoma State. Most sales are obtained through Louisiana State University, Saints, and
University of Texas fans. Tru Colors mainly targets stores and fans from these locations. Their
primary business is conducted with boutiques at a wholesale price. Online sales are more
profitable because the company earns the additional retail mark-up that they do not receive when

selling at a wholesale price.
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The company is moving forward in the market place as an established source for game-
day apparel for women. The business is still in the branding stage but the company is well on its
way to being more established in the community. The main competitors of the company are
Pigskins and Ponytails out of Florida and Judith March out of Atlanta.

The company advertises the brand mainly through editorials in periodicals and magazines
all over the south. These outlets included St. Charles Ave, and Garden and Gun magazine.
Bloggers, writers that blog online, generate traffic to the company’s website, and offers and
coupons to communities encourage online shopping. Sports events around the area will
sometimes invite the owner to host a booth or to promote the brand at the event. The owner has
also begun contracts with websites developed for the female sports fan such as Sports Divas.
These allow the hosting sites to gain some of the profit from the online sales.

Many of the individual consumers are fans of the company on Facebook. The company
began using Facebook in June of 2009, and they gained more than 1600 fans between the time
they started and the end of the seasons studied in the current research. Many of the consumers
ask questions about style offerings or different color combinations that the company may
consider adding in the future. Many inquiries are made through the site and much of the
consumer communication is done via Facebook. Tru Colors uses Facebook to post promotional
information and information about how the company is doing in the market place. They also
communicate with consumers about local events and stores that may carry the styles and color
combinations that are available. The company posts photos of new styles and promote the brand
through statuses about stock availability. The usage of the Facebook fan page for Tru Colors is a
very positive experience for the consumer and for the company. Sales are directly generated

from the site as can be seen by posts by consumers and responses from the owner.
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Overall the Facebook page is used as a communication tool between the owner and the
consumers for ordering purposes. In addition, the site allows the users to interact with other
consumers who are actually wearing the clothes. Tru Colors uses Facebook to generate buzz
about the company and gain brand awareness. Figure 1 depicts the fan-page information shared
with fans. Much of the sales are generated through word of mouth advertising. Facebook is the

perfect platform for this type of advertising to take place. .
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Figure 1. Tru Colors Fan-Page Information
3.2 Data Collection

The data, for this study, was collected from the Tru Colors Facebook fan-page. All the

comments or UGC from the Tru Colors Facebook fan-page wall were divided into seasons based
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on the dates of football season. The data is defined as each fan comment on the fan-page wall.
The population are the fans of the Tru Colors fan-page. The context of which the data are
analyzed encompasses the communication between fans and the owner of the company . Certain
inferences were assumed about the coded theme based on team names, blog names, owner
names, and basic conversational wordage. The boundaries of the analysis of data extend only to
the comments from fans on the Tru Colors Facebook fan-page wall. These boundaries do not
include comments made by Facebook fans outside the scope of this fan-page, although it should
be noted that WOM can be spread beyond the fan-page of the small business itself. The target of
inference is described by how the Facebook comments were divided by themes inferred from
certain keywords to help understand how these comments describe the behavior patterns of the
fans. Understanding these patterns can better help business owners to direct conversations on the
Facebook wall to topics that may increase user interaction, thereby increasing sales.
3.3 Research Design

The first research objective is related to developing a process to identify opinion leaders
on Facebook and then using this method to identify opinion leaders on the Tru Colors Facebook
fan-page. The current research uses a process of profiling each user that commented or liked
content on the Tru Colors Facebook fan-page during a three year period. Considering the limited
amount of research conducted on this topic the current study utilizes a qualitative approach to
gain information using the documented Facebook fan-page wall messages. WOM was analyzed
in this study to employ a strategy to identify OLs and their interactions to determine how
effective these interactions are on the Tru Colors Facebook Fan-Page. By using the UGC visible

on the page, OL’s can be identified, and their behavioral patterns observed.
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In order to accomplish the first objective of developing a method to identify OLs, a user
profile was created for each user from comments and likes, posted on the Tru Colors Facebook
fan-page. This was used to determine which users were high-active, moderate-active, and non-
active.  Viswanath, Mislove, Cha & Gummadi (2009) used high-level and low-level
measurements in their study of Facebook user behavioral patterns (Viswanath, et al., 2009).
Their study observed the activity networks within a network. Because of the varying levels of
activity on the Tru Colors fan-page wall the current research adapted the Viswanath approach of
splitting them into two categories, but used three rather than two. Because some users are more
active than others, level of activity was coded based on the amount of documented interaction on
the Facebook wall. The users categorized as high-active were then considered OLs. After
developing the process to profile users, identifying OLs was the second research objective of the
current research. The user profile assisted in identifying OLs by giving a clear picture of the
high-active users.

Table 1. Profile Criteria

User Segment Criteria Number of Users
High-Active 2 or more comments 33
Moderate-Active 1 comment 297

Non-Active Just liking a status or comment | 45

Total 375

Any user that had posted a comment on the page two or more times was considered high-
active. The users that only posted once were considered moderate-active and users that only

“liked” statuses or photos we considered non-active posting users. Profiling the users into
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activity level categories allows the researcher to identify the high-active participants. For the
current research these high-active participants are considered OLs. The maximum number of
posts by any OL was twelve and the minimum number of posts by an OL was two.

The third research objective seeks to examine the behavioral patterns of the users on a
fan-page. Understanding the behavioral patterns of the OLs and other fans helps marketers to
target topics that increase interaction between OLs and other fans of the page, which will
increase WOM and thus sales. In order to analyze behavioral patterns a content analysis of the
UGC was conducted.

Because of the seasonal nature of the Tru Colors business the current study divided the
three year period into seasons. The three seasons were determined based on when the company
began using Facebook in 2009. Season one is June 2009-February 2010, season two is June
2010-February 2011 and season three is June 2011-February 2012. Only the comments written
by fans were copied and pasted into excel documents found in Appendices A through C.
Statuses posted by the owner were excluded from the analysis except those that fans “liked.”
The OL fan comments, determined from the user profile developed for the first objective, were
then put into an excel document with information about the date, and type of post. The OL fan
comments are listed in Appendix D.

The current research uses content analysis to understand consumer behavior on the
Facebook fan-page. Through comparing the OL UGC to all the fan UGC, the researcher will
gain information about how OLs are leading discussion and how the owner is interacting with
the fans. The OL comments were separated out for comparison, however they were left in the
fan group in order to determine whether the patterns were strengthened by OLs. By

understanding the UGC occurring on the page, business owners can tailor conversations toward
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the interests of the current fans and encourage interaction. Because activity on the site can be
seen by non-fans, it is important to know what is driving the conversation and which topics are
most effective. Gearing comments towards these topics can encourage non-fans to be more
interactive.

The fourth research objective was to compare the behavioral patterns of all the fans
including OLs with only the OL behavioral patterns. A quantitative content analysis allows
researchers to analyze behavioral patterns through UGC by drawing conclusions about meaning
and contexts while creating an organized and replicable examination of communication (Daniel
Riffe, 2005).

Each fan comment, from three different seasons, was coded to a theme determined by
Table 2 and the themes were counted in order to gain information about activity patterns. The
seasons divided according to the football season because the most sales occur during this time of
year. The seasons are June 2009 — February 2010, June 2010- February 2011, and June 2011-
February 2012. The fourth objective was fulfilled by doing a second content analysis on the OL
comments in order to compare behavioral patterns. The high-active users from the user profile
were considered OLs. The comments within the seasons by these users were separated into a
segmented group. For comparison the OL comments were left in the fan comment content
analysis. The themes were determined based on the context and content of the discussion in fan
wall posts over the entire three year period. Likes were also considered in the content analysis
and coded depending on the content that was “liked”. If a “like” was on a status updated by the
owner the status content was counted as a theme, for example “Can't believe our NEW
ORLEANS SAINTS are heading to the SUPER BOWL!!! Too bad we're out of BLACK AND

GOLD! Just a few pieces left~give us a call!! WHO DAT NATION, let's DO THIS! Wow, this
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is exciting!!!!” was coded as excitement, and team spirit based on the caps lock, exclamation

points and using the word exciting and the mention of the Saints, black and gold and their motto

“who dat”.

Table 2 describes each theme and how it was coded when conducting the study. A Key

Word In Context (KWIC) (Stemler, 2001), was also used to search for the consistency of

wordage. Specific key words were categorized into the 18 themes identified based on the

content in the data. A keyword search was conducted in order to identify the themes from each

comment. Not only was KWIC used, but also using the context of which the words were written.

Comments such as “want” after a photo was posted of a specific dress were coded as purchase

intention because they are stating that they want the item in the photo.

Table 2. Criteria for Coding Themes

Theme Criteria

Brand/Line Any mentioning of the line or brand as a whole including congratulations
for the company or multiple styles being mentioned.

Styles Anytime a specific style was mentioned

Excitement Saying they are excited or saying they “love” it. Also, showing excitement

with exclamation points and Cap lock letters.

Purchase intention

Anytime they said I want or I can’t wait to buy.

Purchase

Waiting for their purchase to come in the mail, or mentioning that they
wore something they purchased

Team spirit Any mentioning of a team or team colors

Suggestions Suggesting styles, color combinations, or store locations

Pricing Asking about pricing

Sizing Asking about sizing

Photos Commenting on or liking a photo, posting a photo, requesting a photo, or

promising a photo

Store/Location

Asking about where they can purchase clothing or suggesting where to sell
the clothing

Website Any mention of the website, whether it be asking when it’s going to work or
commenting on the fact that it is working.
Gratitude Saying thank you or thanks
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Table Continued

Theme Criteria
Email Giving their email in order to ask a question or make a purchase
Blog referral Saying they were referred to the page through a blog

Recommendation | Mentioning that they recommended the page or company to a friend or
multiple friends

Winner Winner of a contest or status about contest

Article Any mention of an article that was posted or posting other articles as well as
liking an article.

A short survey, containing demographic information and purchase intention questions,
was sent using the Facebook messaging system to each user considered to be an opinion leader to
gain more information about their influence on sales and others’ purchasing behavior. The
questions were adapted from a study by Prendergast (2010) that observed how WOM affects
purchase intention (Prendergast, et al., 2010). Other questions pertaining to demographics and
Facebook usage were gathered from the Qualtrics database through which the survey was
created. The survey consent form and the survey questions are listed in Appendix E and F. The
survey was sent to 80 users on the Tru Colors Facebook fan-page. First the survey was sent to
the 33 identified Opinion Leaders and then 47 randomly chosen users from the less interactive
categories. They were invited to take the survey with a Facebook message sent by a Tru Colors
administrator. Considering privacy controls and settings only 80 could receive the message

because some users do not allow messages to be sent to them by users that are not their friends.
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CHAPTER 4. FINDINGS AND IMPLICATIONS

4.1 Findings

The user profile identified 33 opinion leaders out of 1684 fans of the Tru Colors fan-
page. This accounts for 1.95% of the fans on the page. There were 298 of the moderate-active
fans and 45 of the non-active fans. The user profile allowed for the content analyses to be
conducted.

Figure 2 was downloaded from the Facebook insights page from the Tru Colors
Facebook. The researcher is an administrator of the page and has access to all the insight
information. The table displays the active fans over a 3 year period from 2009 — 2011. Figure 2
shows the distribution of active users on Facebook from 2009 — November 2011. Because of the
ever changing statistics on Facebook, this chart only goes until November 2011. Even with the
limited amount of information shown, there are still some interesting observations to be made
about the graph. During September 2010 there is a large spike in active users as opposed to
September and November 2011 where the active users decreased. These bigger spikes are a
result of the beginning of football season. Since this business targets football fans, it makes
sense that there would be more active fans during this time. During the summer months there are
less active fans, which could be because fans are not thinking about football season yet.

4.1.1 Content Analysis Results

The following pie charts were made using Excel after all the data was entered in an Excel
sheet. They are shown in order from 2009-2011 and compare the fan posts to the OL posts
accordingly. The findings explain what fans are discussing on the page and how that is

important to the current research.
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In total there are 18 observed themes throughout the three year period. The fan-page wall
post content analysis had 50 total comments and 23 likes analyzed from June 2009-February
2010. There were 63 coded themes discovered within the fan comments. Figures 3 and 4
display the distribution of the themes found within the fan and OL comments. As mentioned
before, the OLs were identified through their interaction over the three year period. Because of
the extended period of time there were only four OL comments in the 2009 season. There were
six themes coded from the four comments.

The 2009 football season was the first year Tru Colors used Facebook. The majority of
the comments (28%) were commenting or liking articles that were posted by the owner. Brand/
Line was the second highest theme (26%.) The third largest theme identified was photos (11%)
with likes and comments about photos. In 2009, the University of Florida Gators won the
national championship and reflects team spirit being the fourth largest theme (6%). Surprisingly
the Gators were not a main topic of conversation, but since an SEC school was the top school, a
lot of team spirit is expected. Considering the line targets the Southeastern Conference for
football, many of the consumers live in the South East region of the United States.

Comparing all the comments to only the OL comments presents some interesting
findings. First there were only four comments during this period by the identified OLs; since the
OLs were chosen over the entire three year period and not per year, the first OLs started posting
during the first season. These four comments included six themes altogether. Within these six
themes the main themes were brand/line and stores/location both at 33% which was coded twice.
The OL fans did not mention team spirit during the first year, but they discussed the brand itself
and the stores/locations. Purchase intention and specific styles each at 17%, were coded once.

In this first season the OLs discussed product information, which is important for Tru Colors.
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Since OLs are more fashion forward and more knowledgeable about brands, these findings are

synonymous with the information found in the literature (Vernette, 2004).
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Figure 3. 2009 Fan-Page Wall Posts

Figure 4. 2009 OL Comments
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Out of the total 18 themes, in the 2010 season all 18 themes were coded in the fan
comments and 16 themes identified in the OL comments. In the June 2010-February 2011
season the company website was down from August to October of that year. Many of the
comments from this year were fans sending emails to purchase items since they could not
purchase online. The number of active fans jumped into the 1000s range during this season and
was over 2000 active users as seen in Figure 2. The active user number also increased in August
and September when college football starts the season.

There were 413 comments and 47 likes in the 2010 season drastically more than the 50
comments and 23 likes from the 2009 season. This increase may be due in part to the website
crash considering 21% of the comments were fans giving their emails in order to purchase
apparel. Out of the 413 comments 956 themes were coded. Team Spirit was the highest at 23%.
The second highest coded theme was Purchase Intention, which is 21%. Considering many fans
were showing their support for teams along with their need for apparel when giving their email
addresses these themes were the highest during the 2010 season. Auburn University won the
national championship in 2010, an SEC school. The high percentages of purchase intention,
emails, and team spirit themes reflect the strength of SEC teams during football season. Fans
want to show their team spirit with Tru Colors Apparel and they are showing their needs on the
Facebook fan-page.

Comparing fan comments to OL comments for the 2010 season presents some interesting
findings. In support of the idea that OLs lead discussion, the main themes identified from their
comments closely match the ones from the fan posts. The top 3 themes identified were team
spirit at 25%, purchase intention at 19%, and emails at 11%. Team spirit was the top for the

2010 OLs, which is interesting because in 2009 team spirit was not a topic of discussion between
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OLs. As fans get excited about the brand and want to purchase the products they are also
becoming more excited about the teams they are purchasing apparel to support. The 2010 season
is the only season where fans were referred to the page by blogs. The number for OL referrals
from blogs is at 2%, closely tied with the 3% from all the fans. Basically, the majority of fans
referred to the page from blogs also became OLs. Fans that read blogs are more likely to be
aware of available information similar to the OLs in the traditional environment (Brink, et al.,
2011; Prendergast, et al., 2010). The pie chart comparisons of the fan comments and OL

comments from the 2010-2011 season can be seen in Figures 5 and 6 below.
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In the 2011 season, there were a total of 50 comments and 56 likes by fans with only 20
comments and 13 likes by OLs. Themes were identified 112 times in the fan comments whereas
themes were identified 31 times in the OL comments. The same themes were identified in both
segments. There was a drastic decrease of comments for this year from the previous 2010
season. Instead of ordering through email and corresponding on Facebook, consumers can now
purchase from the website so there were no comments of fans giving their email addresses in
order to make a purchase. There was a steady number of active fans reaching just over 1000
from Figure 2. The total number of fans when this study was conducted was 1684. Figures 7
and 8 show the comparison between the fan comments and OL comments in the 2011-2012
season.

The owner was posting more articles about Tru Colors and the community of New

Orleans where the company is based. This is reflected by the 35 % of all the fans that mentioned
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I would love to see what you
offer for Auburn this year. We
are headed to Fan Day this
weekend and | realized | have
no cute things for the games this
year. Is there a way to see the

8/12/2010 | clothes? 8/12/2010 | That would be great (email
Go Tigers!!!!! War Eagle!
022 | 10/18/2010 | Come on
I was just over at Kelly's
Korner trying to find the
site and LOOOVVEEE the
Texas Tech!!! Go RED amanda dress. Same
Raiders!!!! Wreck 'em Tech!!! question.... Is it
023 | 11/18/2010 | Get your guns up!!! 9/9/2010 | available?? Thanks!
Burnt Orange. | cannot root for
either Blow U or Corn, so | will
root for JerryWorld to implode LIKED: Cheerin for ya
024 | 11/29/2010 | or a tie 1/10/2011 | AUBURN!!I
11/19/2010 | Taylor's Giveaway Sent me 11/29/2010 | Boomer Sooner
LIKE:AUBURN/SOUTH
CAROLINA~~
OKLAHOMA/NEBRASKA..do
you know what you're wearing
025 | 11/29/2010 | for GAME DAY??
My office is in Snider Plaza... [
026 | 10/1/2010 | will come see you today!!! 1/12/2011 | Love that!
WE the packers use local teams
to cheer at home games for Yeah | believe it's local
them. The steelers and the NY high school and colleges.
giants | think are the only two That must be exciting for
1/26/2011 | left with no cheerleaders. 1/26/2011 | them.
I would love to see your SC
collection and prices. Thanks
027 8/28/2010 | (email)
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Just curious to when the new

I am a Satins and Auburn
fan. Would it be possible
for you to send me an
email on the new items you
have out for these teams...

8/3/2011 | line is coming out. 8/25/2010 | (email) Thanks!
Jilly... I need some new gear.
Looking forward to seeing what
028 8/25/2010 | they have.
I would like to see those styles
029 | 8/22/2011 | also! 8/26/2011 | liked a photo
Ummmm, its OU/TX to those of
us north of the Red River! You
show your alliance by the Please start doing stuff in
school you list first in this huge Oklahome Crimson and
030 | 10/3/2011 | rivalry! 12/9/2010 | Cream!!!
2/2/2011 | Baylor 8/30/2011 | Baylor? Thanks
031 8/30/2011 | Just let me know! Thanks
8/30/2010 | website 8/30/2010 | at blue door boutique!
the website is AMAZING!!!!
I'm FREAKING OUT OVER
HERE!!! Love it lovit. All your
032 9/3/2010 | designs are phenomenal.
Crimson Red dress with
Back elephant trunks up...
White dress with black
AMEN ROLLLL elephant trunks up. Roll
11/18/2010 | TIDE.....RMFT!1 12/9/2010 | Tide
Fleurty Bee Boutique would
033 12/9/2010 | carry your bama stuff!
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E. SURVEY COVER LETTER AND EXEMPTION

i LSL

E. J. DURSD COLLEGE OF BUSINESS

Dear participant:

Thanks for your input into this research. The purpose of this survey is to gain a better
understanding of online word of mouth on Facebook.

In accordance to the LSU institutional Review Board human subject policies, all
responses will remain confidential and be used for research purposes only, without
identifying individual respondents. You must be 18 years old or older, and your
participation is voluntary.

By completing the survey, you are providing your consent to participate in this study. If
you have questions about participants’ right or other related concerns, you can contact
Dr. Robert Matthews, Institution Review Board, LSU, at (225)678-8692. In advance,
thank you for participating in this survey.

To compensate your effort, you will get $15 off your next Tru Colors purchase.
If you have any concern or questions, please contact us.

Jennifer Galster

M.S Candidate

Textile Science, Apparel Design, and Merchandising
School of Human Ecology

Louisiana State University

Baton Rouge, LA 70803

E-mail: jgalstl@tigers.Isu.edu

Phone: 225-810-8090

Chuanlan Liu

Associate Professor

Textile Science, Apparel Design, and Merchandising
School of Human Ecology

Louisiana State University

Baton Rouge, LA 70803

Phone: 225 -578-2400

Fax: 225-578-2697

E-mail:clliu@Ilsu.edu
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Application for Exemption from Institutional Oversight F} g‘f ‘;;‘2;)?; Lﬁ?;:";‘ag:gr

4.l 203 B-1 David Boyd Hall

'li Baton Rouge, LA 70803
P: 225,578.8692

F: 225.578.6792

ib@lsu.edu | Isu.edufirb

Unless quatified as meeting the specific criteria for exemption from Instiutional Review Board {IRB) oversight, ALL
LSU researchiprojects using living humans as subjects, or samples or data obtained from humans, directly or
indirectly, with or without their consent, must be approved or exempted in advance by the LSU IRB. This Form helps
tha PI determine if a project may be exempted, and is used to request an exemption. Lsu

> Applicant, Please fill out the application in its entirety and include the completed application as well as parts A-E,
listed below, when submitting to the IRB. Once the application is completed, please submit two copies of the
completed application to the IRB Office or to a member of the Human Subjects Screening Committee. Members of this
committee can be found at hitp://appl003.1su.edu/asp/osp.nsi/$Content/Humans+Subject+ Committee ?0penDocument

» A Complete Application Includes All of the Following:
(A) Two copies of this completed form and two copies of parts B thru E.
{B) A brief project description (adequate to evaluate risks fo subjects and to explain your responses to Parts 1 & 2)
(C) Copies of all instruments to be used.
+[f this proposal is part of a grant proposal, include a copy of the proposal and all recruitment material.
(D} The consent form that you will use in the study (see part 3 for more information.)
(E) Certificate of Completion of Human Subjects Protection Training for all personnel involved in the project, including
students who are involved with testing or handling data, uniess already on file with the IRB.
Training link: { hitp://cme.cancer.goviclinicaltrials/ieaming/humanparticipant-protections.asp.)

1) Principal Investigator; Jennifer Galster = i'v.° ' Rank: Mastexrs = S Student*? YIN Yo
Dept.: Human ‘Beolegqy: ¢ Ph:2258108090 7 E-mail:jgalstielsuledn i § ('&,; {'"o: 799
o oS
; ; d o g 08
2 Inyestigator(s): please include department, rank and e-mail for each 1S w5 o
)‘SP stucYenl, [geaserd)s tify and name supeﬁl?sing professor?nl is space ‘:01 ao - § %; gm
: . : oo DA~ Y
Chuanian Liu Human Ecology Ph.D clliuelsu.edu SaFpan
S ol R mo=E03
: : : ).(NQ..’}Q-'G;Q\
Y e 22
HEo g ae
oy X T ——_— o e T ow
3) Project User Motivaltions: For M"Liking® and: Continuing:Activity'on.a - N g Q2 63 @
Local. Business Facebook Fan-Page: Db TLe g =
Titte: 2 TONRER SorohooR tanoade Iy gy
(D' pCaR N 9
R SR ] Fii Y
= 5
. = z
4} LSU Proposal?(yes or no): if Yes, LSU Proposal Number: o n o ;g
ju]

Also, if YES, either (™ This application completely matches the scope of work in the grant
(" More IRB Applications will be filed later

5} Subject pool {e.g. Psychology Students)Facebook- Usexs i s
«Circle any "vulnerable populations" to be used: {children <18; the mentally impaired,

pregnant women, the aged, other). Projects with incarcerated persons cannot be exempted.

6) Pl Signature ** Date (no per signatures)
*] certify my responses are accurate and complete. If the project scope or design is later changed | will
resubmit for review. | will obtain written approval from the Authorized Representative of all non-LSU
institutions in which the study is conducted. | also understand that it is my responsibility {o maintain copies of
all consent forms at LSU for three years after completion of the study. [f [ leave LSU before that time the
consent forms should be preserved in the Departmental Office.

***Effective August 1, 2007, all Exemptions will expire three years from date of approval,
unless a continuation report, found on our website, is filed prior to expiration date***
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Study Exempted By:

Dr. Robert C. Mathews, Chairman
Institutional Review Board
Louisiana State University

203 B-1 David Boyd Hall
225-578-8692 | www.lsu.gdufirb

Consent Form “vemption Expires: L4/ 2605

1, Study Title: User Motivations for “Liking” and Continuing Activity on a Local Business Facebook Fan-
page

2. Performance Site: Louisiana State University and Agricultural and

Mechanicai College

3. Investigators: The following investigators are available for

questions about this study, M-F, 8:00 a.m. - 4:30

p.m.

Dr, Chuanlan Liu 578-2400

Jennifer Galster 225-810-8090

4, Purpose of the Study: The purpose of this research project is to observe opinion leaders on
Facebook and determine their motivations for participating in Facebook Fan-page activities and
continuing to be active.

5, Subject Inclusion: Individuals between the ages of 18 and 65 who do
not report psychological or neurological

conditions.

6. Number of subjects: 33
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7. Study Procedures: The study will be conducted in two phases. in the first

Phase is ohservational on the Facebook wall. The second phase is a survey sent to users
identified as Opinion Leaders.

8. Benefits:  Subjects will be given a $15 coupen for Tru Colors Apparel.

Additionally we will receive information about Tru Colors sales and the effectiveness of word
of mouth.

9. Risks: The only study risk is the inadvertent refease of
sensitive information found in the second
questionnaire. However, every effort will be made
to maintain the confidentiality of your study
records. Files will be kept in secure cabinets to

which only the investigator has access.

10. Right to Refuse: Subjects may choose not to participate or to withdraw
from the study at any time without penalty or loss of

any benefit to which they might otherwise be entitled,

11. Privacy:  Results of the study may be published, but no names or
identifying information will be included in the
publication. Subject identity wili remain confidential

unless disclosure is required by jaw.
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12. Signatures:

The study has been discussed with me and all my questions have been
answered. | may direct additional questions regarding study specifics to
the investigators. If | have questions about subjects' rights or other
concerns, | can contact Robert C, Mathews, Institutional Review Board,
(225) 578-8692. | agree to participate in the study described above and
acknowledge the investigator's obligation to provide me with a signed copy

of this consent form,

Signature of Subject Date
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VITA

Jennifer Marie Galster was born in Clinton, lowa, the daughter of Mary Jeanne Galster
and David Leonard Galster. After completing her studies at Northeast Community High School
in Goose Lake, Iowa she went to pursue a Bachelor’s of Science degree in Textiles, Apparel and
Merchandising with a minor in Business Administration at Louisiana State University in 2010.
She continued her education at Louisiana State University to obtain a Master’s of Science in the
School of Human Ecology focusing on Textiles, Apparel, and Merchandising. During her time at
Louisiana State University, Jennifer worked as a graduate assistant for Dr. Chuanlan Liu. Her
assistantship work aided in the research of the Department of Entrepreneurship. She also worked
part-time at JC Penney as a customer service representative and a visual specialist. Asa
customer service representative she improved the customer experience by providing product
knowledge and a friendly demeanor. While working as a visual specialist, Jennifer was able to
improve her leadership skills through leading teams to implement visual displays at the company

standard.
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