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Abstract This study is an application of facebook (FB) as a strategic communication of viral marketing. Old
fashioned advertising and public relation in facebook are not effective at social network service(SNS)
environment, and a different marketing communication is needed because facebook is essentially oriented for
building relationship among people. The study assumes that an opinion leader might exist at facebook and tries
to find out how facebook users show a pattern of communication based on level of opinion leadership regarding
a product. The findings showed that people with high opinion leadership communicated more actively than
people with low opinion leadership. This study will contribute to segment seed consumers using opinion
leadership in facebook.
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(Table 1) Pattern of Facebook Use
Item Frequency %
Under 3-month 15 11.9
Under 6-month 4 3.2
Under 9-month 1 80
Under 1-year 22 175
Join Under 1&half-year 28 22.2
Periods Under 2-year 33 26.2
Under 3-year 11 87
Under 4-year 3 2.4
Under 5-year 4 32
more than 5-year 5 4.0
A few times a year 66 52.4
A A few times a month 21 16.7
Number One time a week 15 11.9
of Use | Two or three times a week 8 6.3
Everyday 16 12.7
Under 30mins 16 59.1
The 30mins—Lhour % %3
alAn‘(])irr?tg(e) ¢ 1-2hours 8 6.3
. 2-3hours 3 24
time per
day 3-4hours 1 8
more than 4hours 4 3.1
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(Table 2) Types of Communication in FB

Items
Reading posts on your wall
Reading posts on others’ walls
Posting on walls
Sending private messages
Looking at groups
Responding to/reviewing events/inivitations
Adding or removing friends
Changing current status
Looking at video links in others’ profiles
Tagging or untagging photos
Adding or removing groups
Commenting on photos
Creating events and sending inivitations
Creating groups
Interact with groups
Posting notes
Posting photos
Posting links to youtube.com
Updating or editing profile

2.25 EtEERl ME|T

FENAA A BT Ao AR FEL
07}X] gwZ =437 9

15k oI Y5 g
q

(Table 3) Factor Analysis for Communication
Pattern Regarding a Product in FB

Items Factor %. of
Varinece

In general, I talk often to my FB 71
When I talk to my FB friends about a
product, I give a great deal of | .839
informations
Compared with my FB friends, I am very 852
likely to be asked about a product ’
In discussion of a product, my FB friends

. 741
tell me about it
Overall in all of my discussion with FB
friends, I am often used as a source of | 871
information. 69.075
My FB friends consider me a good

. 859
source of advice about a product
I tend to talk a lot about a product to my 360
FB friends ’
In the past 6 months, I've talked to a lot 30
of my FB people about a product ’
‘When asked for advice about a product in 340
the FB, I offer a lot of information ’
When discussing a product in the FB, I 48

usually convince them of my opiniion
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(Table 5) Testing the Difference in Opinion
Leadership between Male and Female

DV I\% N | Mean SD t value |p value
Opinion male 51 2.38 962 s
Leadership| female | 63 | 262 | 730 | o | 10
3.3 AEQ7X|=8nt Ho[AFUHA FHFRLA
0| HEel
o] 2Eo A= thekal AFu Aol Higol &3k
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(Table 6) The Difference in Communication
Pattern base on Opinion Leadership

Opinion ¢
Item Leader Mean p value
. value
ship(n)
Reading posts on your| L (76) 304 |
wall H (29) 3.95 1332|041
Reading post on L 2371 |
others’ wall H 3.03 2106) .08
. L 2.37
Posting on walls I 303 3.322| .001
Sending private L 245 | _
messages H 3.14 28011005
. L 2.39
Looking at groups o 289 2021 .046
Responding to/ L 183
reviewing -4.356| .000
events/invitation 5! 276
Adding or removing L 249 |
friends H 3.10 3134) 002
Changing current L 191 |
status H 3.03 S8M) 000
Looking at video links L 246 |
in others’ profiles H 3.31 3401001
Tagging or untagging L 2.38 a6l o
photos H 3.14
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Adding or removing L 182 |
photos H 272 4630) .00
. L 2.89 _
Commenting on photos I 383 387 .000
Creating events and L 142 |
sending invitations H 2.29 4356|000
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. L 245 | _
Posting note I 366 5219 .000
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Posting photos I 317 3816 .000
Posting links to L 201 |
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Updating or editing L 2.28 |
profile H 317 4060|000
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