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Abstract This study explored how the tendency of writing ‘comment’ by Facebook users and the number
of 'like' in posting message affected to product attitude, purchasing intention. One hundred thirty five
male and female college students were divided into groups with high/low tendency of writing
‘comment’. The subjects had to read posting message about athlete shoes on Facebook’s newsfeed,
different from the conditions under which the ‘like’ in the posting was high and low. Then, they were
responded product attitude and the intention of purchasing. The results of two—way ANOVA showed
that the users with low tendency of writing ‘comment’ displayed more positive product attitude and
higher willingness to purchase under condition with a high 'like' number of posting than under

condition with a low 'like' number of it.
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Table 1.
Product Attitude)

Means, Standard deviations(dependent variable:

Number of "Like" in

Posting All
low high
ow M 2.38 3.86 3.17
Tendency of oW (sD) (1L13)  (113)  (1.35)
writing'Comment' nien M 3.00 3.57 3.33
Eh(sD) (1.43)  (115)  (1.30)
Al M 2.67 3.71 3.25
(SD)  (1.31)  (1.14)  (1.32)

Table 2. Means, Standard deviations(dependent variable:

Purchasing Intention)

Number of "Like" in

Posting All
low high
ow M 1.64 3.21 2.48
Frequency of (SD)  (1.05)  (1.36)  (1.45)
‘Comment" writing nigh M 2.26 3.01 2.69
(SD)  (1.39)  (1.31)  (1.38)
Al M 1.93 3.11 2.58
(SD)  (1.25)  (1.33)  (1.402
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Table 3. Two—way ANOVA analysis Results on Frequency of 'Comments' and Number of 'Likes' in Post

Dependent

variable Source df SS MS r D
Frequency of Facebook usage (covariate) 1 .044 .044 .030 .863
Frequency of 'Comments'(A) 1 842 .842 .575 .450
Product Number of 'Like' in Posting(B) 1 34.985 34.985 23.909 .000
Attitude A*B 1 6.937 6.937 4.741 .031
Error 130 190.223 1.463
All 135 1657.222
Frequency of Facebook usage (covariate) 1 3.179 3.179 1.935 167
Frequency of 'Comments'(A) 1 4.165 4.165 2.535 114
Purchasing Number of Like' in Posting(B) 1 44.889 44.889 27.319 .000
Intention A+B 1 6.290 6.290 3.828 .053
Error 130 213.611 1.643
All 135 1170.222
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