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ABSTRACT

The purpose of this research is to analyse content format, fanpage engagement
and content format which affects to customer purchase intention on HonestBee
Facebook fanpage. The data were collected by using content analysis to analyse
content format and fanpage engagement and focus group interview to define contents
which affects to purchase intention. The focus group interview was conducted among
Thai people who live in Bangkok, have purchased grocery products by themselves
and be fanpage of HonestBee Facebook page. The interview was separated into 2
sessions which are Thai people who have been used HonestBee at least one time and
Thai people who have never used HonestBee. The results show that almost contents
on HonestBee Facebook page were created by brand. Type of content that was posted
the most is content about product and single photo format is the most popular content
format that brand used. Engagement rate is also in the same direction with the
frequency of page post except type of contents. Fanpages were interested in content
about activity the most. For type of content which affects to customer purchase

intention, there was a difference between potential customers and current customers.



Potential customers feel that more product information can trigger them to use service
the most because the service is still quite new for some people. They require to know
more about what the advantage of service over competitors, why they need to use the
service, what can make them ensure about the service as grocery products need
trustworthy that products have to be safe and good quality. On the other hand, current
customers want to use the service again if the promotion is good enough. The research
also found that only type of content can affect directly to customer purchase intention
while type of content creator, type of content format and type of photo do not affect

directly to customer purchase intention but they do affect to good brand perception.

Keywords: Digital Marketing, Facebook, Content Marketing, Online Grocery

Delivery
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CHAPTER 1

INTRODUCTION

1.1  Background and Significance of Study

From time to time, Internet has been penetrated around the world. The
percentage of Internet penetration is continuously growing from less than 1% in 1995
to 46% of total world population in 2016 as shown in the figure 1 (Internet Live Stat,

2016).

Figure 1: Trend of Internet Users in the World
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Source: Internet Live Stat (2016). Internet users in the world. Retrieved from
http://rethinkyourphone.com/number-of-internet-users-2016-internet-live-

stats/.



People gradually connect and become more familiar with Internet as it plays
crucial role in their daily life. People tend to use Internet to make their life more
convenient. Not only do people adapt themselves to the new environment, but also the
business takes a new challenge. It can be seen that many businesses have started to
offer online services to customers such as online banking, online reservation and
online shopping.

Trend of online shopping has been increasing rapidly in the past few years
because people can easily access to the Internet use. Internet accessibility has driven
customers to spend online as it can provide quick and easy comparison between
different types of products. Online shopping or e-Commerce is one of the popular
activities for worldwide Internet users along with social networking, online search
and online video (ETDA, 2016a).

This phenomenon also occurs in Thailand. The number of Internet users has
increased to 46,000,000 people or 67% of total Thailand population. The number has
grown up 21% comparing to the same period in 2016 (We are Social, 2017). It shows
growth potential of Internet platform in Thailand. Due to smartphone price becomes
lower, Internet package becomes cheaper and government policy encourages Internet
accessibility, most people can afford and reach to internet more easily. It cannot be
denied that Internet has become a regular basis as average daily time usage per person
is 6.4 hours (ETDA, 2016a). It means that people use Internet one fourth of a day.
Therefore, it is not surprised that more than 59% of Internet users have an experience
in shopping online (ETDA, 2016a).

Thailand’s e-Commerce market is predictably worth 2.5 trillion baht, up

12.42% from previous year (2015) and accounting for 40.08% of total commercial



spending (ETDA, 2016b). Retail industry is dominating the market share. It
contributes to 40.08% market value and up 12.42% from year 2016 (ETDA, 2016b)
while Thailand’s retail market has been facing a downturn state for past few year
(“FMCG Market”, 2016). It shows that there is a big potential for growth as people
tend to gradually switch from offline store to online store (“Consumer insight”, 2016)
especially in grocery segment as there is a study stated that “grocery segment will
account for more than 48% of the total market share by 2020 and dominate the
Thailand retail market throughout the forecast period” (Techavio, 2016).

These days customers’ income has been increased because they have higher
education. They become working labour, live in rush society and do not have time for
grocery shopping. As income has been increased, they are inclined to pay extra on
online grocery home shopping for more convenience because they do not want to face
traffic jams going to store, find a parking lot, walk through crowded people and fight
for a long billing line (Brandbuffet, 2017). According to Tesco Lotus, the no.1 leader
for online grocery shopping (“Shopping online”, 2016), there are 1.5 million people
who downloaded online grocery shopping application. It could be implied that online
grocery home shopping performs quite well.

Online grocery home shopping has been familiar to customer in the foreign
country because it penetrates to the countries for decade. In Thailand, online grocery
home shopping is still counted as a new business and technology for Thai people.
However, there is not a few number of people who are already familiar with online
grocery home shopping. and the market share still has area to compete because only 3
competitors in this category which are Tesco Lotus, Big C and Tops. This is the

reason that why the others want to jump in.



Recently, there is new service penetrated into Thailand called online grocery
delivery service. The first brand that has started this business model is HappyFresh. It
has launched service 2 years ago and reached 4-5 times growth within the first year.
However, not long ago, there is another direct competitor from Singapore has just
official launched its service on 16 March, 2017. Comparing to HappyFresh,
Honestbee can perform very well in the limited time. According to SimilarWeb, it
states that the number of visitors on Honestbee is higher than HappyFresh. There
were 120,000 visits on Honestbee in March and the number is countinuously growing
up to 460,000 visitors now while the number of visitors on HappyFresh is only
100,000 visitors on HappyFresh and the number is constantly dropping down to

30,000 visitors as shown in the Figure 2 and 3 respectively.

Figure 2: The number of visitors on Honestbee.co.th during Feb — Jul 2017
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Source: Similar Web. (2017a). Traffic overview. Retrieved from

https://www.similarweb.com/website/honestbee.co.th.



Figure 3: The number of visitors on HappyFresh.co.th during Feb — Jul 2017
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Source: Similar Web. (2017b). Traffic overview. Retrieved from

https://mwww.similarweb.com/website/happyfresh.co.th.

The top 3 of traffic sources are from direct and search and social. As direct
and search are the way they use for advertising, social is the only one channel to focus
because they use social as communication tools to customers and the main traffic
from social is from Facebook. Mare than 93% from total social visitors comes from
Facebook. Honestbee fanpage has 151,396 page like and 152,326 followers on their
page. The data is related to the information from We are Social stating that Facebook
is the most popular social platform for Thai People (Figure 4). From all reasons

above, it shows that Honestbee is the brand that is very interesting to study.



Figure 4: Percentage of Thai people who use social media on each platform
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Source: We are Social. (2017). Global statshot: Digital in Q3 2017.
Retrieved from https://www.slideshare.net/wearesocialsg/global-digital-

statshot-q3-2017.

At present, not only do people change the way they shop for grocery products,
but they also change the way to consume media and connected to the brand. Messages
from brand tend to expose to customers while they are exploring social network. As it
can be seen for the past few year, there are many brands have been started doing
online marketing via Facebook because its cost is quite low and reach directly to
potential customers. Moreover, Facebook Fanpage is one of tools that allows two-way
communication between brand and customers because brand can communicate
directly to customer. Customers can discover brand for the first time through news
feed on Facebook which might lead customers to consider and find more about brand.
Hence, it is very important that brand needs to communicate what people want and
make them be interested in the products or services. Once they start finding

information, more than 50% of customers make a decision from review or



information finding from Facebook (“Behavior of customers”, 2015). It shows that
information from brands Besides, customers can reach the brand easier than before.
Nowadays, customers can send direct messages, comment on page post or even post
directly to fanpage to express their feelings, give a compliment or send brand a
complain. Therefore, if brands can use this communication channel effectively, they
can create engagement between brand and customers which might affect to
customers’ purchase intention as well. There are many researches which conducted on
content analysis and engagement on Facebook Fanpage such as “The study of content
and user engagement on Cosmetic Facebook Fanpage: The Case Study of Facebook
Fanpage: Oriental Princess Society, Merrezca and BSC Cosmetology” conducted by
Nadee (2016) and “Content and Engagement Analysis Travel Page on Facebook: A
Case Study of Chillpainai Facebook Fanpage™ conducted by Kittitanonchai (2015).
However, there is no research conducted on retail industry which has potential growth
in the future. Therefore, this research will conduct on how Honestbee communicate to
customer via Fanpage by conducting content analysis, how their fans react to each
particular content and how each content affect to the brand perception which might
lead to purchase intention in order to understand customer perception and improve the
plan for retail industry. This study will be as a guideline for marketers and companies
to implement the strategy with their brands in the future. Also, the understanding of
customer engagement can help business to improve their content strategy to reach the

best result.



1.2 Objective
The objectives of this study are as following:
1.2.1 To analyse content on HonestBee Facebook page
1.2.2 To study fanpage engagement to content on HonestBee Facebook page

1.2.3 To study content format which might lead fanpage to use service

1.3 Scope of the study
The study will conduct content and engagement analysis on HonestBee

Facebook page during 16 March — 31 July, 2017.

1.4 Expected Benefits
1.4.1 This study would help online grocery shopping industry to understand
content format that can engage to customer and lead them to make a purchase
1.4.2 This study would be useful for marketers understand how customer

engage to content in order to create successful strategy for marketing communication.

1.5 Glossary

E-Commerce or Electronic commerce is the buying and selling of goods and
services over an electronic network or internet. It is used in reference to transactional
processes for online shopping.

Online grocery home shopping is the selling of food and household supplies
over websites that imitate retail shopping store. In Thailand, there are 3 brands that
operate this type of service which are Tesco Lotus, BigC and Tops. They sell the

products, provide delivery service to customer on their own website and use their own



resources to operate the service e.g. product pick up staff, delivery staff and delivery
truck.

Online grocery delivery service is the service that provides personal shopper
doing grocery shopping for customers. They act like agent for online grocery home
shopping. They do not own any stores, but they do a partnership with grocery brand to
shop and deliver directly to customers. In this research, it means the service that is
provided by HonestBee.

Facebook page is the fanpage that companies create for being communication
channel to their customers. They can post message, picture and video to deliver their
messages to customer through Facebook page. Customers can also interact with the
post on Facebook page. In this research, Facebook page is HonestBee Facebook page.

Engagement is the reaction of customer to post on HonestBee Facebook page.
In this research, it includes like and share only.

Content is text or publication in any form that brand use to communication to
audience.

Content Format is the way to present message via Facebook post which are
text, picture, and video

Purchase Intention is when customers see the content and have an willing to

go to HonestBee’s website in order to browse for more products or information



CHAPTER 2

LITERATURE REVIEW

The research is conducted on content analysis of online grocery delivery
service page on Facebook which affects to customer purchase decision making. The
literature review includes relevant theories as following:

2.1 Social Media

2.2 Marketing and Content Marketing

2.3 Consumer Decision Making

2.4 Online Grocery Shopping

2.5 Theoretical Framework

2.1 Social Media

Social media are “Internet-based channels that allow users to opportunistically
interact and selectively self-present, either in real-time or asynchronously, with both
broad and narrow audiences who derive value from user-generated content and the
perception of interaction with others.” (Caleb & Rebacca, 2015) People can create
their owned content and share to their connected online society. It is a channel that
allows two-way communication between person to person. There are many kinds of
social media available to use. For example, Twitter, Line, WeChat, Youtube,
Instagram and the most popular social media, Facebook.

On Facebook, people can create their own story based on their interest and
people they connected. Facebook does not only have information that created by

themselves, but also their profile information which includes their age, gender, profile
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picture and interest which can be adjusted as much as they want. It lets people be able
to fully express themselves, communicate in the language that they use in daily life
and make them feel freedom to play around because there is no one looking over them
on Facebook. All these key features make a result in the increasing of user numbers.
As the number of users continues increase, the person-to-person communication has
been expanded and make brand concern this channel as one of tools for
communication because it almost penetrates all population in Thailand. Brands are
using Facebook Fanpage to communicate with customers as it can deliver content and
interact with customers. Not only big businesses, but SMEs also use Facebook to
promote their brands, increase traffic to their website, and even complete transaction
on Facebook because Facebook is not required high cost to promote and is not
complicated to do so (Milad & Mustafa, 2015). Not surprisingly, more than 700,000
fanpages are active on facebook (Thoth Social, 2016). It shows that Facebook
becomes one of the most popular marketing tools. Therefore, if brand understand how
to use this social media effectively, it can affect to customer decision making which
might help business growth.

As mentioned above, there are so many fanpages available on Facebook.
Brand needs to understand how to communicate with customer effectively. Moreover,
Facebook has an algorithm that allows only contents which have high engagement to
show on news feed especially content from fanpage. In 2016, content from brands’
Facebook fanpage reached people 52% less than before. Facebook try to pick put the
posts that users want the see the most because it can cause users to come back to

check Facebook more often (Tim, 2016). Therefore, the messages that brand want to
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deliver via Facebook need to capture people attention and make them react with the
post.

The matric units that are usually used to measure the effectiveness of
messages that brand delivers to customers are engagement rate which including (Elisa
& Gordini, 2014 as cited in Nadee, 2016). According to Chatawittayakul (2012),
when people react to the post, there are 5 reasons behind their reaction which are

1) They just feel pleasure about post. They might pleasure picture, text,
caption, video.

2) They agree with the post. When people see content that is related to their
life, they will react to the post showing that they agree with that.

3) They have passion or crazy about the post’s owner. They tend to like every
post from brand or page owner. It might not reflect to their real feeling.

4) They are appreciated the post because it is useful, valuable, impressed or
respected.

5) The post is fun. They might not be pleasure or impressed about the post.
They react because it is fun.

The post on Facebook can be divided into 6 formats as following

1) Link — It might be text, sentence or picture which can bring user to
destination website that brand sets. Link can contain only text or picture or both. This
can grab more attention and lead more people to website.

2) List — It is a ranking content. It is the most popular format that brand always

do because customers tend to be interested in content.
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3) Photo —Photo is used as material to tell the story of content. It can be single
photo or photo album. Brand usually use picture to narrate the story together with
sentences.

4) Place Review — It is content that narrates a particular place. It usually
present depth information about that place. It can narrate as trip, interest point,
knowledge or writer’s feeling.

5) Video — It is an animated photo with or without sound. It might be about
brand, place, object, person or event.

6) Infographics — It is a summary of particular topics that presents in picture,
graphic or characters. It might be about brand, place, object, person, event, technique,
how to, daily routine even news (Neil, 2014 as cited in Kittitanonchai, 2015).

More than that, there are techniques for brand to grab attention from customer
on Facebook post are

1) Post needs to be fresh and on-trend. It needs to be content that most people
are interested in.

2) Post needs to be relevant to people. it might be physically or emotionally
related to them.

3) Post needs to be questionable that lets people to be curious and want to find
out more.

4) Post needs to be unique, unable to predict and cannot be seen in daily life.

5) Post needs to make people have emotion with. It might be positive or
negative emotion; happy, sad, lonely, scared or nervous.

6) Post needs to be about sexuality. It might be about male or female. It can

also be about love, wedding, or break up (Wongrienthong, 2014 as cited in
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Kitttanonchai, 2015).

From all information above, it shows that there are many formats and
technique that can make social media be the effective marketing tools for brand.
However, brand needs to understand their customers and apply the technique to their

own channel.

2.2 Marketing and Content Marketing

Since hundreds years ago, marketing has been started when people exchange
and traded each other. It is called barter systems that developed to Marketing 1.0 later
(Issarapukdee, 2016).

Marketing 1.0

Marketing 1.0 was when both demand and supply increased, the number of
sellers was also increased. The product itself was not enough to seli to people.
Competition between sellers began and marketing became an important role to help
sellers selling the products. The marketing strategy in marketing 1.0 was 4P which
included

Product — It needed to response basic need of people who used it.

Price — It needed to be appropriated to product. It should not be too expensive
or too cheap.

Place — People just need to access to product

Promotion — It is a must to do because it can create purchase intention which
might lead to purchase (Yaipiroj, 2016).

In this era, sellers changed the way to do marketing from pull marketing to

push marketing which means they pushed the messages to customers. They
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communicate what the product attributes linked to basic need of customers in order to
create awareness and interest. The communication in this era is one-way
communication. Customers only knew about products, but they did not response or
feedback to brand.

Marketing 2.0

The key important thing that changes the marketing is internet. It made
information be accessible to all people. Customers know more, understand more and
need more. Marketing principle 4P is not enough to satisfy people. It has been

changed to 4C as shown in Figure 5.

Figure 5: Marketing Mix Evolution from 4Ps to 4Cs

WELCOME TO CUSTOMER CENTRICITY

PRODUCT PRICE COST TO
e CUSTOM

sWhat you will sell
oFeatures, ook, attrbutes
sCustomer wants and

MARKETING MIX
EVOLUTION

hitps/ fen wiope dia org/wiki/Marketing_mix
W @ptnbrnsvick hitn fexte nsion umd edu /ag marketing/ marketing- 10 1/ marke ting- mix-4ps-and-4cs

Source: Brunswick, J. (n.d.). Evolution from 4Ps to 4Cs. Retrieved from
https://www.slideshare.net/John.Brunswick/digital-marketing-10-

essentials-final-b-gs.
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Product - Customer

Each person looks for something that differentiate from other and find the best
product that satisfy them the most. Therefore, the product that serve basic need is not
enough.

Price - Cost

Customers are not concern about price only, but also the total money that they
have to spend to own the product. They think about the path of purchasing and how
worth it is.

Place -> Convenience

Customers want to buy product from the place that is convenience for them.
The product need to be accessible to customers. If the product cannot be reached, they
tend to switch to buy substitute product. This is the reason why e-commerce tends to
be successful lately.

Promotion - Communication

When customers are living in the information overioad age, they tend to
carefully select what information to consume. Only promotion is not enough to grab
their attention because every brand is doing the same. Customers seek for how brand
relevant to them or satisfy them. Emotional communication can affect to customer
decision making. More than that, the way of communication has been switched to
two-way communication. Customers have started to react with the brand. This shows
that communication becomes the key factor to do marketing (Issarapukdee, 2016).

Marketing 3.0

It is an era that marketing is transformed by social media. Social Media is one

of tools for marketers using to communicate to targeted customers in order to create
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awareness, advertise product, build branding and increase sales via electronic devices
such as smartphone, tablet, computer or notebook (Yaipairoj, 2016). It is continuing
to grow in popularity very quickly in the past few years. It cannot be denied that
social network become one part of our life. It helps to increase interpersonal
communication between brand and customers. It allows customers to engage to
information or story from brand and share to someone around them. The message that
brand delivers to customer or content become the thing that can affects to their
purchase decision (Issarapukdee, 2016).

Content marketing is one of marketing approach that focus on how to deliver
content which is valuable to customers and make people be interested in content
which might lead to good attitude to product and positive changes in purchase
intention. Objectives of content marketing are creating brand awareness, brand
loyalty, solving problem, increasing traffic to website, and increasing sales (Yaipairoj,
2016).

More than 90 percent of customers prefer content marketing because it is
useful to them. 78 percent of customers feel that content marketing can create good
relationship between brand and them while 61 percent of customers want to buy or
use service more (Taylor, 2013 as cited in Nadee 2016).

Content that should be presented on Facebook is visual content which means
using picture to communicate or narrate the message to customers. It can grab
customer’s attention more and help brand deliver message more effective. There are 3
formats that are usually created on Facebook which are video, picture (drawing and
photography) and infographic. When brand wants to create content, brand needs to

concern about picture quality, meaning, and brand personality (Yaipairoj, 2016).
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There are 7 components to indicate good content marketing which are

1) It should be creative. It should create from lifestyle and need of customers

2) It should be useful and entertained to customers

3) It should be required some reactions from customers such as purchasing
product, subscription, registration or activities participation

4) It should be accurate. All words should be appropriated, grammatically
corrected and not misspelling.

5) It should be related to product. It does not mean that content needs to be all
about selling product, but it needs to have some linkage to the product. It should
present in the way that people will not feel that they are forced to buy the product.

6) It should be concise and have clear objective.

7) It should be SEO friendly which means it should contain keyword, topic
and description that can help people to find content easier when they search
(Yaipairoj, 2016).

Valuable content can lead to high post engagement rate which might
positively reflects to the brand image and affects to purchase intention (Jokinen,

2016).

2.3 Consumer Decision Making

There are many factors that affect to consumer decision making process of
customers. It is very important to understand because it provides information for
predicting consumer purchase decisions. It includes what consumers buy, why they buy

it, when they buy it, where they buy it and how often they buy and use it (Schiffman &
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Kanuk, 2000). The consumption process can be seen in Figure 6. It includes the factors

that influence the consumers before, during and after a purchase (Solomon, 2012).

Figure 6: Stages in the consumer process

Consumer’s Perspective Marketer’s Perspective

How does a consumer decide that } How . are dconsu][ner dattitud(jes
. he/she needs a product? What are | _ toward products formed and/or
Pre-purchase the best sources of informationto | < = | changed? ~ What  cues do
|SSU€S learn more about alternative consumers use to infer which
choices? products are superior to others?
— —
| -
iri How do situational factors, such
Purchase Is acquiring a product a stressful / Sy
or pleasant experience? What does as time pressure or store displays,
Issues the purchase say about the affect the consumer’s purchase
consumer? ‘ decision?
I Does the product provide pleasure What determines whether a
Post- or perform its intended function? consumer will be satisfied with a
How is the product eventually R product and whether he/she will
rch ; <— "y ¢ .
purchase disposed of, and what are the > | buy it again? Does this person tell
Issues environmental consequences of others about his/her experiences
this act? with the product and influence

Source: Solomon, M. R. (2012). Consumer behavior: Buying, having and being

(10" ed.). New Jersey: Pearson Education.

Consumers are mostly motivated to purchase in order to fulfill and satisfy both

psychological and physiological needs (Blackwell, Miniard & Engel, 2006).

Therefore, the marketers need to understand these needs in order to provide products

or services that can satisfy consumers. However, it is difficult to understand consumer




20

behaviour because each consumer has their own individual personality which affects
to their individual decisions.

According to Asseal (2004), consumer purchasing decision making can be
divided into 5 phrases which are need recognition & problem recognition, information
search, evaluation of alternatives, purchase, and post-purchase evaluation.

Need recognition & problem recognition: It occurs when people recognise
what they already had cannot satisfy them anymore.

Information search: When people recognise their need or problem, they will
find information about the things that can satisfy themselves to help them in making
decision process.

Evaluation of alternatives: After they search for information, there is a
possibility that many types of products are available in the market. Therefore, they
need to evaluate alternatives in order to get the best product which satisfy them the
most.

Purchase: It is a process that occurs after they compare the choice and make a
decision.

Post-purchase evaluation: When people bought the product and use it, they
will evaluate the product whether it can satisfy them and decide whether they will buy
it again in the future.

From the consumer decision making process, it is crucial to understand
consumers how they search information, compare the alternatives and evaluation the
products after they use it. Marketers need to provide enough information to
consumers because it can make a great impact to consumers if they get enough

information. Consumers will buy the products when they trust that the products are
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good enough. All information can persuade consumers to buy the products because it
is only way which consumers can recognise the products. Also, the products need to
be good enough for consumers to make them repurchase again. If the products cannot
satisfy consumers’ expectation, the companies will not sale more products (Asseal,
2004). In case of grocery products, it is fast moving consuming goods. It really needs
a repurchase in order to make a huge profit. Also, it deals with the consumption which
means that the products need trustworthy from consumers. It needs to be safe and
have good quality as well. Therefore, providing information and making consumers
be trusted are essential (Solomon, 2012).

The questions that have been used for consumer behaviour analysis is 6Ws
and 1H including who? What? Why? Who? When? Where? And How?

1) Who is in the target market? This question aims for analysis of
characteristics of target consumers. It is about demographic information and buying
behaviour.

2) What does the consumer buy? This question aims for analysis of consumers'
need. It is about characteristics of products or services.

3) Why does the consumer buy? This question aims for objective of buying.
What do consumers expect to gain from products or services?

4) Who participates in the buying? The role and people who are around
consumers have an impact on decision making.

5) When does the consumer buy?

6) Where does the consumer buy?

7) How does the consumer buy?
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It is about how consumers make a decision, how they find information, how
they evaluation the choice, how they devoid, and how they feel after they buy the
products or services.

Consumer Behaviour Model shows the motivation that influences consumer
buying decision. It starts with the stimulus that have been through Buyer's black box
which is unpredictable. After black box is stimulated by stimulus, consumer will
response in particular way. It depends on 3 factors which are stimulus, buyer's
characteristics, and buyer's decision process. Therefore, understanding consumer
behaviour can help marketers predict what consumer will behave and choose when
they buy products or services (Kotler & Armstrong, 1990).

Consumer attitude is also one of many factors that affects to consumer
behaviour and purchase decisions. “Attitude is a lasting, general evaluation of people
(including oneself), objects, advertisements, or issues” (Solomon, 2012). Attitude
tends to stay over time because it takes time, experiences and factors to form attitude.
Attitude can be in a wide range, from very product-specific behaviour to more
general, consumption-related behaviour. It serves four functions for the consumers
which are utilitarian function, value-expressive function, ego-defensive function and
knowledge function. Utilitarian function is when consumers get attitude toward
products because they produce pleasure or pain. Value-expressive function relates to
the consumer’s value. It is about how products represent him to others. Ego-defensive
function is when people form attitude to protect themselves from external threats or
internal feelings. Knowledge function is when people are in an ambiguous situation.
Attitude will form because they need order, structure or meaning. People form an

attitude in many particular ways depending on the situation or experiences. When
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people decides to take action on something, attitude involves in the process. It may
link to a product or service and depending on the individual. Attitude is very
important because it can affect consumers’ thoughts, feeling and behaviour. It
develops like or dislike feeling of consumers toward the products. From the
researches, it said that consumer intentions and attitudes play a major role in purchase
behaviour prediction (Ma, Littrell, & Niehm, 2012). These factors affected perceived
behavioural control which impact consumers’ purchase decision (DePelsmacker &
Janssens, 2007; Dickson, 2000; Ma et al., 2012). Attitude is about the relationship
between various product attributes and their impact on consumer buying behaviours.
Therefore, attitude can help us to understand and predict what consumer will react
toward the products.

For grocery product, it is a complex process which involves many factors which
are food, the individual and social-economic environment. Also, the previous
experiences, beliefs, values and habits of the individual will be different which leads
to different product choice. All these factors which impacts to consumer’s product
choice can be integrated by investigating personal attitudes and belief (Shepherd,
1989). The relative importance of different factors influencing product choice can be
determined by using the relationships between attitudes, beliefs, subjective norms and
intentions which is called choice models including the theory of planned behaviour
(Shepherd & Sparks, 1994). According to Constantinides (2004 as cited in Joana,
2013), the key factors that affect to online shopping are the interaction of
uncontrollable (consumer characteristics and environmental influences) and
controllable factors (service characteristics, medium characteristics,

merchant/intermediary characteristics). Online cues and stimuli, information
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provisioning and service offers can cause online shopping experiences and input for
buying decisions. Moreover, in online decision making process model of Darley,
Blankson & Luethge (2010 as cited in Joana, 2013), the external influential factors
can be divided into individual differences or characteristics (motives, values, lifestyle
and personality), socio-cultural factors (culture, social class, reference groups and
family), situational and economic factors and online atmosphetics or environmental
aspects (website quality, interface, user satisfaction and user experience.

From the study, it shows that in the stage of pre-purchase, customers tend to
search for information. Therefore, if brand can link products or service value to

customer need, it can trigger customers to use the service.

2.4 Online Grocery Shopping

Online grocery shopping in this research is when people change the way they
shop grocery products such as food, health and beauty care, household products from
brick-and-mortar to online and delivery to their home. Grocery shopping is mostly
considered as an activity with utilitarian motivation (Babin, Darden & Griffin, 1994;
Cardoso & Pintro, 2010; Santos, 2009 as cited in Joana, 2013). Customers tend to
look for promotional offers from this service and the convenient shopping experience.
However, even online grocery shopping can provide more convenience, but there is
still have a gap in delivery waiting period (KPMG International, 2012 as cited in
Joana, 2013). Nielsen (2009 as cited in Joana, 2013) stated that when people are lack
of awareness and actual availability of online options, it causes them not want to buy
grocery from online. When customer search for more information, there is 2 patterns

that customers always do which are goal-directed search and exploratory search.
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Goal-directed search is when customers already had goal what they need to buy and
they directly search for products or services whereas exploratory search is when
customers just browse the web and see the products or services. It is stimulus-driven
which increases customers’ familiarity with products and services
(Moe, 2003 as cited in Joana, 2013).

From the study, it shows that effective communication of online grocery home

shopping can stimulus purchase intention of customers.



2.5 Theoretical Framework

Figure 7: Theoretical Framework
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CHAPTER 3

METHODOLOGY

The Study of Content Analysis of Online Grocery Delivery Service Page on
Facebook which Affects to Customer Purchase Intention: A Case Study of HonestBee
Facebook Fanpage” aims to 1) To analyse content on HonestBee Facebook page
2) To study fanpage engagement to content on HonestBee Facebook page 3) To study

content format which might lead fanpage to use service

3.1 Type of Research
In this study, mixed methods of research between content analysis and focus

group interview will be used.

3.2 Source of Data

3.2.1 Interview

Focus group will be conducted with 12 HonestBee Facebook Fanpages.

3.2.2 Online Document

All posts on HonestBee Facebook Fanpage during 16 March — 31 July, 2017
will be collected because 16 March is the first day that Honestbee has launched to the
public and the traffic continuously grow until July, 2017. All contents will be

collected on coding sheet and analysed later.
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3.3 Key Informant

Focus group interview is conducted with 12 HonestBee Facebook Fanpages
who are grocery key decision maker and live in Bangkok because HonestBee service
is limited to Bangkok area. They will be divided into 2 groups which are

3.3.1 6 HonestBee Facebook Fanpages who never used the service

3.3.2 6 HonestBee Facebook Fanpages who have been used HonestBee
service at least once.

Key informants will be selected via snowball sampling which is “a non-
random sampling technique wherein the initial informants are approached who
through their social network nominate or refer the participants that meet the eligibility
criteria of the research under study” (BusinessJargon, n.d.).

All key informants are as following:

Group 1 - HonestBee Facebook Fanpages who never used the service

1) Miss Voramon Kaewkhetthong Age 27 years old

Job title: Product Manager, Smooth E

2) Mr. Parmin Wanapoo Age 28 years old

Job title: Strategist, IPG Mediabrands

3) Miss Pantharee Tianchaikul Age 27 years old

Job title: Assistant Marketing Manager, Amway

4) Miss Rujirake Swaengdee Age 40 years old

Job title: Housewife

5) Mr. Prasert Uthawuthipong Age 43 years old

Job title: Senior Product Assessment Manager, Tesco Lotus
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6) Miss Navarat Charasrungrojkul Age 30 years old

Job title: Buying Manager, URC

Group 2 — HonestBee Facebook Fanpages who have been used service at least
once

1) Mr. Arnakorn Hathaisan Age 39 years old

Job title: Technical Manager, Tesco Lotus

2) Miss Chitnucha Pakahom Age 34 years old

Job title: Technical Assistant, Tesco Lotus

3) Miss Phansika Phasomdee Age 37 years old

Job title: Brand and Development Manager, Boots

4) Miss Jaraskorn Worrawasunthara Age 27 years old

Job title: Assistant Marketing Manager, Amway

5) Miss Siranya Suppathathum Age 30 years old

Job title: Technical Assistant, Tesco Lotus

6) Mr. Sivakorn Sirisoonthornluck Age 28 years old

Job title: Personal Trainer, Business Owner

3.4 Data Collection Tools
3.4.1 Coding sheet will be used for content analysis and user engagement
record
3.4.2 Focus group interview includes 6 sets of questions
3.4.2.1 Questions about the effect of content format to purchase

intention
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3.4.2.2 Questions about the effect of type of content to purchase
intention

3.4.2.3 Questions about the effect of communication objective to
purchase intention

3.4.2.4 Questions about the effect of type of picture to purchase
intention

3.4.2.5 Questions about the effect of writing technique to purchase

intention

3.5 Data Collection Method

3.5.1 Contents that were posted on HonestBee Facebook Fanpage since 16
March — 31 July, 2017 will be collected and analyse the level of engagement.

3.5.2 Top 5 engagement post in each topic will be used to ask for purchase
intention in focus group interview.

3.5.3 Focus group interview will be conducted for 2 groups with the same

question sets. It will take time not over 1 hour.

3.6 Validation of Data Collection Tools

3.6.1 All questions will be validated by advisor before the focus group interview
is conducted.

3.6.2 Focus group will be conducted with observation and some questions might
be asked more if the topic or answer is not cleared.

3.6.3 Verbatim interview will be created and sent to interviewee to verify

accuracy.
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3.6.4 Triangulation will be used to validate data from different source of data

such as content analysis and online document from many time periods.

3.7 Ethical Issues

All participants will be asked for permission before interview is conducted.
All key informants will sign for permission. After that, the interview will be
conducted. Only data which are allowed from hey informant will be published while

others will be treated in a strict confidence.

3.8 Data Analysis

3.8.1 Data Reduction — Data will be simplified and transform data to be ready
for analysis. Data will be recorded and grouped until the study is completed.

3.8.2 Data Display — Data will be presented in appropriated format such as
table, infographic or chart.

3.8.3 Conclusion Drawing and Verification — Data will be interpreted based on

the connection of data and theory in order to make a conclusion.

3.9 Data Presentation
Descriptive analysis will be used to represent the data. Data will be described
by opinion, interview and interested topic. Example and picture will be used in

analysis (Miles & Huberman, 1994).



CHAPTER 4

FINDINGS

The study of content analysis of online grocery delivery service page on
Facebook which affects to customer purchase intention: A case study of HonestBee
Facebook fanpage has 3 objectives which are 1) to analyse content on HonestBee
Facebook page 2) to study fanpage engagement to content on HonestBee Facebook
Page 3) to study content which might lead fanpage to use service. 180 contents that
were posted on HonestBee Facebook fanpage during 16 March, 2017 to 31 July, 2017
are collected and analysed via coding sheet and focus group was conducted in order to
find out customer purchase intention toward content on Facebook fanpage. The
results will be divided into 3 parts which are contents that were posted on fanpage,

fanpage engagement and content which affects to customer purchase intention.



4.1 Content on HonestBee Facebook Fanpage

categorised as following:

Table 1: Amount of each type of content post on Honestbee Facebook fanpage

below

4.1.1 Type of Content

180 contents that were posted on HonestBee Facebook fanpage can be

Content Amount of Post %
Promotion 41 23
Product 48 27
Activity 19 11
Participation 2 1
Quote 1 1
Knowledge/How to 27 15
Lifestyle/Trend 22 12
Promotion Tie-in 17 9
Product Tie-in 3 2
Total 180 100

33

As shown in Table 1, the definition of each type of content is descripted as
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Promotion

They are contents about promotion of the service including sales, special
discount, give away premium and discount code. As shown in Figure 8, Figure 9 and
Figure 10, they show discount of yoghurt, deal of the week and promotion code of

new branch in Pattaya.

Example

Figure 8: Examples of Promotion Content on HonestBee Facebook Fanpage (1)

7 honestbee
Julyd- @
vinafidi Tus Tugudqanehn

Tuiiisn Fage Yogurt Fruyo saiin @ antis 50% ﬂumﬂn’i’uqn{\'ﬂm\fuﬁﬂ

50% Discount Fage Yogurt Fruyo 0% Peach @ 170 g. Valid until this
Firday 7 July

Fage Yogurt Fruyo 0%
‘Peach’

Yoghurt Discount Promotion
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.



35

Figure 9: Examples of Promotion Content on HonestBee Facebook Fanpage (2)

honestbee

May5-@
& Weekly best deal is back ! §
swrmuruBnadidmiududianemdug Usssduend
Wanna shop at Best Value? =
pnnevasuAldTDARN BEY

© Automatically get B100 off B590 plus FREE delivery on your first
purchase!

O athdauza: Faafusnasu 590 vmanluian 100 rmwiandens!
Shop now at favlias B >> http://bit.ly/hbdealen

Delivering from #VillaMarket , #Wishbeer , #PiPPERStandard ,
#MapraoCo and many more!

#honestbee #honestbeeth #WBD #weeklybestdeal #onlinegrocery
#bangkokgrocery

THIS WEEK'’S BEST DEAL!

Shop and save more with our awesome products.
Automatically get 8100 off BS90 on your first order

This week’s best deal
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 10: Examples of Promotion Content on HonestBee Facebook Fanpage (3)

honestbee e
June15-@- @

#ngoundnu Iioudn nnauwwuuuas!l nnuﬁnnumﬂﬁlﬂngi":ﬁﬂ'ﬂmui‘:‘l_.lms! o
imgaluazindedudanniad Tfamintsead: ewnsodugolldennfadud
ez dmduaufilifineoumad inAeuimdouuadndedudez tmwione:
wuarmazan IRmgndmnauudiuifivnene &

Guys! honestbee is now available in Pattaya! You can now order Villa
Market ONLINE! Zi

'.llﬂtﬁ?qgn'ﬁsﬁuugnn'l.u&’wﬁﬂﬁ‘é'ﬁamﬁﬂﬁﬁz weasssmilndagnabs lng)
HATIH

Too lazy to get out of hotel to shop %, ? Check this out!

O ihanTén 'PTY200" dwildan B200 wisdaasu 890!
O Get B200 off BI90 using code 'PTY200'

Shop now >> http://bit.ly/pattayahb

Order Online at Best Price & Enjoy your holiday!
ddnarmdoddunn: Idiuis udluindeu Idayninesd: &

: %
NOW AVAILABLE ONLINE IN

PATTAYA

gode : PTY200

= ——

Promotion Code for New Branch Service at Pattaya
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Product

They are contents about the information of service including product
information, service announcement from website and prize announcement. As shown
in Figure 11, Figure 12 and Figure 13, they show the step to use the service, delay

announcement due to bad weather and prize announcement.

Example

Figure 11: Examples of Product Content on HonestBee Facebook Fanpage (1)

@;\ honestbee

#nilopnn #50R0A0 #YDIMINNNN #PDINNARARA

- O - PR - & - - -
svaanlugpyeslmsivsiiufimilon lawseguassawaniimilauiuweay uuuil

vy e - - N [ . P - - e v
wnas Wiinsiinsiindy ifisud 3 sumeuiteguiniu Aimnsndandofudla
wanmaen https://honestbee.co.th/en/ #inqilnufile

fiddnyde #nenidmiumihiu #desiaiugu uuubidsunias leindely
#1... See More

{ honestbee ©
= s
STEPS TO

Q ™ _EERR

o TN R Mpemy T\
> 2 nww =@ o
1&onyoIf AruBoy TRdouivodionaud wioudod)fisdoncu

Special deal| get 200 off 8890 | CODE: BEEKK | FREE DELIVERY]

Step to use the service
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 12: Examples of Product Content on HonestBee Facebook Fanpage (2)

10 honestbee
W July3-a

Ldmmndunnmhmﬁ‘nmvﬁ_‘\Wtﬁnmmtiﬁ'ﬂumsdq 4 honestbee W3l
assuly desmeenizan o fifidouzas =

There might be a delay in delivery due to heavy rain. We apologize for
any inconvenience

honestbee ©

soHuosth UoioMmasull

Delay Announcement
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 13: Examples of Product Content on HonestBee Facebook Fanpage (3)

@ honestbee
N &y M 2

#BeeReward UzmanedoTund Aldfummiminualsd & @ Infused
bottle linagyia 5 viw Iduriqu

‘yaumine N e

‘Satawat Lim'

TaTedu dony'

“NANNGS ARINTH'

‘Namkaeng Wanwisa Siripan'

sunug TgAdna 5 vinudnsenIms inbox w'iauv'ai'aﬁnddwﬁ"uiﬁﬂ'umnﬁa
Toagen & & dmsueuiilaldlidioudsloly ifui #BeeReward nduanuy
soquldtapdzitezuanasls £

honestbee ©

Us:masigdatjfond

ydurUozsW aw:
Satawat Lim
Tofoau auuy

2JAWNS AAINSWE

Namkaeng Wanwisa Siripan

&

Prize Announcement
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Activity

The contents aim to build engagement between brand and fanpage. They are
about activity that required fanpage to participate by giving them a reward in
exchange. As shown in Figure 14, Figure 15 and Figure 16, they show activity to get
Darbo Jam Set as an award, Like & Share to get polaroid camera, and tag friend to get

dinner voucher.

Example



Figure 14: Examples of Activity Content on HonestBee Facebook Fanpage (1)

honestbee
June 229

#BeeReward Capture the free item ! aev3adaiiAnorlasn uavsndal B

tﬂuhvﬂwan'lommmmqﬂuh adilifindioniindniguan sewenadel
iflu ‘Darbo Jam Set’ mantafinnmlumsunihiiuld axmanmng! Saawnsom
Fol@ndu Pasta Man! ihdainiuetedusolildmsudsmiduue
guwadindifimias milusefizasnsuaiiulsi lesu

We are giving away 15 amazing 'Darbo Jam Set' § @ sponsored by
Pasta Man! Newbie on supermarket industry Selling more than just a
pasta, but an extensive range of high guality goodsas !

Good luck! 15 Winners will be chosen next Wed! -
UsmAnansminamnyiu! 15 sRiad~
pendatisdsiau Pasta man?

Shop now

>> http://bit.ly/pastamanhb

media.giphy.com
MEDIA.GIPHY.COM
Capture and get Darbo Jam Set
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.



Figure 15: Examples of Activity Content on HonestBee Facebook Fanpage (2)

‘ honestbee
A July22-Q@

Fuasuupiivadfiinuayngaanaesaan Iiidudues! &

Fun game with amazing prize for you to join!

15uan pé’aﬂwniamfﬁmﬁuuqmﬁ (mﬁa'hg"lﬁ'hﬂ'gum"zl)
Tufawiningnnauiivinenu@aulasaluisn

1. Like & Share Twadiiuzas

25 aﬁ'nsam‘z‘mpuﬁum auasilias >>http://bit.ly/2ujGc10
3. unwieefiamafisuaSeanysaln Twae lonwi

We are giving away this cutesy Minion Instax !

1. Like & Share this post (so all your friends can join!)

2. Sign up on our site! follow this link >>http://bit.ly/2ujGc10

3. Screenshot the "completed registration" page

ol 1 deawviniu Tasesden Tasnsguusas

The winner will be chosen randomly! Only 1 person will get a chance to
have this Minion Instax for FREE! i~

ANALATINGYN 15 Samauiian
Join before 15 August 2017 !

media.giphy.com

MEDIA.GIPHY.COM

Like & Share for Poraloid Camera
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 16: Examples of Activity Content on HonestBee Facebook Fanpage (3)

honestbee
July20- @

fiangsu #Beereward #Birthdayspecial % Juiinzeuiosi Indighuuds in
wsns1eia Ingiughwios fasduueduuuranadaidm Blue Elephant
(ngamw) ga Tsunudn 15790 Iluiae Full Course Chef's Tasting Menu
M3 2 v (yaf 4500 um) | A

nan(Li)ine won Ingvisideaneneaiumionas 88

1. Like page : honestbee & um'Tvmﬁr

2. upnwd e SN honestbee food uuuaw honestbee

3. Twasiqu1dinm wiou Tag Wewfivseulu@uwaddeiu 1 ay

wan 1 medainfunrae glweldluiuss dousssgnguidanen
A4 A 4444444

We are giving away Full Course Chef's Tasting Menu Dinner for 2 at Blue
Elephant (Bangkok) to 1 lucky person

The rules aren't easy, but trust me it will be worth it!

1. Like page : honestbee & share this post

2, Screenshot any restaurant from our food page on honestbee app
3. Post the image & Tag a friend in the comment section

Winners will be chosen at random
** T&C apply

"™ BEE REWARD

aaoJooulualnsusou 2 U

.

o uaulnwAINAduiudsyanasagarsaaliodol

tag AURDENN3:WNIUGIE 1 AU .
(yashiiy 4,500 Linj)) E

‘. (.4:“

Tag Friend for Dinner Voucher
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Participation

They are contents which ask opinion from fanpage or ask some questions
related to fanpage lifestyle. As shown in Figure 17, Figure 18 and Figure 19, they ask
what fanpage usually do in freetime, which menu fanpage prefer, what kind of people

fanpages are.

Example

Figure 17: Examples of Participation Content on HonestBee Facebook Fanpage (1)

MiIa1i199217 honestbee iifanssuaslsayngrinnuinees?

#emia ANANaY Al #nanw #risune) #dneuiieanun
au'le #ihaun #indum AEwned #lduaues #eaniasnme #aegl #9184

#eumiad

uArsgiinaynuduzay safiswdm bidsaudsnalusuaslsilisinaynly
uAsriuatnensanudsnateanludaliamiiu uatiienafimasni

oelsAqlanasusians: @ ¢+ Q@ % 3y /M & ... See More
honestbee #
«
198191J
flsAu?
O

Freetime Activities
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 18: Examples of Participation Content on HonestBee Facebook Fanpage (2)

honestbee
July24-Q

Honestbee #FoodBattle

i Fdimduuuil nduhuudseniandadonleds wngdilauuul
wiiAugauNINnil

: liam gaamada liuaseensguidu leznnseug qasen
@ : l4de7 vindeq uomdnesaeslsdlufinses vanvansgeg
wudlalns deoouwsifamndsdiainld aniTnaanouiids
Apple : http://apple.co/2vAkvIF
Andriod : http://bit.ly/2uPsseW

Which Menu You Prefer
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 19: Examples of Participation Content on HonestBee Facebook Fanpage (3)

oY) honestbee added 10 new photos.
June23- Q@

There are 2 kinds of people in this world Which kind are you?
Fwi luTanfiewdiss 2 Yssnn udgmas iWhiuouln? 2

#beeblog #honestbeeth
honestbee ©

THERE ARE TWO KINDS OF PEOPLE
IN THIS WORLD

What Kind of People You Are
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Quote

They are short sentences or words that are presented as text on picture. Those
sentences or words usually aims to inspire people or motivate people to do something.
As shown in Figure 20, they motivate fanpage to go out to chase the dream.

Example
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Figure 20: Examples of Quote Content on HonestBee Facebook Fanpage

,@ honestbee

July 27 - @

Are you a dreamer or a doer? i,

tilenaifufiassinamgueas! duaiiegsilafliinednse
assgrsuudmdmanafifuuniFeu! sewwal inaiuayuauiianuiua:

Shop now >> http://bit.ly/2uG9vcz
#singha #honestbeeth #6 lauanin lauda9zsentls #dreamordaydream

Miauandloida:soo:ls

#dreamordaydream

honestbee | ‘:ﬁu’,\

Inspiration Quote
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Knowledge/How to

They are contents about general knowledge which might or might not related
to the brand. Some are the steps of doing something or list of particular stories. As
shown in Figure 21, Figure 22, and Figure 23, they show how to manage salary, 6

foods to boost brain power, and how to make chicken cartilage bites.

Example



Figure 21: Examples of Knowledge/How to Content on HonestBee Facebook

Fanpage (1)

honestbee
June30- @
godudiuduidouneanz i 18! & wapgauevunanlUiisgouiudniia:d

Fuiivpuapiasusmsiiu 1 19t sduidou srlalidasiuninnudusnans
1iauue HAPPY PAYDAY f1 & &

honestbee #
fudouson.. TBaghilsoshudndounth

— -

1 wtuiduswiu 2 saUosiasaaiiAle

(heooduidounimshusuiu . mnlunsrAndufogadulu
o 4 [°J wildvondonaululasua:uos annauTd:anh - J

............................................................

3 Aunglu Junudu 4 Heoans:Un

dnth3 mususumn Woriad . (hduindo Inuiroauntdns:yn
=) a3u fndodrudunundorh . B085aldewhuiu *
ownsiolBan

5 Jovosuuiou 0% | 6 quuallugUivosnsifa

0% TeiDududoulia) Ao dovoiquioBdaiduiiouoon y
410 Widsoonidudos 3 somldhenminnauiou R
: 2
A
.
[§ » o
ﬁ B www gk com

How to Manage Salary
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

47



Figure 22: Examples of Knowledge/How to Content on HonestBee Facebook

Fanpage (2)

honestbee added 8 new photos.
July16- @

darudasunnqunsudmiusiodniuliud Suiiinsdeneusamminpanss
fudnd imesdniudundiulduuyluieg

AuRdBYIINAITEMNERE aned laeeldLiduwent =

Like if you are not ready for Monday, because of the pile of work waiting
for you! Try these 6 foods that will supercharge your focus and boost
your brain power

BRAINFOOD
TO BOOST FOCUS.

-
L
U
E
B
E
R
R
!
E
S

6 Foods for Brain Power
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 23: Examples of Knowledge/How to Content on HonestBee Facebook

Fanpage (3)

honestbee o
July21-@

o laisdasgsnuniidueied
Fuiiesdiverinave g ;Eﬂi‘n'lnnqm]u
HexnIau muunuqumﬂnumam ﬂ,

a
firfluiuundunsauiuidefisivaniaei Ea!

mAnuuuTuniaR vl Ausde

Beer and steak is so yesterday!
Try this Chicken Cartilage Bites W&
Incredibly easy to make and it tastes so heavenly

Singha Beer + Cartilage Bites = Heaven on Earth | ()

dunawinldiaedit &
Get your ingredients now >> http://bit.ly/2gP4VWj

#honestbeexsingha #singha #food

SINCHA

FCQOD

How to Make Chicken Cartilage Bites
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Lifestyle/Trend

They are contents about lifestyle of people such as the things to do in weekend
or recommended restaurants. They include trend that most people usually talk at that
time like event or occasion. As shown in Figure 24, Figure 25 and Figure 26, they
show you are what you eat quiz, Asanha Bucha Day event, and the activities to do

with friends.

Example

Figure 24: Examples of Lifestyle/Trend Content on HonestBee Facebook Fanpage (1)

g7~ honestbee 15 new photos

v - va . - N & - Vel
il ldfuinnauniveslsiidusinniu vsiinalifiguesuaavenesls
Tt aasangiu@ngn «.

They say 'You are what you eat'! Your favorite fruit may reveal more

about you than you ever thought! & @&

3 P
«: myide ?
nnwallngou

honestbee #

You Are What You Eat

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 25: Examples of Lifestyle/Trend Content on HonestBee Facebook Fanpage (2)

honestbee

» IR, |

aiadiuaamingen esnhuafisamdu wirluiamad due i
Tudsuiisunug Juil laseeludntdneaidsamion #udadvindwainui =

— JunauHYI —

1SuduBswRgudIgfuU:

Asanha Bucha Day

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.



52

Figure 26: Examples of Lifestyle/Trend Content on HonestBee Facebook Fanpage (3)

), honestbee added 8 new photos.
July16- @

v o dm o

wnsiideinmsursissaunisel '[uguunnqnuumﬁnv‘iamﬂuaz’hﬁﬁqm i‘iqm_a:
i lasasmindgiisunuuidifou vasliuunindiae Avnssids ayng fiens
Tufudlungn fiedlnivlugiuds @

Moments are Better with Friends , the more the merrier!

Here are some cool activities to do with friends , % share a great
experience together 2 °f & & & ¥

% - 4 I
ﬂ\‘ \\
s

k€
- )

MOMENTS ARE BETTER|
= WITH FRIENDS & |

Activities to Do with Your Friends
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Promotion Tie-in

They are contents that say about lifestyle or give knowledge that usually relate
to brand and link to service aiming for trigger fanpage to use service by using sales,
special discount, give away premium and discount code. As shown in Figure 27,
Figure 28 and Figure 29, they said about Songkran and link to Songkran promotion,

give meaning of fruit and link to discount code, and weather warning with promotion

code.
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Example

Figure 27: Examples of Promotion Tie-in Content on HonestBee Facebook Fanpage

(1)

honestbee
April3- @

Songkran is coming... Week 2 !! 3 7 7
wiongaq Snualiifiuudr davinauz honestbee wanmyiwineld
o e

wiveninhgawizaanluud induaniiiinis; s \

fisuluias ' Tudembwiasi * wisw ldaaluay i i
Rueilninasimiusanmudi Wiui 8200 doddpasy 8890 e lenia
SONGKRAN1 ' s luflssuaensuse: & |

Get a free Songkran item every order. Different item weekly, also get
8200 off B890 using code: ' SONGKRAN1 '

*T&C apply. Not applicable with alcoholic beverage and infant formula. 1
use. Valid until 16 April 2017

#online #onlinegrocery #honestbee #honestbeeth #valentine #happy
#hor iland #vil ket #wishbeer #kmarket #pipperstandard
#thailand #dayinthai i #fooddelivery
#healthyfood #organicfood #getfit #eatclean #snacks #sweets #urmatt
#perfectearthorganics #maprao #mapraococo #importedfood #freehug
#coffeemug #ballglassmug #SongKran #ThailandFestival #WaterFestival

.
s honestbee © \\_

N
F\

thee &

Songkran and Promotion
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 28: Examples of Promotion Tie-in Content on HonestBee Facebook Fanpage

()

honestbee added 6 new photos.
April1- @
’:mfﬁmﬁmu\_a:\hua'b'i\iwwﬁui'ﬂ dusdiaiuiauud uifninlinrine
i n‘i;ua'ls‘a'inmwﬁ'uniauqau‘nni’mdu (Tamawzwes Fruit for Health s
Py

o & ) dugafiarmminediina loudsagsn
dp sivarudannnfidaniunaliusaviin

viasfiamemiumaanish bz honestbee Huudiniien e Temadu
AspuaHIMaanidimeldidanualianumneinlu Wonag ngifienindu
PP L A0 L0

fen dadonalal n Fruit for Health http://bit.ly/2muUk59 wiodudduan
honestbee amiufi B200 iadsdudasy B8IO wins ldain * beekk '

Get 8200 off 8890 Using code ' beekk '

*T&C apply. Not applicable with alcoholic beverage and infant formula. 1
use. Valid until 16 April 2017

walud
UA2I1UHUE

Meaning of Fruit and Discount Code

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 29: Examples of Promotion Tie-in Content on HonestBee Facebook Fanpage

3)

) honestbee
©

v/ April8- &

273 honestbee giilulmanlwuiufieidumnindamiuludoua: 11
dui lunaneiuiizaanganme ssivinlidepdlugmgieiu 12 Tivasasas
A

Svq usith lasdasmsdouth lwdnafendwinuuuil efrdaiings
honestbee fiuuzax iwiau Iudnmidenduduawiads Iqnifiaim lidas
dnseaniissrulismnaneiina e g 2%

« aps15u3ms honestbee afiusnaaiufi 8100 adsdudrasu B590
« wininleaen1dafedslufisssmnanldTéa ' beekk ' tieandn 8200 lp
dadudasu 8890 ldndnen &

Source: https://www.tmd.go.th/province.php?id=37

nsugay Idou

8 - 12 Wwwieu onduuthA:uains=neiodufinginwi
£

E: BEEKK | FREEDELIVERY'

Weather Warning and Discount Code
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Product Tie-in

They are contents that say about lifestyle or give knowledge that usually relate
to brand especially product and service aiming for trigger fanpage to use service. As
shown in Figure 30, Figure 31 and Figure 32, they show that bad traffic will occur
around some area and people can use HonestBee to avoid that, or give knowledge of
grocery and link to HonestBee service and share some ideas to eat instant noodle and

inform people that it can be brought from HonestBee.

Example

Figure 30: Examples of Product Tie-in Content on HonestBee Facebook Fanpage (1)

@ honestbee 2 new photos

9

& & 4@ The traffic is going to be very very horrible in Sukhumvit this
evening g o o &

Avoid at all cost and let us help you with your grocery chore. Shop now
at www.honestbee.co.th/en and get your groceries delivered from Villa
Market & more to your place. Happy weekend!
mué’aﬁ’u'hnﬁuqqsﬁn'o:\iiv\n’rr-rs'm-iwimﬁuﬁ'uqu asiiasnesnludozes
wnhuualismnmilsnuazamnuiisnda saidgi www.honestbee.co.th
wnasulon i falien dedisiivives dodian!

pril| Please avoid the ty

27 | around the Amazing Songkran Parad *

- el
TusananLae

wuInlu B SsEIRAINS WA 18

ne lane will be closed
Jangkok Planetarium -Sukhumvit 24
7.00-18.30 hes. / Marching

\ll lones will be closed "9Ms9s19s 1 1AU
m-;:g ::b/om lanes from Sotl'\:nvn 24-Sdsos . qaudn 8.24
dne lane will be closed 189011 /%
iokhumvit 22 - Asoke intersection - Ploenchit intersectio 19S1NFOUNT

taichoprasong infersecton - Siom Square - Fahumwan it 39 811} faSN .24 v AZLIN ¥.22
e +20.30 u. / BETonAzmsIACY

— I .
i “ JN1S9S19S 1 1aU
I& * m % W 122 - Anwnolan - noniwAusa
Pl R e T T SAvA - AgwANRDS - nondnudu
+21.30 u. / nAousudu u
| .

Traffic Jam
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 31: Examples of Product Tie-in Content on HonestBee Facebook Fanpage (2)

honestbee
April9- @

Are your eggs fresh enough?

#livasqmaaudln?

Our concierge shoppers take egg-stra care to get you the freshest stock
by checking the Julian Date printed on the eggs, a system used to count
the days of a year in continuous fashion from 1 to 365.

gléieg ﬁqmeazﬁauua’hamnnnnnnnnnnnnm}n uasiulSldiagazinlei
AndT3lne shopper 284 honestbee Aaldannunmiiiuseaden lgnm
feanusaleaiuini @

govianiunz Saluen >> http://bit.ly/2p8wHMD

#conciergeshoppers #handpickedwithlove #weshoplikeyoushop
#eggsperts #honestbeeth

3ui 1 unsiAU = 001
5un 31s.A. = 365

How to Choose Egg
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 32: Examples of Product Tie-in Content on HonestBee Facebook Fanpage (3)

honestbee added 5 new photos.
July30- @

N ) - . - o
Juiipafiioisvinemsiie sueqg adn i’:mngﬁu Teswenzaslas
ol 8 & - ﬁ:‘ o v v g
nawau umumihmut:m © wWhumw ey plamuTudazangs
uazLULHNEIININMEGILN uAsuafidoug apsnswinsaludn
wns [ Tasmaidneslasluiiamion Suseudee
godingAvumnmalafesuwai defiaimlu 1 ou.
& 9pUlaB : http://bit.ly/2w6dJtM

Today we are taking normal instant noodle - in to the next level! with a
few simple ingredients here are some cool idea to make them

get ingredients now via honestbee, delivered in 1 hour.
@ SHOP NOW : http://bit.ly/2w6dJtM

v D iier &
40.

- A0su1 -

IWABUU:HOA J1sSSUM %

TiH3onmnd

honestiue §

" ."ﬁ‘- N

7 ~
Wi luug;

» ¢
NNk,

Menu of Instant Noodle at HonestBee
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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4.1.2 Type of Content Creator

Table 2: Amount of each type of content creator post on honestbee facebook fanpage

Content Creator Amount of Post %
Owned Content 177 98
Shared Content 3 2

Total 180 100

Owned Content
They are contents that are created by brand themselves. As shown in Figure 33
and Figure 34, it can be seen that owned content usually has HonestBee logo or come

from their own website which is HONESTBEETH.WORDPRESS.COM

Example
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Figure 33: Examples of Owned Content on HonestBee Facebook Fanpage (1)

honestbee
July17+- @

Honestbee #FoodBattle
Guiufiasmuseaiisneaudiosing ingdindhe e

, : tmawmilzaFeu wiussdhuendnueal
W : franiipanging ¥uiuEnugaY)... See More

e P

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 34: Examples of Owned Content on HonestBee Facebook Fanpage (2)

@ honestbee added 10 new photos.
July8- @

Fungaing medlsesenqiuduiinit fuiasisauuniniuemnsaladauidu
i Lidwudusudtuusniad uwudn wadined wifia LA wozus: 18
vlaflandaudnuuiy sslumuiismile wiadh lasiiiae fdesny Tusasmu
fithwlsian

# honestbee food [§

https://honestbee.co.th/th/food... See More

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Shared Content

They are contents that are shared from other sources. They might be reposted
or shared directly from the original source. As shown in Figure 35 and Figure 36, the
link was shared from CNN.com and the photo has brought from other websites
reposting on the page

Example



Figure 36: Examples of Shared Content on HonestBee Facebook Fanpage (2)

honestbee added 2 new photos.
April8- @

4 <+ &% The traffic is going to be very very horrible in Sukhumvit this
evening g 0 @ &
Avoid at all cost and let us help you with your grocery chore. Shop now

at www.honestbee.co.th/en and get your groceries delivered from Villa
Market & more to your place. Happy weekend!

muwmmLﬁuqqmm-mnmwnmmmnwu.av asiiasnaanlyudioens
L'n'lmuun'luamnnm]nnua.,amnvmmnn umitun www.honestbee.co.th
mwrmsen W fa e defisiutivou Jatian!

ril{" Please avoid the t

¥7 | Qround the Xmazing Songkran Parad, * TUS ﬂnanla Uq

PUINLT NP ISOINEINIHA LE

2ne lane will be closed "®
langkok Planetarium -Sukhumvit 24 § i
17.00-18.30 hes. / Marching

; urv\.l "
Al lanes will be closed "uN159819s 1 1AaU e Emporivm
oS sbound fomee Sros SRS SESSSS . n i .24 4
8.00-20.30 hes. / Inougurots y ond perh

£18.30 u. / InAoUBUU

One lane will be closed
it 33 = Accka d ion - Ploenchit intersectio 19SNNZOUN

intersection - Siom Square - Patumwan i 48116} gaLSN 7.24 Tiv ARUSN 3.22
10.00-21.30 hes. / Marching . 20,30 u. / TEVanA:NISIACY

UMses19s 1 1au {
IE 122 - Auonolan - noniwauia \

TR M e Tt A - ATWANADS - nonUnUSU
12130 u. / InAouBUU v

| - "

Reposted Picture from Other Website
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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4.1.3 Type of Content Format

Table 3: Amount of each type of content format post on honestbee facebook fanpage

Content Format Amount of Post %
Single Photo 91 51
Photo Album 44 24
GIF 11 6
Event 2 1
Link 13 7
Video 9 5
Infographic 10 6
Total 180 100

As shown in Table 3, the definition of each type of content format is

descripted as below
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Single photo

They are contents that are presented in one picture format. Context in picture
might be varied. It could be promotion, story, announcement or activity. As shown in
Figure 37, Figure 38 and Figure 39, they use picture to ask which menu fanpage

prefer, announce the winner on picture, and use picture to show the promotion.

Example

Figure 37: Examples of Single Photo Format Content on HonestBee Facebook

Fanpage (1)

@ honestbee

Honestbee #FoodBattle
iidudimsuunil nduthuudesnidnndidieladues  angiiliuuuin
wdAWEDLNINNTY
: ldam garanade ldunsesusgusoug ldemnseu) gazen
@ : 16dw7 vinden wamidnesasesladlufisses vannaegeg
Fdlalng deopuvaiiamnasiainld ol Tnaanaviids
Apple : http://apple.co/2vAkvIF
Andriod : http://bit.ly/2uPsseW

Activity for Fanpage
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.



Figure 38: Examples of Single Photo Format Content on HonestBee Facebook

Fanpage (2)

@ honestbee

#BeeReward UzmansiogTuni Aldsummiminuald @ @ Infused
bottle lidnegia 5 vimu furino

‘yENmIaEIW e’

‘Satawat Lim'

TaTodu Aoy

“29Aving adaning'

'Namkaeng Wanwisa Siripan’

PP I v

sunwgTaAind 5 viwdasen s inbox o iR
Tohandn & 4 dwmuauilildlidonds ol il d nALaUY
soquldianeritecusnesls 0

honestbee ©

Us:mAsiedotjfond

ydurua3w aw:
Satawat Lim
Tofodu dvuy

2IFAUNS AAINSWE

Namkaeng Wanwisa Siripan m
L 4
M £
g
Winner Announcement
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 39: Examples of Single Photo Format Content on HonestBee Facebook

Fanpage (3)

@ honestbee
#BeeHappyPro Tomagameouduzaz ! o

fiu Tus Tudhy Hoadnfindqauwad 1 uon 1 & fijuaiongiTaas BO9!

Last Chance!! =
Buy 1 Get 1 Free for Salad mix!
& Japanese Melon for B99 per kg!

Fresh deli i lildmnanuemsuszrinf Simnerwazeadudaeasdeanin
wo dnissualiiesssuniiagq UnAnnesihunas 100%

Their products are fresh from farm and 100% non toxic!
Start making healthier choices today

Shop now #athas >> http://bit.ly/freshdelifb

honestbee ® il |

«- LAST CHANCE!

Promotion

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Photo album

They are contents that are presented in many pictures. They are usually a story
that narrated by using many pictures or they might be same theme. They usually use
text to highlight the headline in the first picture and give details on each picture. As
shown in Figure 40, Figure 41 and Figure 42, they listed 9 dessert shops by using 9
photos presenting, 6 brain food to boost focus, and different promotions for

independent day.



Example

Figure 40: Examples of Photo Album Format Content on HonestBee Facebook

Fanpage (1)

honestbee added 11 new photos.
July29-@

Fueduunil iImmugesueIeElin Sulmiuiswasbudmunsuijy
e ladiisuy mheminesesmunail vesiiluahena Wiiadoaui
! &

On this kind of Saturday, go out and grab some delicious desserts!

| promise you these are instragram-worthy and will make your friends
drool ==

Order now, so you can keep chilling
>> http://bit.ly/2uD2dYM

9 Dessert Shops
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.



Figure 41: Examples of Photo Album Format Content on HonestBee Facebook

Fanpage (2)

honestbee added 8 new photos.
July16- @

vy ool

diarsamunnqunsudmiuiiadniuliud Suilssdzaimeamainuanes
fudinin iesdaiusundnulduuulusng

Aufipinumssmusa: aups laeldlidugeni &

Like if you are not ready for Monday, because of the pile of work waiting
for you! Try these 6 foods that will supercharge your focus and boost
your brain power

B
L
v
E
B
E
R
R
|

E
S

“CZrpE

6 Brain Food to Boost Focus
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 42: Examples of Photo Album Format Content on HonestBee Facebook

Fanpage (3)

honestbee ©
it'e & hcalihy *+
il of JULY
-

Promotion on Independent Day
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

GIF

They are contents that are presented in animated picture. They aim to use
animation to grab attention from fanpage. It might be many different pictures sorting
together or single picture with some motion. As shown in Figure 43 and Figure 44,
the banana beside minion is moving to grab people’s interest, the items in the picture

random and people need to capture picture to get prize.

Example
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Figure 43: Examples of GIF Format Content on HonestBee Facebook Fanpage (1)

honestbee
July22-Q

- ' . . & am
dmFuauiiligouiduiny usizeude (83) &

v adu Qv . oo - P
O vinsiifida Iiguriil nnosinasidannaiu 1500 vmauly
ma Ly o v T P o~ . -
fiansauiundasluasasen! fiud 1 Medainfuue: Sudad g

&L b

1 AU =1 @nbirimduusas
ssusnnapsfiiipugmininauil vssddwenldisnas 8o <

If you don't like to play game and prefer to purchase 25
then this is your chance to get an amazingly cute Minion Instax!

© Order above B1500 for a chance to win this !
1person = 1chanceonly!

Good luck guys! Join before 15 August
nnaEaiuf 15 Samnauuey o

Shop now >> http://bit.ly/2tysR67

gph.is

MEDIA.GIPHY.COM

Moving Object on Picture to Grab People’s Attention
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 44: Examples of GIF Format Content on HonestBee Facebook Fanpage (2)

honestbee
June22- 3

#BeeReward Capture the free item ! spsadiiAnaslnss uahnia!

Whiiniteunda lanueasemiiud afiiifiesionfivaniguine sewuenadeil
iflu 'Darbo Jam Set' maavnaiwnw lumeaunikiivle szaananng! Ssemnsam
#oldis Pasta Man! wiudnwniiueatiusiolildmeudsmduue -
guuafindifiadas Inilwussisasasuasula o

We are giving away 15 amazing 'Darbo Jam Set' # @ sponsored by
Pasta Man! Newbie on supermarket industry Selling more than just a
pasta, but an extensive range of high quality goodsas!

Good luck! 15 Winners will be chosen next Wed! 4~
Ussmanansminammnyiu! 15 sudadn~

prndaUiiandnisu Pasta man?
Shop now
>> http://bit.ly/pastamanhb

media.giphy.com
MEDIA.GIPHY.COM
Random Picture for Activity
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Event

It is one of format that Facebook allow brand to create in order to inform
fanpage about the upcoming events that brand is hosting. Fanpage can see the details
of event, show their interest in event and brand can update event detail within post.
As shown in Figure 45 and Figure 46, they informed promotion from credit card

through event format and inform people that an e-Biz Asia Expo is going to be held.

Example

Figure 45: Examples of Event Content Format on HonestBee Facebook Fanpage (1)

9 honestbee event

Be Happy, when you get your Food, Groceries and Laundry delievered -
all in one app!

honestbee and Citi are collaborating to give you free food, groceries,
promo codes and more! Join us at Citi branches at Orchard SMRT,
Vivocity, Capital Square, MacDonald House or Punggol Waterway Point
every Tuesday, Thursday and Saturday in May! Refer to
http://bit.ly/promohonestbeesg for more information.

Take a photo with our friendly bee mascot! Play our "Count the
bee"game and win free groceries!

All you have to do is:

- Flash the honestbee app (avaliable on both iOS & Google Play store) to
our game bee at our Cltibank Roadshows

- Put on your best thinking hat to guess the number of bees there are

- Tell our game master what your guess is

- Choose a grocery item of your choice when you make the correct
guess!

Everyday Savings with Citi Credit Cards

From food to groceries to laundry, enjoy more everyday savings when
you use your Citi Credit Card. Up to $18* off food orders | Up to $120*
off groceries | +8% cashback on all honestbee spends with Citi Cash
Back Cards

Not a Citi card holder yet?

Apply for a card to receive $120 cash back + $80 in honestbee credits!
http://bit.ly/promohonestbeesg

* T&Cs apply."

honestbee #© | citi

Groceries, Laundry, Food.
Get it all delivered in one app.

Roadshow: honestbee x Citi
20 May20-May30 * Interested

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 35: Examples of Shared Content on HonestBee Facebook Fanpage (1)

honestbee
March31- @&

Big Thank you to #CNN for sharing our love for how more people in
ASEAN can save time using honestbee concierge services!
http://edition.cnn.com/.../wor.../2017/03/29/asean-honestbee.cnn

11Jqﬁ'u§mi'n}‘1ﬁv1uﬁ"n{hwmmq #oowwail WuRoesls? wansin Wiia
gaannauineduetlsninge

20uAM CNN dmiuadUds : )... See More

Honestbee, your personal shopper in ASEAN - CNN
Video

The online concierge and delivery service app allows users to employ part-time
"shopper bees" to do their shopping for them.

CNN.COM

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 46: Examples of Event Content Format on HonestBee Facebook Fanpage (2)

@ honestbee added an event.
'«,- p June 15

° honestbee &

E-BIZ ASIA EXPC 2017

Honestbee, e-Biz Asia Expo 2017
»l 5 Jun 15 - Jun 17 - Queen Sirikit National Conven... ¥ Interested

Event e-Biz Asia Expo 2017
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Link

They are posts that brand paste the link which contains information or long
form content on post and function on Facebook allow picture on website showing on
post in order to trigger people to click on link and read for more information. As
shown in Figure 47 and Figure 48, the link how CNN said about HonestBee and link

from their own blog saying about 3 simple ingredients for cooking were posted.

Example
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Figure 47: Examples of Link Content Format on HonestBee Facebook Fanpage (1)

honestbee
March31- @

Big Thank you to #CNN for sharing our love for how more people in
ASEAN can save time using honestbee concierge services!
http://edition.cnn.com/.../wor.../2017/03/29/asean-honestbee.cnn

o o L - O oa . o~
'lﬂqnuann'n}'mq']ua"'uﬂwmmm #opwwail WuAoecls? wannie Wiia
anmnauisduatelnine?

20uAM CNN dwmiuadaz : )... See More

47’ '- “‘ bl‘:"~_ >

i o . - _, ]
Honestbee, your personal shopper in ASEAN - CNN

Video

The online concierge and delivery service app allows users to employ part-time

"shopper bees" to do their shopping for them.
CNN.COM

Link from CNN.com
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 48: Examples of Link Content Format on HonestBee Facebook Fanpage (2)

[_I£. #beeblog :: sunauiiaii!
2 wygehaiiisees Tusaipsdiasen &
gaduuLiviwimusmanisiisaiiuure: uaduniuudnivldaan
sufuemsesengeded ng assluidanudnininfimyeslnieiiiladeg

v . o P 1
Mneee Indqaaud 3 agrarindul!

Busy bees like us don't even have time to eat, let alone cook !
All the grocery adventure, prepping...Ain't nobody got time for that !
But what if it's sooo simple that you only need 3 ingredients???

honestbee is down for it! &

A+BC=7

honestbee #

8 dishes with ONLY 3-ingredient ! 8 819154181 1WeN 3
gau!

Can't cook? No problem! Make awesome dishes with 3 ingredients! wesfe Ala
gouvinamawzgaen ldie3nalquees ansilg viveg ldud 3 atnal...

HONESTBEETH.WORDPRESS.COM

Link from HONOSTBEETH.WORDPRESS.COM
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Video

They are contents that were presented as moving visual media. They could be
motion photography or motion graphic. Sometime, they might be motion graphic
giving information or motion photography narrating story like a movie. Also,
technology on Facebook allows brand to broadcast activities real time via live
function and they will be kept in video format on fanpage when live was ended. As
shown in Figure 49, Figure 50 and Figure 51, they show the story of mother on

international Mother’s Day, ex-girlfriend dinner and lucky draw live.

Example

Figure 49: Examples of Video Content Format on HonestBee Facebook Fanpage (1)

@ honestbee

@ Celebrating International Mother's Day | gudusiiuwisna @
To enjoy great deals off Mother's day gifts, flowers and chocolates, head
on down to ht t tmomday

Do you remember the special porridge your mother made for you when
you were sick? Or the taste of your her specialty fried rice after school?
What about the smell of that glorious plate of spaghetti on your birthday?
The food we eat form the best memories in life.

Fuusiana Fuusi QULNEETE] i t TANTBINN

oouwal vorduunil lumsdnenugs Wfunauazauiiandnlilud iy
Fuaiiusidunng fu L .
indphumiseasdmiugs: Aenafiinndudmivaufiguin
Fnuaildnniu Lisriaudiuusbiteclnovissnau: @

& FwdmIuynau > http://bit.ly/intmomday

Meanwhile, here's a video from our Philippines team for you to enjoy!

#honestbee #mothersday #lovemom

International Mother’s Day
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 50: Examples of Video Content Format on HonestBee Facebook Fanpage (2)

@/ honestbee
Y sune2s-2

& < . - -
wnpdeiaga Instagram unuinwandvuuuil &
Have you ever stalked your ex on social media ? &

uﬁ')ﬁimu'nﬂ’e wih lingniivesls | usdaaneu fAdu 100 uvm anudias ABY
infpalifiuims dndommshunnugagnnnaman-ands fu fanass fiee
mimoefudim @adwa2iviiieou dmdmeed) dnowiild code :
YUMMY300 anviufi 300umiiiadensu 400um s Indnsnendnsiuwindu

w

Too sad to find food for dinner outside your home !? No problem, honest
food delivery is ready to serve from Thonglor-Ekkamai and Silom-
Sathorn restaurant (now delivery is available only these two areas) Get
discount B300 off B400 now, use code “YUMMY300". Only 5 days left !

Order now at the link below
dunpudnaaindafuans

http://bit.ly/2sa2b6p

Ex-girlfriend Dinner
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 51: Examples of Video Content Format on HonestBee Facebook Fanpage (3)

honestbee was live.
July14- 9
¢
5

Lucky Draw Live
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Infographic

They are content format that simplify a lot of information into a picture. They
aim for making people understand particular topic more easily. They might relate or
not relate to brand, but the main purpose is to educate and give knowledge to people.
As shown in Figure 52, Figure 53 and Figure 54, they educate people how to use the
service, give a tip to manage salary for working people and 6 ways to keep mozzie
away.

Example
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Figure 52: Examples of Infographic Content Format on HonestBee Facebook Fanpage

1)

honestbee
March20- &
#ilonp #50dnan #F2Raminnnn #BIMNARAR

9=ann’lﬂﬁ'aﬂa='lﬂf'aﬁm«ﬁﬁ'uﬁmﬁazu'lvmnmﬂaﬁnmm‘fmﬁauﬁ'uwnz et
wans Wiiaslidnsdnin e 3 sumsuitqwindu fasnsaidendodudle
wanvaneenn https://honestbee.co.th/en/ #huqmwﬁ'li'

fideyde #audsnumihiu #dimssiahugm uuulisauviiss leinasly
#1... See More

honestbee ©

180nu0IA AOUBOU TR3ouiosiBonaud wdoudod)fdoncu

3 Steps to Use Service

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 53: Examples of Infographic Content Format on HonestBee Facebook Fanpage

(2)

\) honestbee
June30-Q
qodudiuduidsusen s 1! & vansgauarveunaluifdayiudniiaed
Fuiiipaasiiitudmsdu Wi ldteduiou sxldludasfuinsindudusinans
\@Bauuy HAPPY PAYDAY i1 & A

honestbee #©
fudiousan.. Toshilsoghuiadounti
T— —
1 wBudusiwiu : 2 saUnsiasGaImAle
-~ thgoaiuidounmshuouiu . mnlitinsoddufogsanulu
PO wildsondonauliasuesos annanidatnd . .I
3 Aurstu Junudu | 4 Heaans:yn
At wududumwn dovics - hiumdo Mussyuldns:yn e o
asu AmdofiudunuiSor . Bw830ldewiudu
omnsiolaaia .

5 Jovoiuuwou 0% : 6 quuallugUidosndifia

o % Wriwilududoulna) Aoer ey SovaquioBaudouoon
>

40 Juidsnonibeds aomiheaninnauitiou !@-‘- >
- £
) /\\_\_ ‘,,/\\"
¥ 4 .. ) % -
Fa M S o com

How to Manage Salary
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 54: Examples of Infographic Content Format on HonestBee Facebook Fanpage

(3)

honestbee

May 23- @
6 FBumugmihgams imeindsa! 6 ways to keep mozzie away!
qqduﬁmﬁqué”z:\fnz FWRINFIBANNGNDDIY
vinsil leduonwinnugs Winunneamed luofindiiveas!
usnunanna Ala awsy uasainined suniwesesvun!
Rainy Season is here! Meaning, more risk for Dengue fever =

Afraid not because honestbee is giving away
FREE repellents for every order <=

Shop now while stock lasts

honestbee ©

6 38 Usugnlhepane |
6 WAYS TO KEEP MOZZIE AWAY

6 Ways to Keep Mozzie Away
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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4.1.4 Type of Photo

Table 4: Amount of Each Type of Photo Post on HonestBee Facebook fanpage

Type of Photo Amount of Post %

Photography 25 14

Graphic 98 54

Mixed 57 32

Total 180 100
Photography

They are contents that use pictures taking from camera. They might be people,
scenery view or real product. As shown in Figure 55, Figure 56 and Figure 57, the
picture of Pattaya scenery view, the picture Durian and Mango with sticky rice and

cooked beef were used.

Example
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Figure 55: Examples of Content Using Photography on HonestBee Facebook Fanpage

1)

honestbee
June 156 o

#ngogn Wieus nauuiuiuAz noufioumaidamainneudusas 4
vngounstadsuinnio Wiloniusges awvndudeuldmaiaimeng
\apdz dmduauilifshoeuail infouimaTsuuasndsduda: irmdoue:
narmEsaan igugndmnauuia i &

Guys! honestbee is now available in Pattaya! You can now order Villa
Market ONLINE! {1

'lulﬁn');n&ﬁlﬁuvnnn'luinﬂt'\d'ﬁnﬁm'mliﬁ eassmmliafmagieis ng)
Tu

Too lazy to get out of hotel to shop %, ? Check this out!

O thanTén 'PTY200' dwivldan 8200 dlefoasu 8990!

© Get B200 off 8990 using code 'PTY200'

Shop now >> http://bit.ly/pattayahb

Order Online at Best Price & Enjoy your holiday!
Usppswdaiho:Wituen udluwndou Weynuoosez o

e —

r—y

: T
"NOW AVAILABLE ONLINE IN

“

Pattaya Scenery View

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 56: Examples of Content Using Photography on HonestBee Facebook Fanpage

()

honestbee
July17- @
Honestbee #FoodBattle

Guriufisesmuseeiisuenuiiodlns ingdidhelwusseue

; : gmwiisadou wssBuendnuod
¥ : frviisnning maeiuEiugee... See More

Durian and Mango with Sticky Rice

Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 57: Examples of Content Using Photography on HonestBee Facebook Fanpage

3)

@/ honestbee
Aprit20- @

thonesilgm@ianaudusruain Seninsendawi &
Sirloin? Tenderloin? What &2 ?!
Know steak cuts....at least to sound smart on a date #lol

Steak Cuts you like...\fiaaidnuuyulvudanzlsnuuu?

Sirloin? Tenderloin? What ?! | quess | don’t speak steak :p lasiasBuuuinissfiha
e e Puainlnndfifeyiuds wedaemi? musadasmiz...

Cooked Beef
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

Graphic

They are contents that use graphic or drawing to present the content. They
might be drawing of object or illustration of object created by program on computer.
As shown in Figure 58 and Figure 59, text and drawing were used to explain
promotion of HonestBee and the products were illustrated and text was used to

explain how to cook the dishes.

Example
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Figure 58: Examples of Content Using Graphic on HonestBee Facebook Fanpage (1)

honestbee
June1-@
aiadAnuiigunzaras | honestbee sanasnsEnduEDy lvside... iy
WM Wiuuu~ A
'NO FEE MONTH' @
1Bl Wi MFdIuazAUINT
lasttliands iWoutiuva: aswmzudnzinle og
We will take care of you this month 2=
NO CONCIERGE FEE
NO DELIVERY FEE
Just pay for your goods! Enjoy shopping %

00’%*.:- Wisj! | VAL 4

Betvery

P YR usms & ] @

widnsy 9250

(-
NO FEE MONTH

NO CONCIERGE FEE
NO DELIVERY FEE

A"/
VILLA MARKET honestbee ©

Promotion
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 59: Examples of Content Using Graphic on HonestBee Facebook Fanpage (2)

honestbee added 9 new photos.
May 14 - @

8 dishes with only 3-ingredient !
suaceun 8 atiniiindede 1oued 3 e | @

Read More gwiiisidnldfiil >> http://bit.ly/3ingwp1

GET 8100 OFF 8500 YOUR FIRST ORDER!

How to Cook the Dishes
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Mixed

They are contents that use pictures taking from camera and mix together with
graphic. They might be people, scenery view or real product combine with some text
or graphic drawing. As shown in Figure 60, Figure 61 and Figure 62, it can be seen
that they explained the energy boosting fruit by editing the real fruit and put together
with drawing and text to make it more attractive. They explain the dessert shops by
using the real atmosphere in the shop and put it together with shop logo. Also, they
introduce their new brand by using the real products and put the text and graphic to

explain more.

Example

Figure 60: Examples of Content Using Both Photography and Graphic on HonestBee

Facebook Fanpage (1)

@ honestbee 7 new photos

@i % o QU
'ln}'nmnuuﬂmuunu'l\]mw‘ia'lnmuln'[lh\vn'lu & "
Fuiipaiifinaliidndodundsmoanhn! doulasidninalibi fiu fidh

winnsfwuasluiandl &

Are you having a rough week? I'm here today to introduce you to 5
Energy-boosting Fruits that will boost your power up * 1if you
think fruits are not for you then try a can of Red Bull ! ... See More

A honestbee ©
*

*+ & ENERGY
¥ BOOSTING ~

Energy Boosting Fruits with Real Fruit and Graphic
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 61: Examples of Content Using Both Photography and Graphic on HonestBee

Facebook Fanpage (2)

honestbee added 11 new photos.
July 29- @

'i‘lltm'n'uuui mmmuummwm‘nuqﬁ'\_ajnh Sudspivindwasduaaunsuijy
weupnladifiouy whaninesessuail vesiluidmima Widadseui
! e

On this kind of Saturday, go out and grab some delicious desserts!
| promise you these are instragram-worthy and will make your friends
drool 25

Order now, so you can keep chilling
>> http://bit.ly/2uD2dYM

Dessert Shops with Real Atmosphere and Shop Logo
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.
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Figure 62: Examples of Content Using Both Photography and Graphic on HonestBee

Facebook Fanpage (3)

@ honestbee added 7 new photos.
y July28-Q

oo

wusue Imaiduil figndaatiuiusmmaagunm Uasavesingu aa lmi aden
\Bnei ! (5]

Q fresh is a newbie store at honestbee! If seafood is your thing, then this
will be your new favourite store to shop from ! &5

v o P ~ v v P4 o o
Fwiife Q fresh Whasfiznediaaundision! usnnlildznsusivuss 63
Snvanzadn dlifidieslnia lugiuae!! ... See More

PREMIUM QUALITY ¢ "#
SEAFOOD BN

ownsnziancuMmw Jaoawasuidu (No Formalin)

Introducting of New Brand with Real Product, Text and Graphic
Source: HonestBee Facebook Fanpage. (n.d.). HonestBee facebook fanpage.

Retrieved from https://www.facebook.com/honestbeeth.

According to content analysis, for type of content, it can be seen that
HonestBee posted product and promotion content the most. It posted about 27% and
23% respectively. Almost all the posts that were posted on HonestBee Facebook
fanpage were created by HonestBee itself. Content formats that were posted the most
are single photo (51%) and photo album (24%). More than half of photo that were

used on Facebook fanpage are graphic (54%).
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4.2 User Engagement to Content on HonestBee Facebook Fanpage

4.2.1 Content

Table 5: Engagement of each type of content post content on HonestBee Facebook fanpage

Total Average
Content Like Comment | Share
Engagement | per Post
Promotion 501,920 716 398 503,034 12,269
Product 83,298 55 230 83,583 1741
Activity 554,720 2,120 2,653 559,493 29,447
Participation 728 30 1 759 379
Quote 21,000 15 5 21,020 21,020
Knowledge/How to | 328,326 1,353 185 329,864 12,217
Lifestyle/Trend 255,549 4,779 558 260,886 11,858
Promotion Tie-in 177,154 242 70 177,466 10,439
Product Tie-in 604 41 5 650 216

Type of content that people have the top 2 highest average engagement rate is
Activity (29,447 engagement per post) and Quote (21,020 engagement per post)
whereas the one that have the lowest average engagement rate is Product Tie-in (216

engagement per post).



4.2.2 Type of Content Creator

93

Table 6: Engagement of each type of content creator post on Honestbee Facebook

Fanpage

Total Average
Content Creator Like Comment | Share
Engagement | per Post
Owned Content 1,923,215 4,103 9,332 1,936,650 10,941
Shared Content 842 2 19 105 35

Type of content creator that people have the highest average engagement rate

is Owned Content (10,941 engagement per post) per post) whereas shared content

have the lowest average engagement rate (35 engagement per post).

4.2.3 Type of Content Format

Table 7: Engagement of each type of content format post on Honestbee Facebook

Fanpage

Total Average
Content Format Like Comment | Share
Engagement | per Post
Single Photo 970,946 2,537 2,198 975,681 10,721
Photo Album 533,478 714 5,618 539,810 12,268

(Continued)
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Table 7 (Continued): Engagement of each type of content format post on Honestbee

Facebook Fanpage

Total Average
Content Format Like Comment | Share
Engagement | per Post
GIF 202,317 659 684 203,660 18,514
Event 16 16 8
Link 147,078 36 13 147,127 11,317
VDO 15,812 139 827 16,778 1,864
Infographic 53,652 20 11 53,683 5,368

Type of content format that people have the top 2 highest average engagement

rate are GIF (18,514 engagement per post) and Photo Album (12,268 engagement per

post) whereas the one that have the lowest average engagement rate is Event (8

engagement per post).
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Table 8: Engagement of each type of photo post on Honestbee Facebook Fanpage

Total Average
Type of Photo Like Comment | Share
Engagement | per Post
Photography 204,829 14 980 206,013 8,240
Graphic 1,109,167 1,908 4,813 1,115,888 11,386
Mixed 609,303 1,993 3,558 614,854 10,786

Type of photo that people have the top 2 highest average engagement rate is

Graphic (11,386 engagement per post) and Mixed (11,386 engagement per post)

whereas the one that have the lowest average engagement rate is Photography (8,240

engagement per post).

According to content analysis, for type of content, fanpage engage activity and

guote the most. Almost all the posts that were posted on HonestBee Facebook

fanpage were created by HonestBee itself engaged the most by fanpage. Content

formats that were engaged the most are GIF and photo album. More than half of

photo that were used on Facebook fanpage are graphic which engage people the most.

4.3 Content which Affects to Customer Purchase Intention

Focus group was conducted with 2 groups of people which are
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Group 1: 6 People who live in Bangkok area, like HonestBee Facebook
Fanpage and have been used service at least one time

Group 2: 6 People who live in Bangkok area, like HonestBee Facebook
Fanpage but never have been used service before

The discussion is shown as below

4.3.1 Type of content which affects to purchase intention
For group of participants who have been used the service, 5 participants said

that promotion can trigger them to purchase more and more.

Arnakorn who always spend wisely. He tends to browse around website and

social media to find out more about promotion.

“I prefer to buy grocery online because I want to save money by using
promotion code from website. When | saw promotion code, | tend to explore things

that I want to buy” (H. Arnakorn, Personal Communication, September 15, 2017)

Phansika who love to collect unique products from the brand. She tends to use

the service if they have a giveaway premium which is good enough.

“I love when HonestBee has a giveaway premium. I love cute and uniqued
premium. If the premium is good enough, | tend to use the service.” (P. Phansika,

Personal Communication, September 15, 2017)



97

While Siranya who has been use the service once said that she prefers
promotion tie-in the most. She tends to read lifestyle content more than hard sell

content. When she feels happy about the content, it might lead her to use the service.

“For me, I like when HonestBee connect content to my lifestyle and give
promotion code to use it later. | do not like content that aims to sell products too
much. | feel more entertain, happy and want to browse more.” (S. Siranya, Personal

Communication, September 15, 2017)

In contrast, for people who have never been used service, they all prefer to see
product and promotion respectively. They feel that they want to know more about the
brand before they make a decision. Product can give information to them and make
them having high credibility. More than that, if the promotion from HonestBee is so

good, it might lead them want to try the service.

Parmin and Pantharee, who still unsure about what HonestBee is, do not know
how to use it and why they need to use the service, what is the advantage to use the

service.

“I want to know more service such as what it is, the advantage over their
competitors or how to use it.” (W. Parmin, Personal Communication, September 15,

2017)
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“I am still not sure about the service. If they feed content that give me more
clearly what it is and how they work to get the product for me, I might want to try it.

(T. Pantharee, Personal Communication, September 15, 2017)

Navarat, who need a trust before making a decision, is still not trusted the
service. She wants to see more review from real customers in order to gain a trust for

brand.

“Review from customers can increase my purchase intention because it makes
me have more trust on brand. It is a new service, so having review from real user can
make me want to try the service. (C. Navarat, Personal Communication, September

15,2017)”

VVoramon who feels that why she need to pay for deliver fee or buy the
products at the same price without choosing by herself. However, if promotion is very

attractive, she might try it.

“Actually, I want to try the service. If they have promotion like no delivery fee
or deal that give a lot of discount, it can also trigger me to use the service.” (K. Voramon,

Personal Communication, September 15, 2017)

4.3.2 Type of content creator which affects to purchase intention
All participants prefer contents that brand creates by themselves. Even both

group of participants prefer the same, but the reason behind that is different.
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Participants who have been used the service feel that contents that create by brand can
make them feel more related to brand. They want to know more about product,
promotion, service and announcement from brand. They feel like Facebook fanpage is
the channel to communicate directly to the brand. They did not expect brand having

content that are the same with other pages.

Jaraskorn who always like the page because she wants to know about
everything about the brand. She expected to see promotion and announcement from
the page. Also, when she faced the problem, she expected to use fanpage as

communication channel to contact to the brand.

“[ like page because I want to know more about promotion or announcement
from brand. Therefore, | expected to see content about HonestBee more than other
things. I use fanpage as channel to communicate with brand.” (W. Jaraskorn, Personal

Communication, September 15, 2017)

Sivakorn, who also share the same reason liking the page as Jaraskorn, feels
not good when he sees the brand shared post from others which are not related to the

brand. He expected to see something unique and useful not the general things.

“When I saw brand share something that are on trend but do not related to the
brand, | feel that I can read it from other pages. | do not need to follow this page to
read general things. [ want to see something unique and useful from the brand.” (S.

Sivakorn, Personal Communication, September 15, 2017)
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While among of participants who have never the service before, they all prefer
content generated by brand because it makes them feel that brand has good intention
to build content and connect with fanpage. Also, it increases brand credibility and
contents are more related to brand which lead them to find out more information and

use service at the end.

Parmin and Navarat expected to see brand create content that related to their
lifestyle. They need to the connection between brand and themselves. It can make

them want to find out more.

“Sharing content from other sources look so easy and make me feel like brand
do not have an intention to connect with me. Sometimes, it leads me to think that
brand do not have resource to create it. It is not professional and unworthy” (W.

Parmin, Personal Communication, September 15, 2017)

“When brand creates their own content and connect content between brand
and my lifestyle, I want to know more about the service and want to find out more

about it.” (C. Navarat, Personal Communication, September 15, 2017)

For Voramon, who has never used the service, feel the same as Sivakorn, who
has been used service. She wants something new and unique not general things. If she

does not satisfy the content on page, it might lead her to unlike the page in the end.
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“When brand shares content from other sources that I have never seen before,
| am interested in that. However, if brand shares content that | already saw it, | make
me feel bored. If it happened too many times, it might make me feel negative to brand

and unlike fanpage” (K. Voramon, Personal Communication, September 15, 2017)

4.3.3 Type of content format which affects to purchase intention

There is no big different between people who have been used and never used
the service. They said that content format should be appropriated to particular content
topic. There is no format that they prefer the most. Brand should select the way to
present based on content. They all feel that content format did not matter to their
purchase intention. It depends on what text or story in the content narrate. 10 peoples
prefer to see picture because it can read easily and do not take a lot of time. They can
select only the picture that they want to read. They do not like video because they
usually play Facebook in the public area. They do not want to watch video because
there is voice from the video that might bother others. Moreover, it consumes a lot of

time to watch video till the end.

Rujirake who does not care about the content format. She loves to see

everything that are interesting to her.

“I do not care what the format is. If the topic is very interested, I click and

read more.” (S. Rujirake, Personal Communication, September 15, 2017)
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Chitnucha and Sivakorn prefer the same. They would like to see the picture
content from the brand because they do not want others know what they are watching

and do not want to spend a lot of time watching video till the end.

“I like to play Facebook while taking public transportation. I do not people to
hear or know what I am watching. Therefore, | prefer to read photo content over

video” (P. Chitnucha, Personal Communication, September 15, 2017)

“I prefer photo content because I can select to look at the picture that grab my
attention only. When | watch video, | feel that | need to spend a lot of time to watch
video till the end. I can click forward video, but | feel that I might miss something
good in the video. Therefore, photo can satisfy me more.” (S. Sivakorn, Personal

Communication, September 15, 2017)

While Prasert and Siranya do not think like that, they prefer to watch video

because it is more entertain, more attractive and give emotional feeling.

“I love to watch video because I am lazy to read the text on picture. Sometime,
I just open video and listen the voice only.” (U. Prasert, Personal Communication,

September 15, 2017)

“The video is more attractive for me. I can see many things in video. I feel
photo cannot give an emotional feeling to me like video does.” (S. Siranya, Personal

Communication, September 15, 2017)
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However, there is one thing that brand needs to be aware. All participants do

not watch live. They all feel that it is not interesting, boring and has low quality.

Prasert, who love the video, does not like to watch live because it is boring

“Even I love to watch video, but I do not watch live because it is so boring.”

(U. Presert, Personal Communication, September 15, 2017)

Also, even Voramon who did not prefer any type of content format, she does
not watch live as well. She gives the reason that live has low quality of picture and

did not good enough of camera angle which make her not interested in that.

“Video quality from live is not good. It likes taking video from mobile phone
and there is no story. Camera angle is also not good. I do not like it” (K. Voramon,

Personal Communication, September 15, 2017)

4.3.4 Type of photo using on Facebook fanpage which affects to purchase
intention

All participants said that it depends on type of content that brand want to
present. If it is content about product, they prefer to see real picture of the product
over the drawing picture of products because they want to see the product before they
buy it. For other contents, they do not have specific comment. They prefer to see good

picture with proper component between each object in picture.
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Parmin and Voramon do not care about type of photo. The pictures need to
beautiful, then they can grab their attention. However, for Voramon, when it comes to
product, she agrees with Navarat that the products need to be real picture. They want
to see the products before they make a decision. Online ordering still cannot make
them trust about the quality of products especially they are grocery products and fresh

food.

“I do not care what type of photo is. If I look at it and | feel wonderful, I tend

to read more.” (W. Parmin, Personal Communication, September 15, 2017)

“I love to look at beautiful picture such as beautiful scenery view or restaurant.
However, for content about products, | prefer to see real picture of products because it
makes me know what product is and what product look like. I cannot select and touch
product by myself when I use the service. Therefore, I need to see the product first.”

(K. Voramon, Personal Communication, September 15, 2017)

“I do not like product photo that was illustrated by graphic. It looks nice, but |
do not know what the actual product is. | do not want to take a risk to buy something
that I cannot even see it, so [ will not buy it especially grocery and fresh food”

(C. Navarat, Personal Communication, September 15, 2017)
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4.3.5 Contents that can trigger to use the service

The question was asked only in the group of participants who have never be
used the service before in order to find out what type of content that can trigger them
to use the service.

All of them are insecure about the service. Some are still unsure what
HonestBee is, whereas some do not know features or service that is provided by the
brand. Giving information about the HonestBee in various angle such as information,
promotion or after service can make them trust and trigger them to consider about the
service in the end.

50% of participants who have never been the service have the same opinion
Rujirake, Prasert and Navarat expect to see how HonestBee pick up and handle the
products. They also want to know how HonestBee handle the problem if the products

are not met the requirement. They are more concern about the quality of products

“I know what HonestBee is, but I do not use the service because I am not sure
about the quality of products picking up by staff. If there is something like returning
product or quality guarantee. I might use it.” (S. Rujirake, Personal Communication,

September 15, 2017)

“I want to know more how they handle my products, the step before they
deliver products to me or advantage over the traditional way of shopping. | always
buy grocery from convenience store because | did not buy many things in one time. |

buy only 4-5 items. When | saw that | need to pay for delivery fee, it is not worth to
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pay. | always pass convenience store everyday, so why do | need to pay for delivery

fee.” (U. Prasert, Personal Communication, September 15, 2017)

“I am quite concern about the quality of products because I cannot buy it by
myself. | expect to see what HonestBee will be responsible if the product is not met
the standard. | also concern about the complexity to return the product and refund. If
HonestBee can give more information about this policy and make me feel that using
the service and make my life better. I would definitely use the service. (C. Navarat,

Personal Communication, September 15, 2017)

While Pantharee and Parmin, who like the page because of lifestyle content,
expect to know more about the service. Pantharee is still unsure what it is. That is
why she never consider to use the service. While Parmin thinks that online service is
suitable for bulk purchase, so convincing him with convenience or bulk purchase

promotion might trigger him to consider more.

“I want to know more about the service. | like this page because of lifestyle
content, but I am still unclear what HonestBee is. If | know more about it, I might
consider to use the service” (T. Pantharee, Personal Communication, September 15,

2017)

“I do not know what HonestBee actually is, | also like page because of
lifestyle content. I do not use the service because | think online grocery home

shopping is suitable when | want to buy large bundle or heavy products. If they create
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content about convenience or have promotion from large bundle purchase, | might

consider to buy it.” (W. Parmin, Personal Communication, September 15, 2017)

VVoramon, who love to do anything that make her life more convenient and
have a temper to get thing done quickly, always believes that online grocery home
shopping need to be take more than one day before the delivery comes. She has never
seen any content informing about that. If she knows, she definitely considers to use

the service.

“I always think that I need to book timetable in advance when I order online
grocery home shopping. | feel that | need manage time and wait for the service, so |
just go out and shop by myself. Sometimes, | want to use online service because when
I miss ingredients for cooking, | want to get it right now. I am too lazy to go out and
shopping, but the online service cannot deliver to me on time. Therefore, the delivery
time is quite important for me and can trigger me to use it. | did not know before that
HonestBee can deliver within 1 hour, so it should inform people more that they can
deliver within short time. That would be great.” (K. Voramon, Personal

Communication, September 15, 2017)

All participants want to know more about the service such as what it is,
delivery time, quality guarantee or shopping policy. They feel that if the service can
make them trust and more convenient, they will try to use it. It shows that service

information can affect to purchase intention.



CHAPTER 5

DISCUSSION

5.1 Summary

The study of content analysis of online grocery delivery service page on
Facebook which affects to customer purchase intention: A case study of HonestBee
Facebook fanpage has 3 objectives which are 1) to analyse content on HonestBee
Facebook page 2) to study fanpage engagement to content on HonestBee Facebook
Page 3) to study content which might lead fanpage to use service. 180 contents that
were posted on HonestBee Facebook fanpage during 16 March, 2017 to 31 July, 2017
are collected and analysed via coding sheet and focus group was conducted in order to

find out customer purchase intention toward content on Facebook fanpage.

5.1.1 Content Analysis and User Engagement

Type of Content

HonestBee has been posted 180 contents since its official launch event on 16
March until 31 July, 2017. Type of content can be catagorised into 9 types which are
promotion, product, activity, participation, quote, knowledge/how to, lifestyle/trend,
promotion tie-in and product tie-in. The top 3 type of contents that were posted the
most are product, promotion and knowledge/how to. The most popular content that
were posted on HonestBee is product content. They were posted about 27%. They are
about service information, service announcement and prize announcement. The
second one is promotion which are 23% of total posts. It includes sales, special

discount, give away premium and discount code. The third popular one is
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knowledge/how to content. Around 15% of total posts were content about giving

general knowledge, steps of doing something, or list of particular stories or topic.
However, customer engagement rate to content is contrast to the frequency of

page post. The top 3 type of contents that were engaged by customer are activity,

quote and promotion.

Table 9: Amount of post and engagement of each type of content posts on Honestbee

Facebook Fanpage

Total
Content % of Post Average per Post
Engagement

Promotion 23 503,034 12,269
Product 27 83,583 1741
Activity 11 559,493 29,447
Participation 1 759 379
Quote 1 21,020 21,020
Knowledge/How to 15 329,864 12,217
Lifestyle/Trend 12 260,886 11,858
Promotion Tie-in 9 177,466 10,439
Product Tie-in 2 650 216

Type of Content Creator
It can be divided into 2 types which are owned content and shared content.

Almost (98%) all the posts on HonestBee Facebook fanpage were created by
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HonestBee itself. Posts usually contain HonestBee logo or they can be link that shared
from their own website which is HONESTBEETH.WORDPRESS.COM. User
engagement is the same direction with the content post. Users react to owned content

the most.

Table 10: Amount of post and engagement of each type of content creator posts on

Honestbee Facebook Fanpage

Content Creator % of Post | Total Engagement | Average per Post
Owned Content 98 1,936,650 10,941
Shared Content 2 105 35

Type of Content Format

Content format on HonestBee Facebook fanpage can be catagorised into 7
formats which are single photo, photo aloum, GIF, event, link, video and infographic.
Content formats that were posted the most are single photo (51%) and photo album

(24%) whereas users engage more to GIF and photo album format.
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Table 11: Amount of post and engagement of each type of content format posts on

Honestbee Facebook Fanpage

Content Format % of Post | Total Engagement | Average per Post
Single Photo 51 975,681 10,721
Photo Album 24 539,810 12,268

GIF 6 203,660 18,514
Event 1 16 8

Link 7 147,127 11,317
Video 5 16,778 1,864
Infographic 6 53,683 5,368

Type of Photo

There are 3 types of photo which are photography, graphic and mixed. More

than half of photo that were used on HonestBee Facebook fanpage are graphic (54%)

which can create the highest engagement rate from user as well.
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Table 12: Amount of post and engagement of each type of photo posts on Honestbee

Facebook Fanpage

Total Average
Type of Photo %
Engagement | per Post
Photography 14 206,013 8,240
Graphic 54 1,115,888 11,386
Mixed 32 614,854 10,786

It can be seen that the frequency of content that were posted on Facebook

might not related to engagement rate of customer.

5.1.2 Content which affects to Customer Purchase Intention

Type of Content

The finding shows that there is difference opinion between the fanpages who
have been used and have never used the service. Promotion can trigger current
customers to buy more while potential customers expect to see product content like
service information and review because they want to know more about the service and
trust it before they make a decision.

Type of Content Creator

Type of content creator did not affect to purchase intention directly in both
group of fanpages, but it can build trust and create engagement among all customers

which might lead to good perception later.
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Type of Content Format

Content format also did not affect to purchase intention in both groups. They
prefer to see particular content presenting in the appropriated format. Most people
prefer to read content that present as picture because it can save time and selective.
Only some people prefer to watch video because they like story in there and feel more
attractive. However, all of them do not watch live because it has low quality and no
storyline in video.

Type of Photo

If content is about lifestyle or promotion, people do not think it affects to their
purchase intention. The pictures need to be good quality and related to the topic that is
presented. However, for product content, they all prefer to see the real picture of the
product. They feel insecure if they did not see what they are going to buy. Because it
is an online service, they need to see what it is before they make a decision.

The main factor that can trigger customer to use the service is type of content.
There is significantly different between people who have been used and never used
the service. Current customers expect to know more about promotion whereas
potential customers expect to know more about product information. While the other
factors did not affect to purchase intention that much. However, even it does not

affect to purchase intention, but it can create good perception of the brand.

5.2 Discussion
From all findings, it can be seen that contents which HonestBee currently
communicate to fanpage are mainly promotion and product contents. They are also

the type of content that directly affects to customer purchase intention. New
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customers feel that more product information can trigger them to use service the most
because the service is still quite new for some people. From Consumer Decision
Making and Online Grocery Shopping Theory, Asseal (2004) said that in the second
phase of consumer decision making, people will find more information about the
things that can satisfy themselves to help them in making decision process. After that,
they will evaluate alternatives in order to get the best product that can satisfy them the
most. New customers require to know more about what the advantage of service over
competitors, why they need to use the service, what can make them ensure about the
service as grocery products need trustworthy that products have to be safe and good
quality. Also, for promotion contents, the findings are in the same direction as
research on “Online Grocery Shopping: An exploratory study of consumer decision
making process” (Joana, 2013). It stated that people tend to look for promotional offer
and convenient shopping experience in order to making a decision to use online
grocery shopping. The findings also found that both current customers and new
customers have a high potential to use the service if promaotion is good enough.

While other contents did not affect directly to purchase intention, but they can
create good attitude to brand which might affect to purchase intention later. From
Marketing and Content Marketing Theory, the findings are the same direction as
content marketing theory by Yaipairoj (2016) which stated that content can create a
good attitude. It is same direction for type of content format, content creator and type
of photo, these factors also did not affect directly to purchase intention, but the picture
quality needs to be concerned because if the picture quality is bad, it might lead to
negative perception of brand. It is also on the same page with Yaipairoj (2016)’s

content marketing theory as he stated that good content that can build good attitude to
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brand need to have good picture quality, good meaning and match with brand
personality.

According to Social Media Theory, for engagement rate, people engage to
activity the most because brand give them as award in return when they participate in
activity. This can make people feel fun to join in. Moreover, get an award is benefit
and useful for them. This is in the same direction as Chatawittayakul (2012). He
stated that people react to post when they feel fun and it is useful to them.

it can be seen that content marketing on Facebook actually create brand
awareness to new customer, advertise product, build brand and increase sales as same
as Issarapukdee (2016) stated in Marketing and Content Marketing Theory. He also

said that deliver good content can affect to purchase intention.

5.3 Recommendation for Further Application

HonestBee is still new in Thailand. It just enters to the market. In order to turn
fanpage to customer and grab more new customer, it should provide more content
about products such as the benefit, delivery time, and user review. It should give more
information to users in order to create awareness and make them familiar with the

service. When they familiar and trust the service, they might try to use the service.

5.4 Recommendation for Further Research

This research is conducted on the first stage of HonestBee which is awareness
stage. The communication messages aim mainly to educate people about the service
and grab new customers. The future research could be conducted in order to study in

the next stage on how to maintain current customer and gain more trust from
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customers because the grocery products need trustworthy. Moreover, the future
research should be done in term of quantitative research to study with more
informants. It can give more information and be representative for sample.
Alternatively, the future research could be conducted to study on consumer behavior

that affects to HonestBee purchase decision.
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