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ABSTRACT

elecommunications technology has enormously developed over recent years, especially social
network communication. This form of communication has become a necessity in many
consumers’ daily lives, while also changing their behavior. As consumer behavior is changing,
marketers have to change their advertising strategies as well. Recently, advertising channels have been
shifting from offline advertising towards online advertising because it enables marketers to reach a
large number of consumers easily and economically. Researchers of this study are interested in studying
consumer attitudes on social network advertising of a restaurant because attitudes could be an indicator
of consumer behavior in the future. Moreover, research results can offer social network advertising

guidelines, to make this more efficient and successful.

The purpose of this research is to study consumer attitudes toward social network advertising
by a restaurant. The advertising media reviewed including Facebook, Line messaging application, and
Instagram. This study divided advertising elements into five dimensions: informativeness, entertainment,
credibility, irritation and interactivity. This research used a qualitative method with in-depth interviews.
Triangulation was used to analyze three groups of samples. The data is presented by descriptive

analysis.

The study results are divided into five dimensions. Respondents have positive attitudes about
‘informativeness’ if they consider that the given advertising information is useful. They react positively

to the ‘entertainment’ aspect of the information if it is offered in a new way related to brand identity.
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A positive response to ‘credibility’ results when information is communicated directly from the business.
Brand awareness and consumer experience are other significant factors influencing credibility. Respondents
receiving information from Facebook and Instagram have positive attitudes about ‘irritation’ (i.e., are
not irritated), but those using Line have a negative attitude since Line notification alerts are seen as
annoying. There is no such alert feature on Facebook and Instagram. Respondents preferring to participate

in activities or contests have positive attitudes toward the ‘interactivity’ dimension of advertising.

These findings may be useful for marketers in designing effective social network advertising
strategies. Recommendations from this research include three dimensions as follows. Frequency of
consumer contact: Marketers should send messages to communicate with consumers at the appropriate
frequency, as consumers will feel annoyed if they receive messages too often. Approaches of social
network advertising: Marketers should change the ways to communicate with consumers to make it
innovative and attractive. Consumers said that advertising in the same way is not interesting although
the information is useful. Timing of social network advertising: The appropriate timing of social network

is during the day and evening because consumers use social networks heavily during these periods.

Keywords: Advertising, Social Network, Facebook, Line, Instagram
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