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CHAPTER 1 

INTRODUCTION 

 

 

1.1 Significance of the study 

 Environmental issues have become a significant concern for every sector, 

including government, business, and consumers, especially during the pandemics. 

Every human habit can impact the environment, such as daily consumption behavior, 

manufacturing process, or government policy (Sarapin, 2021). Environmental 

marketing, also known as green marketing, is often known for enhancing the 

environmental and social responsibility image of a business because it requires the 

business to be concerned about the impact on the environment in every process of 

their business. 

 Green marketing provides an opportunity for the brand to attract today’s 

consumers as they are more aware of the environmental issue and are interested in 

changing to a green lifestyle. The corporate that practices green manners got support 

from green consumers. The report found that consumers prefer better products for the 

environment, e.g., recyclable packaging, clean energy, reusable goods, and eco-

friendliness goods (Kamolnoratep, 2020). 

 Many brands are adopting environmental marketing in their communication 

by promoting their environmental support via the creation of green content as it helps 

enhance the brand image and reputation. For example, the well-known brand for 

sustainability practice is Patagonia, which launched the Don’t buy this jacket to 
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encourage people to repair their jacket with the brand instead of buying a new one as 

surplus consumption can harm the environment (Ridder, 2019). 

 The oil and gas industry is known as one of the major factors causing a 

negative impact on the environment. However, it can’t be denied that the product is 

crucial for every consumer as an energy source (Mariano & Rovere, 2017). To lessen 

the negative impact on an environment, several oil and gas companies in Thailand 

proactively initiate and engage in a sustainability activity that contributed to a better 

and cleaner environment, e.g., invest in renewable energy, offer more 

environmentally friendly products, drive the agenda regarding environment and 

pollution, participate in low carbon emission activities, etc. The green initiatives were 

communicated through several communication channels, including the Facebook fan 

page, to present their environmental standpoint and engage with Facebook users, 

which has the highest number among the social media category: over 51 million users 

(Kemp, 2021). 

 For the Thai market, there is five major oil and gas corporate including PTT 

Oil and Retail Business Public Company Limited, which is a flagship of PTT Public 

Company Limited that mainly focuses on oil and non-oil business, Esso (Thailand) 

Public Company Limited, Bangchak Corporation Public Company Limited, The Shell 

Company of Thailand Limited, and Thai Oil Public Company Limited  

(Bangkokbiznews, 2021). The latest report indicated that these five corporates hold 

the top five place of oil and gas industry market share in Thailand as of January to 

November 2020, as shown in table 1.1. These corporates use social media such as 

Facebook, Line, and Instagram to present themselves and engage with the consumers 

online as it can’t be denied that today people are always online. Thus, social media is 
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one of the crucial touchpoints to build awareness, interest and encourage favorable 

action. However, this paper focuses solely on the Facebook fan page because of the 

largest number of Thai users, as mentioned above. In addition, each corporate page 

has a large number of followers, as shown in table 1.2. 

 

Table 1.1  

oil and gas business market share 

Rank Corporate name % of market 

share 

1 PTT Oil and Retail Business Public Company Limited 37.23 

2 Esso (Thailand) Public Company Limited 10.74 

3 Bangchak Corporation Public Company Limited 10.10 

4 The Shell Company of Thailand Limited 8.52 

5 Thai Oil Public Company Limited 6.10 

Source: Bangkokbiznews (2021). Oil and gas business strategies 2021. Retrieved 

November 10, 2021 from https://www.bangkokbiznews.com/news/914825 
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Table 1.2  

number of followers on oil and gas business Facebook fan page 

Facebook fan page name Number of followers 

We Love PTT 431,545 

OR official (operated by PTT OR) 203,864 

ExxonMobil Thailand 120,857 

Bangchak 314,700 

Shell (Global) 9,642,084 

Thaioil 88,572 

Note: the information was reported as of November 27, 2021 

 

By communicating via Facebook fan page, the company can reach their target 

consumers and engage with them directly and vice versa. This provides an 

opportunity for the company to promote messages to the consumers and potential 

consumers anytime and anywhere due to the nature of social media as an owned 

media allows brands to control, create, share the content and engage with the online 

public without the media cost. Furthermore, due to the highest number of Facebook 

users in Thailand, executing green content and other marketing practices via this 

platform leverage the possibility to reach a wider range of consumers and potential 

consumers. 

 In addition, previous empirical suggested that media exposure is related to the 

consumer attitude, meaning that if a consumer is exposed to the brand’s stimuli, they 

will form a favorable or unfavorable attitude towards that brand. Furthermore, various 

empirical studies also suggested that attitude positively influences purchase intention  
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(Chekima et al., 2015; Huang et al., 2014; Liao et al., 2020). Thus, the paper aims to 

examine the media exposure, consumer attitude, and purchase intention towards green 

content on oil and gas business Facebook fan page and explore the relationship 

between consumer exposure and attitude, and consumer attitude and purchase 

intention. 

 

1.2 Research objectives 

1. To examine consumers’ exposure, attitude, and purchase intention toward 

environmental communications on oil and gas business Facebook fan page. 

2. To explore the relationship between consumers’ exposure and attitude toward 

environmental communications on oil and gas business Facebook fan page. 

3. To explore the relationship between consumers’ attitude and purchase 

intention toward environmental communications on oil and gas business 

Facebook fan page. 

 

1.3 Research questions 

1. What are consumers’ exposure, attitude, and purchase intention toward 

environmental communications on oil and gas business Facebook fan page? 

2. What is the relationship between consumers’ exposure and attitude toward 

environmental communications on oil and gas business Facebook fan page? 

3. What is the relationship between consumers’ attitude and purchase intention 

toward environmental communications on oil and gas business Facebook fan 

page? 
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1.4 Scope of the study 

 The quantitative approach was used to conduct this research via an online 

survey to examine three variables: media exposure, consumer attitude, and purchase 

intention toward Environmental communications on oil and gas business Facebook 

fan page. The study focuses on Thai respondents, ages 18 to 34, who have recently 

seen the green content post by oil and gas business Facebook fan page in the last three 

months. According to the report stated that internet users ages 18-34 are the major 

active users on social media (Kemp, 2021). The 200 samples were drawn by 

purposive and convenience sampling to ensure the qualified samples. The 

questionnaire was distributed through an online channel, including a personal 

Facebook account and Facebook groups to reach the potential respondents during 

November 2021. 

 

1.5 Operational definitions 

 Environmental communications: refers to green content presented by oil and 

gas business Facebook fan page in the topic that related to environmental e.g., waste 

management, carbon emission, pollution control, etc. In which there are three types of 

content including; photos, video, and text. 

 Media exposure: is the first step of the information acquiring process where 

consumers encounter stimuli.  

In this paper, media exposure refers to consumers’ exposure to green content 

presented by oil and gas business Facebook fan page. The media exposure can be 

measured by the frequency of exposure and duration of exposure.  
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 Consumer attitude: is the evaluation of individual consumers toward an 

attitude object, e.g., advertisement, product, brand, content. Attitudes have two 

directions which are positive and negative.  

In this paper, consumer attitude refers to a favorable or unfavorable evaluation 

of consumers towards green content presented on oil and gas business Facebook fan 

page. Consumer attitude can be measured by the attributes of green advertising, 

including attractiveness, reliability, and informativity (Kim & Cha, 2021). The 

definition of these three attributes are as follows 

 Reliability: refers to how trustable the green content is presented. 

 Attractiveness: refers to the visual appearance of the green content interns of 

creativity and design that is new and attractive. 

 Informativity: is the ability of green content to provide information about the 

product that serves consumers’ needs. 

 Consumer purchase intention: is the possibility of individual consumers to 

purchase or prefer an eco-friendly product, that were presented on oil and gas 

business Facebook fan page, over another during the decision-making process. 

 

1.6 Expected benefits from the study 

 1. Academically, this paper aims to extend the knowledge regarding exposure, 

attitude, and purchase intention towards green content on social media. Also, the 

result can extend the notions regarding the relationship of media exposure and 

consumer attitude and consumer attitude and purchase intention in environmental 

content. Furthermore, the study can benefit future studies in the related fields. 
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 2. Practically, the result found in this study can benefit marketers and 

communication practitioners in developing green content plans and strategies to 

enhance consumer attitudes. Understanding the relationship of the variables can 

provide a piece of foundation knowledge for the marketer and communication 

practitioners regarding environmental communications in oil and gas and other related 

businesses.   



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CHAPTER 2 

LITERATURE REVIEW 

 

 This study aims to explore consumer exposure, attitude, and purchase 

intention on environmental communications on Facebook fan pages and the 

relationship between consumer exposure and consumer attitude and consumer attitude 

and consumer purchase intention. Thus, the related theories and concepts have been 

reviewed from past research, journal, book, and article to form an understanding of 

the concepts and conceptual framework and hypothesis. 

There are four sections in this chapter as follows; 

1. Environmental communications 

2. Media exposure 

3. Consumer attitude 

4. Consumer purchase intention 

 

2.1 Environmental communications 

 With the rise of green consumers concerned about the impact of their habitual 

consumption on the environment, the company focuses on improving their product to 

fit in an environmental and sustainability context to serve the consumer’s concerns. In 

addition, environmental issues have been captured and presented by the media, 

increasing awareness amongst consumers and causing pressure on the company to 
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conform with the environmental practices in the business process to meet consumers’ 

needs and be perceived as a sustainable company (Jain & Kaur, 2004). 

 Due to the fact that every human activity, including doing business and 

marketing, is based on a limited resource, consumers then focus more on selecting the 

product that provides a positive impact or lessens the negative impact on the 

environment in order to protect the environmental resource for their next-generation 

(Polonsky, 1994). Thus, developing a communications practice that align with 

environmental context is one of the major concerns and opportunities for the marketer 

and company to reach the green consumers and cope with the sustainability trends. 

 

 2.1.1 Definition of environmental communications 

 Environmental communications refer to various kinds of communication 

forms concerned with an environmental issue and related topic in which a company 

intends to inform or persuade consumers to be aware, interested, and perform an 

action. An environmental communication can be presented in various types, such as 

sustainability marketing, green marketing, public relations practices, etc. (Louie, 

2021).  

 Environmental marketing, also known as green marketing, refers to broad 

areas of marketing activities that are concerned with the impact on the environment 

while offering mutual benefit between consumer and company (Polonsky, 1994). 

Similar to Papadas et al. (2017), defined environmental marketing is a marketing 

activity that satisfies consumers, society, and companies in a sustainable way 

concerned about the natural environment. 
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 Solomon (2019) expanded the description of environmental marketing to the 

corporate strategy and promotional message that concern environmentally 

responsible. 

 Pride and Ferrell (1993, as cited in Jain & Kaur, 2004) view environmental 

marketing as a sustainability marketing concept of 4P, including products, prices, 

places, and promotions, that organizations created based on the consideration of 

lessening the negative impact on a natural environment.  

 According to Zinkhan and Carlson (2013), environmental communications 

refers to a promotional message that aims to attract the green consumer. The green 

message can arouse the consumers’ response to the messages in cognition, affection, 

and behavior. To further explain the promotion of sustainability messages, there are 

several claims that the company has used for promoting their product to be perceived 

as a green product, also called green advertising, e.g., environmentally friendly, 

recyclable, biodegradable, eco-friendly, etc. The terms illustrate that environmental 

marketing can be conducted in several ways, e.g., improving the products to meet 

with eco-friendliness criteria, being part of marketing strategy, and promoting via 

advertising (Polonsky, 1994). In addition, Ward (2020) divided green marketing 

practices into three types: production process, product development, and packaging 

design. 

 In conclusion, environmental marketing provides a mutual benefit for both 

organizations and society. In other words, while organizations earn the profit by using 

environmental marketing approaches to increase sales, society and consumers earn the 

benefit from consuming the product that is better for the environment they live in  
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(Chahal et al., 2014). Thus, to create effective environmental marketing messages, a 

brand or a company should consider the environmental issue at the strategies level to 

develop a product that genuinely contributes to a better environment and can create 

valid promotional messages to the consumers. 

 

2.1.2 Factors of environmental communications 

 According to Polonsky (1994), there are four factors that drive the 

environmental practices in the company as follows; 

1. Social responsibility refers to the need of an industry or a company to conform 

with environmental trends as perceived trends among consumers by acting as 

a socially responsible company. The company will either promoting its green 

practices via marketing tools or doing it without promoting. 

2. Government pressure refers to official regulations regarding an environmental 

issue that has been announced by the government, causing a company to 

comply with. The regulations are designed to protect both consumers, the 

company, and society regarding the use of environmental resources and 

related marketing claims. 

3. Competitive pressure refers to the need to maintain a good reputation in 

environmental-related areas among competitors. 

4. Cost or profit issues refer to a cost-saving or profit benefit resulting from 

adopting environmental marketing practices, e.g., replacing single plastic use 

with biodegradable packaging, showing that the company is concerned about 

the environment, which also saves the production cost. 
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Chen (2010) divided the factors that force companies to adopt environmental 

practices as one of their strategies into four types of pressure including law and 

regulations, stakeholders, ethical, and environmental. All these factors act as a 

pressure for the company to perform as socially responsible in every business process 

from production, consumption, and disposal. 

 In conclusion, there are two significant factors of internal and external 

pressure forcing a company to perform as a good citizen by doing business that 

positively impacts society and the environment and lessens the negative impact. Being 

a socially responsible corporation can ensure a positive reputation that will enhance 

competitiveness for the company. 

  

 2.1.3 Environmental marketing strategies 

 Unlike the typical marketing strategies that emphasize the competitive 

advantage in sales, environmental communication focuses on the environmental-

related advantage. To clearly understand environmental marketing communication, 

delving into the strategies level of this practices is crucial. The strategies were divided 

into four types by the marketing and communication tools of advertising, sales 

promotion, public relations, and customer affairs (Coddington, 1993). 

1. Environmental advertising refers to the promotion of green content, which can 

be divided into four minor types of public service announcement, green image 

advertising, labeling design, and product-related advertising. 

1.1.  A public service announcement refers to a company attempting to 

promote the environment's notion to the consumers without presenting 

the product. The practice aims to gain a positive reputation and 
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consumers' awareness of the environment and the company's 

standpoint rather than sales. 

1.2.  Green image advertising refers to promotional messages of a product 

or brand in environmental-related areas. The messages can be 

communicated in two approaches of aggressive; presenting company 

green practices, e.g., forest restoration, damn building., and passive; 

presenting a product that has been developed from the green initiative, 

e.g., recyclable package. The difference between these two approaches 

is the presentation of products that affect consumer perception. 

Aggressive approaches talk about the green action without mentioning 

the product, which green consumers perceive as unsustainable. The 

action is not part of the production strategy; the root cause of the 

environmental problem. The passive approach presented a product on 

green angles, which was perceived better than aggressive in terms of 

an environmental claim. However, a passive approach might be drawn 

back if the company fails to act as promising in the claims. 

1.3.  Labeling design helps consumers to recognize brands, distinguish one 

brand from others and provide product information. Designing labels 

to promote green angles must avoid overclaim and exaggeration that 

led to a misunderstanding about the product in environmental benefit. 

Apart from specifying environmental claims on the label design, there 

is a symbolic label called Green label or Eco-label; attached to the 

product verified as a green product. 
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 Green label design varies by countries as shown in figure 2.1. For Thailand, 

the green label was first initiated by Thailand Business Council for Sustainable 

Development (TBCSD) in 1993 for the purpose of lessening environmental pollution, 

encourage an organization to practice a green manner, and let consumers aware of the 

green product (Thailand Environment Institute [TEI], 2019). 

 

Figure 2.1  

Green label 

 

  

 

 

 

 

 

 

 

 

Source: TEI (2021). GEN and the Opportunity of Ecolabel in Thailand. Retrieved 

September 4, 2021, from http://www.tei.or.th/th/blog_detail.php?blog_id=65 

 

1.4.  Product-related advertising, Coddington (1993) describes the practices 

for advertising the product using green claims that companies have to 

be clear on the messages by providing truth information in an 
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understandable manner about the product and how it can make the 

environment better. At the same time, companies have to encourage 

and support consumers' green practices by providing the product that 

contributes to the green action. 

2. Sales promotion in terms of green environment refers to the promotion with an 

objective of generating consumers' awareness and interest in purchasing green 

products, while for organization level, the promotion aims to encourage other 

businesses to participate in socially responsible business practices. 

3. Public relations practices consider all stakeholders of the product cycle from 

production to disposal. Because environmental issues are related to everyone 

in society, this strategy aims to generate collaboration from all sectors to drive 

sustainable business. 

4. Consumer affair or consumer relations aims to satisfy consumers' concerns or 

need for information regarding the environmental issue of the company. This 

strategy is to prepare to respond to consumers' questions and concerns as this 

is the first channel that consumers will reach when they have questions or 

complaints. Thus, building the same understanding between consumer and 

company is an essential task for this strategy. 

 In addition to Coddington's suggestion of environmental marketing strategies, 

Smith and Brower (2012) stated about the advantage of aligning the packaging design 

with green context as it contributed to the consumers' perception and attitude towards 

the brand because the packaging is the first thing consumers are exposed to when 

approaching the product. Thus, consumers can assume whether the product is good 

for the environment or not by the look of its package. 
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 2.1.4 Green content 

 Since green consumers are concerned with both their own consumption and 

corporation practices, providing an opportunity for a company to promote their 

socially responsible standpoint to appeal to the consumer by communicating 

environmental-related content, also called green content (Minton et al., 2012). 

Even environmental marketing trend is an interesting topic for a marketer to 

adopt as one of their marketing plans, Zinkhan and Carlson (2013) reported that green 

consumers’ attitudes and behavior are not always consistent. In other words, even 

they report themselves as a socially responsible consumer who is conscious about the 

environmental impact; they are not always acting in a sustainable way when selecting 

the product to consume.  

 Kim and Cha (2021) suggested that the attributes of green advertising consist 

of reliability, attractiveness, and informativity. These attributes have a positive effect 

on consumer purchase intention in which the attractiveness attribute has the greatest 

influence on purchase intention among the other two attributes. 

 Ottman et al. (2006) suggested that green content messages are usually 

associated with five benefits: cost-effectiveness, product safety, product performance, 

product identity, and product utility. All of these benefits can effectively appeal to 

both green consumers and non-green consumers if it is aligned with the product 

design and consumers’ value. For example, green products that promote cost-saving 

can attract consumers who consider cost-efficiency. 

 Carlson et al. (2013) classified types of green claims into four types: product-

oriented, process-oriented, image-oriented, and environmental fact. First, product-
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oriented refers to the promotion of the green aspects of a product as a more 

sustainable alternative than other product. Second, process-oriented is to promote 

green technology in production and disposal processes. Third, images-oriented aims 

to promote the corporate images regarding socially responsible areas, also called 

corporate social responsibility program or CSR, e.g., promoting green projects of the 

company such as encouraging employees to reduce the use of plastic, using the sensor 

lighting in the workplace, and participating with local people to improve the 

environmental areas. Lastly, the environmental fact is to provide general knowledge 

about the environment. 

 Zhu (2012) categorized green advertising into two types of content: 

educational-based and commercial-based. The first type refers to advertising that 

promotes environmental knowledge with an intention to enhance consumers’ 

awareness and understanding. The other type refers to the promotion of a company in 

regard to environmental aspects in order to enhance the company/brand’s image and 

reputation. 

 The green claims can also be divided into two more types of specific claims 

and vague claims. The specific claim refers to the message that states about the fact 

with strong support information regarding environmental benefits of the advertised 

product, e.g., the product was produced by cleaner technology which saves the energy 

from a production process of over 50%. The vague claim refers to the message that 

broadly presents the green benefit without any supporting information, e.g., this 

product is good for the earth and is recyclable (Davis, 1993). 
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 Understanding types of environmental claims is essential for marketers for 

planning the marketing, advertising, and content messages as per Davis (1993)’s 

study about the relationship between green advertisement claims towards consumer 

attitude and intention to purchase shown that consumers prefer specific claims rather 

than vague claims as it helps they form knowledge and understanding about the 

product benefit and how that product is good to an environment which also helps 

them in evaluating the product and making a better decision. Moreover, specific 

claims also transfer to a positive attitude towards the advertiser and the product, 

which is a desirable outcome for the marketer. 

 In addition to the use of specific claims, the longitudinal study from 2009 to 

2011 by Smith and Brower (2012) of green marketing strategies that influence 

Millennials on US students ages between 19 and 23 suggested that consumers will 

consider purchasing green products by the sustainability reputation of the company as 

they saw on an advertisement, thus investing the budget on producing green-related 

content would benefit the company in terms of generating and maintaining a positive 

reputation as a sustainability company. 

 

 2.1.5 Green content on social media 

 Social media is a digitally connected channel that allows individuals to 

virtually meet, connect, and share their common interest together. This provides the 

benefit for a green marketer to share and discuss their green position with an online 

green consumer who is interested in the environmental issue (Wigder, 2007). In 

addition, previous research has shown that green consumers aged between 16 to 64 

search about the brand and products via social media (Valentine, 2019). Similar to a 
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report from Trim (2020), stated that public is now seeking the brand that contributes 

to a better environment. Thus, it can be said that social media is a major channel for 

the brand to communicate their environmental standpoint and initiative to reach the 

green consumers.  

 For Facebook as a social media platform that will be studied in this paper, 

there are several pages and groups promoting the environmental-related content and 

advertising in this platform, e.g., Environman, Greenery, Greenative, etc. In which the 

content on Facebook is presented in three types of photos, video, and text (Wishpond, 

2014).  

An example of an oil and gas business Facebook fan page that promotes green 

content is PTT station, Bangchak, ExxonMobil Thailand, etc. A green content posted 

on the page was presented in three types per Wishpond (2014)’s suggestion of photos, 

video, and text. In which each post will contain two types of content, either photo, and 

text or video and text with an intention to promote the green product and knowledge 

as well as encouraging people to change their consumption behavior to be socially 

responsible manner, e.g., using fuel that meets with the standard to help reduce the 

pollution, using an eco-friendly product, reducing, and reusing the plastic package, 

managing the waste from own consumption. An example of green content on the oil 

and gas business Facebook fan page can be referred to in Figures 2.2 - 2.4. 

 In conclusion, the knowledge gained from the above review of the literature 

regarding green communications, green content strategies, green content on Facebook 

will be utilized to develop the questionnaire for this study. 
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Figure 2.2  

Example of green content on oil and gas business Facebook fan page: photo and text 

type 

 

 

 

 

 

 

 

 

 

 

 

Source: We Love PTT (2021). We Love PTT Facebook Page. Retrieved November 

10, 2021, from https://www.facebook.com/WeLovePTT 
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Figure 2.3  

Example of green content on oil and gas business Facebook fan page: video and text 

type 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Bangchak (2021). Bangchak Facebook Page. Retrieved November 10, 2021, 

from https://www.facebook.com/Bangchak 
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Source: Thaioil (2021). Thaioil Facebook Page. Retrieved December 5, 2021, from 

https://web.facebook.com/ThaiOilPCL 

 

2.2 Media exposure 

 Today, almost everyone can access the internet where there is various 

information available to be consumed, opposite to people's attention span and the 

ability to process as reported by McClinton (2019) as people's attention is getting 

shorter, especially for long-detailed information due to the surpass amount of 

information on online platforms. In addition, exposure is one of the crucial steps in 

the consumer decision-making process as exposure to the media can help them form 

an understanding, support an alternative evaluation stage which will lead to the 

purchase decision.  

 

 

Figure 2.4 

Example of green content on oil and gas business Facebook fan page: video type 
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2.2.1 Definition of media exposure 

 Exposure refers to an initial process of information acquiring that consumer 

exposed to the external stimulus, including sight, sound, smell, taste, and touch, from 

sensory receptors which the level of attention and interpretation of each stimulus is 

subjective to each individual consumer (Solomon, 2019). 

 Lee and Cho (2020) describe the consumer exposure to environmental 

messages on media: the number of media and messages that individual consumers 

receive. The more they are exposed to such messages, the more they understand and 

are willing to participate in that kind of behavior. Consistent with Qader and 

Zainuddin (2006)’s study on the impact of media exposure on intention to purchase 

green electronics products amongst lecturers, they stated that frequent repetition of 

messages is related to change in consumer attitude and behavior.  

 According to Klapper (1960) explained the consumer exposure process as a 

selective process consist of four-step; 

1. Selective exposure refers to the process that each consumer selects to expose 

to information that can serve their needs or satisfy their objectives from 

different types of media, e.g., online platform, print media, television, key 

opinion leaders, etc.  

2. Selective attention refers to the process that consumer invests their attention 

on certain information which they prefer to receive information that is 

consistent with their knowledge or opinion and avoid information that 

contradicts with their knowledge and thought in order to avoid the dissonance; 

the inconsistency in the consumers' minds that happens when an individual 

receives information that is inconsistent with their knowledge or attitude. 
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3. Selective perception and interpretation refer to an individual perception and 

interpretation process based on their attitude, ability, experience, belief, etc. 

This varies by an individual; thus, the same information will be interpreted 

differently upon an individual's condition. 

4. Selective retention refers to the process that consumers prefer to remember 

only the information that is relevant to their needs, knowledge, or attitude and 

ignore the other.  

 In conclusion, selective exposure is an exposure step when consumers 

encounter information they will select to focus on and remember only some 

information based on their own preference and condition. 

 

 2.2.2 Types of media 

 The media can be categorized into three types by brand perspectives: paid, 

owned, and earned. First, paid media refers to the channel that brands have to pay for 

in order to communicate through that channel, e.g., television, radio, news website, 

sponsored post on social media. Second, owned media refers to the channel that is 

owned by the company itself, meaning that the company can generate, communicate, 

and control the message sending through this channel, e.g., the company's website or 

social media. Lastly, earned media refers to the message about a company that was 

generated, communicated, and controlled by other people outside the company, e.g., 

an influencer's post (Mattke et al., 2019). 

 In contrast, Henricks and Shelton (2016) specified social media and 

advertising as rented media due to the limitation of an individual's ability to control 

the platform. The media has been divided into three types of owned, rented, and 
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earned media. Owned media is the media that a person or a brand has full control over 

the media as they own it, e.g., website, blog, email, etc. Rented media is the media 

that a person or brand has a channel or account on that media, but they don't have full 

control over its system, also called an algorithm. These media are social media and 

advertising, both traditional and online, as we have to rely on the channel's algorithm, 

including suggestions on new feed or limitation of exposure on Facebook. Lastly, 

earned media is the media that is owned by others, including but not limited to the 

event, other people's social media accounts, or another news website. 

 Today, owned and earned media have played an important role for brands and 

marketers to consider dedicating much content on these two rather than paid media 

which was once a major form of media in the past (Chaffey, 2021). This is because 

people put their trust in these two mediums in terms of advertisement message 

(Nielsen, 2015). 

 Media can also be divided by its operating system into two types of 

mainstream media refers to all traditional media platforms, e.g., newspaper, radio, 

television., and digital media refers to media that operate on the internet, e.g., online 

news website, social media (Salaudeen & Onyechi, 2020). 

 

 2.2.3 Social media 

 Social media refers to a digitally connected platform that allows group 

interaction and exerts the information exchange power to an individual who once was 

the receiver. After the emergence of social media, the well-known term is user-

generated content, any type of content in any tone created by users or consumers, not 
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by a brand (Newberry, 2019). An example of user-generated content is consumers 

sharing their opinion about the product they used on their Facebook account.  

 User-generated content allows consumers to freely express their opinion, 

either positive, negative, or neutral, and expose them to others as well. Since the 

content was not created by the brand itself, it’s enhancing the credibility and 

authenticity of the content influences consumer purchase decisions (Newberry, 2019). 

Thus, brands also get the benefit of the content is in a favorable tone. 

 Due to the ability to connect and interact, social media facilitates the two-way 

communication model by providing a virtual space where everyone with internet 

access can meet (Boardman et al., 2019). This allows an opportunity for brands to 

directly interact with their customers and potential customers and the ability for 

customers to engage with one another  (Mangold & Faulds, 2009). As a result, today, 

many brands use social media such as Facebook and Instagram to communicate and 

advertise their product to consumers (Boardman et al., 2019). In addition to the 

product advertisement, brands also use social media to build and maintain positive 

relationships with their consumers and society as well (He et al., 2017). The research 

showed that nowadays, consumers trust the information shared on social media rather 

than those on traditional media as they can actively access other users’ opinions rather 

than solely receive the brand messages (Boardman et al., 2019; Mangold & Faulds, 

2009). 

 The advancement of technology enables and accelerates the use of social 

media around the world. A report from Hootsuite showed that in 2021 there was a 

huge increase in the number of global social media users by 13.2% or 490 million 
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people compared to the year 2020. Facebook was reported as the global most-used 

social media platform. For Thailand, there are three social media platforms that have 

been ranked as the most-used platforms: Youtube, Facebook, and Line, with a 

percentage of 94.4, 93.3, and 86.2 of the total internet users ages 16 and 64; 55 

million people (Kemp, 2021). 

 

 2.2.4 Measurement of media exposure 

 There are two dimensions of consumer exposure on media suggested by 

McLeod and O‘Keefe (1972, as cited in Thongkum, 2019), which have been used in 

many research studies about consumer exposure, including duration and frequency of 

exposure. The duration of exposure is to measure how long does consumer spends on 

exposing to the media or message, while the frequency of exposure is to measure how 

often does consumer expose to that media or message.  

 On the other hand, Salaudeen and Onyechi (2020) conduct research on the 

influences of media exposure and information preference as correlates of media 

credibility in which the exposure was measured by media types and frequency of 

exposure. Similarly, to Jakmongkolchai (2020) studied the exposure on social media 

by measuring the frequency and types of content presented on social media including 

photos, video, and text.  

 Media exposure is an essential variable to assess the consumers' attitude 

towards the green content on brand’s Facebook fan page as per the previous empirical 

from Zhu (2012), studies on the impact of green advertising stated that consumers' 

attitude towards green advertising and the advertised product is formed after exposure 

to the green advertisement.  
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 In addition, measuring frequency and duration of exposure have been 

mentioned by many researchers as its result benefit to marketer and media planners to 

ensure the effectiveness of the plan, in other words, knowing how often consumers 

expose to the media and for how long helps the marketer to decide the media choice 

to effectively reach the target audiences at the right place and in the right time. 

 In this paper, media exposure will be measured by using McLeod and O’Keefe 

(1972, as cited in Thongkum, 2019)’s dimension of exposure including; duration and 

frequency of exposure together with three types of contents as suggested in 

Jakmongkolchai (2020)’s paper. As the study aims to explore solely green content on 

oil and gas business Facebook fan page, media exposure will be measured only on 

Facebook as a media and will focus only on the post that is presented as an 

environmental communication. 

  

2.3 Consumer attitude  

 The way consumers react and interact with something is driven by two factors 

of internal and external stimulus. Each individual has their own way to perceive, 

think, and feel about the stimulus they face, e.g., communication messages they are 

exposed to or advertisements they see. It is crucial for marketers to investigate 

underlying factors in order to understand the consumer decision process (Solomon, 

2019). However, the internal factors influence consumer behavior more than the 

external since it's psychological driven (Piligrimienė et al., 2020).  

Furthermore, previous research suggests that attitude drives the actual 

behavior meaning that if a person likes the attitude objects, they are expected to 

behave in a favorable way (Casaló & Escario, 2018). Thus, understanding the concept 
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of attitude on what it is, how it works, and how it is formed is essential for a marketer 

to effectively create the marketing campaign and advertisement.  

  

 2.3.1 Definition of consumer attitude 

 According to Solomon (2019), attitude is a general evaluation of a certain 

object, topic, issue, advertising, etc., which people will have either positive or 

negative evaluation based on various attributes. Consumer attitudes are lasting 

evaluations; thus, it is important for marketers to understand how consumer attitudes 

are formed. 

 Schiffman and Kanuk (2000) define attitude as a positive and negative feeling 

that consumers have on something which reflects on their behavior. However, an 

individual attitude is subjective and unobservable, which was influenced by individual 

experiences, learning, exposing, engaging with a related brand or product 

information.  

 Schiffman and Kanuk (2007, as cited in Manaskittikul, 2019) suggested that 

attitude has four characteristics: 

1. The attitude must have an object. In terms of marketing, objects can refer to 

advertising, brand, product, influencer, marketing tools, etc. 

2. Attitudes are formed by the learning process, meaning that consumers have to 

know or engage with the brand before they can form an attitude to the brand. 

3. Attitude can be developed over time, and it is usually consistent with 

consumer behavior. 
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4. Attitude can be affected by the current situation, meaning that consumers may 

form an attitude on something that relates to their current situation or 

environment, which the attitude may change if the situation is changed.  

 For instance, during pandemics, people might view restaurants that use many 

plastic bags for one order as good because they believe it can prevent contamination; 

however, before the pandemics, this practice was viewed negatively as it caused more 

waste and a lot of impact on the environment. 

 

 2.3.2 The components of attitude 

 Two concepts suggested about components of attitude will be presented in this 

topic: the Tripartite view of attitude and the Unidimensional view of attitude 

(Solomon, 2019). 

 

 The Tripartite view of the attitude 

 Regarding the Tripartite view of attitude, also known as the ABC model of 

attitude, suggested that attitude consists of three components: cognition, affect, and 

conation. These three components altogether are believed to contribute to one's 

attitude towards an attitude object.  

 First, cognition refers to consumers' belief or knowledge about attitude 

objects, so if they have a positive understanding of the attitude objects, they can form 

a positive attitude towards those objects. In the meantime, a negative understanding of 

attitude objects can cause a negative attitude towards the objects.  

 Second, affect refers to consumers' feelings toward attitude objects, so if 

consumers have positive feelings about a brand, they can have a positive attitude 
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towards that brand. Moreover, positive feelings towards a person, e.g., influencers, 

celebrities, peers, etc., can lead to a positive attitude on a product used by that person.  

 Third, conation refers to consumers' actions or behavior, meaning that 

consumers' actions represent their attitude towards an attitude object, situation, issue, 

etc. (Solomon, 2019).  

 Thus, if consumers view a certain product or brand positively per their 

knowledge about the brand, they might have a positive feeling about that product or 

brand, and it might influence them to perform a corresponding action. 

 The Tripartite view of attitude has one major concern since it's required that 

all three components altogether create the attitude; however, some element or 

information of these components can't be observed (Solomon, 2019). 

 

 Unidimensional view of the attitude 

 Unidimensional views of attitude were suggested by Fishbein (1967, as cited 

in Bagozzi & Burnkrant, 1979) to solve the concern of tripartite view. This concept 

suggested that attitude contains only one component: affection or feeling towards an 

attitude object. Another two components in tripartite views were proposed as a casual 

flow of knowledge and behavioral intention whereby cognition is inferred the 

affection and conation is consumers' action as a result of their attitude. Thus, a 

favorable feeling on a product leads to a positive attitude towards that product which 

is because consumers have knowledge about the product, and they are assumed to 

consume that product. 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

33 

 

 2.3.3 Attitude theory 

 The functional theory of attitude 

 As suggested by Daniel Katz, psychologist, that individual formed an attitude 

as it provides some important function to them. There are four functions proposed by 

this theory: Utilitarian, Value-expressive, Ego-defensive, and Knowledge (Solomon, 

2019). 

 Firstly, the Utilitarian function refers to the functional benefit of attitude 

objects. The functional value illustrates a concept of rewards or punishment effect on 

an individual. Thus, if a consumer like the performance of a certain fuel oil, they will 

have a positive attitude towards those types of fuel oil. The concept can be utilized for 

marketing and communication campaigns to appeal to the Utilitarian function by 

promoting the product benefit (Solomon, 2019). 

 Secondly, the Value-expressive function proposed that consumers buy the 

product or brand that reflects their images. The images refer to consumer self-images 

and ideal self (i.e., what they want other people to perceive about them). Consumers 

assign their attitude to an attitude object as it provides some identity and enhances an 

individual identity as well (Solomon, 2019). To market by considering value-

expressive function, marketers must know what the consumer value is about 

(Carpenter, 2012). For example, if a company needs to market a product to green 

consumers, the messages should be about the company's green initiative or the green 

benefit that offered by the product. 

 Thirdly, the Ego-defensive function describes that individual assign an attitude 

to the objects as it helps prevent them from unwanted circumstances or feelings. 
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Consumers avoid unpleasant situations by conforming to behavior that society accepts 

(Solomon, 2019).  

 Lastly, the knowledge function refers to the need to form an attitude when 

consumers have little or no information about something (Solomon, 2019). This also 

refers to the situation when consumers encounter a product, brand, or advertisement 

for the first time (Solomon, 2019). The attitude performs as a frame of reference for 

consumers to interpret other similar stimuli that come to them. 

 In conclusion, the literature review suggested that attitude is a result of 

consumers' knowledge, belief, and feeling, which was influenced by many factors. 

Consumers' attitudes towards something can be changed from time to time as 

consumers receive new information, face different situations, or develop new 

preferences. Moreover, attitude contributes to consumer action or reflects the way 

consumers interact with something. Thus, this study will explore the consumer 

attitude and see if consumer attitude has a relationship with consumer purchase 

intention. 

 

 2.3.4 Measurement of consumer attitude  

 The attitude towards attitude objects can be measured by using Likert scale to 

rate the level of agreement or disagreement on a given statement about stimuli. The 

widely used Likert scale consists of five items: strongly disagree, disagree, neither 

agree nor disagree, agree and strongly agree (Malhotra, 2015). 
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 2.3.5 Attitude towards green content  

 Attitude towards green content and advertising has been studied by much 

previous marketing research (Haytko & Matulich, 2008; Jung et al., 2020; Yoon & 

Kim, 2016). The attitude towards green content is developed after consumers receive 

green messages (Zhu, 2012). Haytko and Matulich (2008) proposed four factors of 

attitude towards advertising, including cognitive and affective responses to green 

advertising, consumer responses to the companies and their product, consumers' 

specific behavior, and moral/ ethic impact of green advertising. Clearly, the factor 

illustrates the three dimensions of attitude: cognitive, affective, and conative, together 

with the ethical concern as an addition. 

 On the other hand, Ducoffe proposed a model of advertising attitude with a 

notion that advertising value and attitude are associated, meaning that if a person 

reported that advertising is valuable, they would be more likely to have a positive 

attitude towards that advertisement (Zhang & Wang, 2005). The model includes five 

factors that influence advertising attitude: entertainment, informativeness, irritation, 

credibility, and interactivity.  

 Thus, this paper will utilize the concept of consumer attitude to develop the 

questionnaire measuring consumer attitude towards green content on oil and gas 

business Facebook fan page. The attitude will be measured by dimensions of green 

advertising as suggested by Kim and Cha (2021)  consists of reliability, attractiveness, 

and informativity. 
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2.4 Consumer purchase intention 

 Consumer purchase intention is proposed as a substitute for actual behavior as 

its result provides a behavioral tendency of individuals as a result of their attitude. 

Therefore, these concepts can also be considered the consumer attitude's behavior or 

conation elements (Solomon, 2019). Due to the attitude-behavior relations, consumer 

attitude reflects the behavioral tendency; thus, understanding the purchasing intention 

is essential for a marketer to assess if the attitude on environmental communications 

relates to the intention to purchase the advertised product. 

 

2.4.1 Definition of consumer purchase intention 

 Zhang et al. (2020) defines consumer purchasing decision as a consumer 

attitude towards certain buying behavior that reflects the level of their purchasing 

tendency. 

 Furthermore, Peña-García et al. (2020) describe the measurement of 

purchasing decisions as the predictor of consumer actual purchasing behavior. Peña-

García et al. (2020) also stated that consumer purchasing decisions are the indicator of 

their actual buying behavior on a certain product or brand.  

 Consumer purchasing intentions are influenced by individual attitudes and 

experience with the product (Fitzsimons & Morwitz, 1996). For example, consumers 

A have bought and used one product and feel good about it, so they will buy it again 

next time. Various empirical studies on purchasing intention, as a result, reflect the 

possibility of actual behavior (Jaipukdee, 2017; Peña-García et al., 2020; Promsit, 

2015). 
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2.4.2 Consumer purchase decision process 

 The consumer decision process is the process whereby consumers are faced 

with two or more alternatives so that they have to make a decision (Solomon, 2019). 

The process consists of five stages: problem recognition, information search, 

evaluation of alternatives, purchase decision, and post-purchase evaluation.  

 

 

Source: Adapted from Solomon, M. R. (2019). Consumer behavior buying having, 

and being (13th ed). Edinburgh Gate, England: Pearson Education 

Problem recognition 

Information search 

Evaluation of alternatives 

Purchase decision 

Post purchase evaluation 

Figure 2.5 

Purchase decision process 
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 Firstly, problem recognition refers to the stage in which consumers recognize 

their needs and wants of the product as a result of encounters with external and 

internal stimuli. 

 Secondly, information search, in this stage, consumers will search for the 

related information from various sources and in various media, e.g., brand 

information, news, advertisement, direct experience, influencer review, peers opinion, 

or family. The information acquired in this stage will contribute to the evaluation of 

product choice in the next stage. 

 Thirdly, evaluation of alternatives occurs after the consumers have adequate 

information about the product. Consumers will compare each product by considering 

the information they have; thus, the most satisfied consumer criteria will be chosen. 

 Fourthly, the purchase decision stage refers to the stage in which consumers 

decide the product they will buy. Before making a real purchase, consumers will form 

an intention to buy or their degree of willingness to buy the product. 

 Lastly, the post-purchase evaluation stage refers to a comparison process of 

experience and expectation. Consumers will evaluate the product they bought by 

comparing the actual experience of using the product to their expectations of the 

product. Consumers will assign a favorable feeling towards the product if the 

experience and expectation are at the same level or higher. They will assign 

unfavorable feelings to the product that fails to meet their expectations. Even worse, 

in some cases, dissatisfaction leads to another action, e.g., complaining, negative 

social media reviews, or suing the company. 
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 2.4.3 Types of decision process 

 The decision-making process can also be divided by the level of product 

involvement in figure 2.3 : Habitual decision making, Limited decision making, and 

Extended decision making (Solomon, 2019). 

 First, Extended decision-making is used when consumers buy high-

involvement products. They will put a lot of effort into searching the information 

about the product they need from both internal and external sources. The evaluation is 

much more complex than previous decision-making types as the product is perceived 

as high involvement, so consumers will make a decision by overall criteria and choose 

the one that satisfies them the most. 

 Second, Limited decision-making is the decision process for a low-

involvement product and happens when consumers encounter a change in the product 

or new situation. For example, new product launches, scarcity of the product, wanting 

to try something new. Due to the low involvement, consumers are passively learning 

new information rather than actively searching about it. The product that qualified in 

some criteria will be chosen. 

Third, Habitual decision-making is the decision process in which people 

perceive a product as a low involvement product. Consumers will search for 

information about the product they need from their long-term memory and will not 

push an effort for searching for new information. The decision can be made upon two 

types: brand loyalty decision and repeat purchase loyalty decision. The first one refers 

to the purchasing decision based on the positive commitment between consumers and 

the product/ brand. Another one refers to the repeat purchase of the same product/ 

brand as it satisfied them to an acceptable level. This can also be called spurious 
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loyalty as consumers are not loyal to the product/brand; they buy the same product to 

save their cognitive energy in processing the information. 

 In conclusion, consumer decision-making is based on the level of 

involvement, consumers' effort, time, experiences, and process complexity (Solomon, 

2019). It can be said that the consumer decision process is subjective by an individual. 

This is because the level of involvement varies from one to another due to individual 

preference and condition. For example, one person perceives a luxury bag as high 

involvement as she has to collect the money for several years to buy it, while another 

person perceives the bag as low involvement as she frequently buys it.  
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Figure 2.6  

Types of the decision process   

 

Source: Adapted from Solomon, M. R. (2019). Consumer behavior buying having, 

and being (13th ed). Edinburgh Gate, England: Pearson Education 

 All in all, as part of the consumer decision-making process, there is an 

intention to purchase antecedent the actual purchase. The buying intention reflects the 

level of willingness to perform an action that is contributed by experience and 

attitude. Meaning that if consumers have a good experience with the product/brand, 

they will have a positive attitude towards the product/brand, which influences their 

intention to buy the product/brand. Furthermore, O'Keefe (2002, as cited in Chekima 

et al., 2015) stated that purchasing intention is often used as a behavioral predictor in 

various conditions, including the environmental market.  
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 In addition to that, according to Kim and Cha (2021)‘s study proposed that  

green advertising attributes have an influence on purchase intention in which the 

intention was measured by asking respondents on the level of willingness to perform 

green purchase action such as recommend eco-friendly product to others, use eco-

friendly product, purchase product that being advertised as a green product. 

 Thus this paper will utilize the concept of purchase intention suggested by 

Kim and Cha (2021) to develop questionnaire measuring consumer purchase intention 

towards green content on oil and gas business Facebook fan page. 

  

2.5 Related research 

 Liin (2015), studied the media exposure, attitude, behavior, and loyalty of 

consumers towards PTT life station with 400 respondents who are Thai ages 15-55 

years old. The result indicated that respondents have the highest exposure to Line. In 

terms of attitude, respondents had a positive attitude towards the PTT service station 

where the exposure has a positive relationship with the attitude.  

 Srisawek (2014), studied the CSR innovation of Bangchak Petroleum Public 

Company Limited (the previous name of Bangchak Public Company Limited), 

suggested that the CSR innovation of Bangchak was developed at a strategic level 

with an aim to provide valuable impact to consumers and society. In which the 

company focuses on their stakeholder’s needs and concerns by offering products and 

services that align with the needs. In addition, the company focuses on the long terms 

performance when performing a green initiative; thus, it’s strengthened the good 

reputation of the company.  
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 Tue (2018), studied the environmental awareness and behavioral tendency of 

Facebook users with Vietnamese respondents. Results indicated that respondents had 

a high level of environmental awareness in which they were mostly concerned about 

the waste issue. For behavioral tendency, respondents reported that they were most 

concerned with the alignment of business communication and its action regarding 

sustainability practices. In addition, the result showed that there is a relationship 

between awareness and behavioral tendency, meaning that the more environmental 

knowledge consumers have, the more level of willingness to perform a related action 

they are. 

 Huang et al. (2014), studied the effects of the green brand on purchase 

intention with 425 respondents from Taiwan’s Lifestyles of Health and Sustainability 

(LOHAS) because they have a green lifestyle of using and buying products that cause 

less impact to the environment. Results indicate that green brand attitudes have an 

influence on purchase intentions. This was correlated with the finding from Chekima 

et al. (2015), which studied the motivational aspects that drive green purchase 

behavior with 405 respondents in Malaysia. The result indicates that green attitudes 

have a positive influence on green purchase intentions, meaning that if a person has a 

favorable green attitude, they are more likely to act in a green manner, e.g., purchase 

eco-friendly products. Similar to the finding of Liao et al. (2020), studied the effect of 

green marketing and green psychological benefits on customers’ green attitude, value, 

and purchase intention with 319 respondents found that attitude towards green 

products has a positive influence on purchase intention. Furthermore, the higher level 

of exposure to environmental advertisement related to a more favorable attitude and a 

higher level of intention to purchase the green product Liao et al. (2020). 
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 Kim and Cha (2021), studied the green advertising attribute, consumer 

innovativeness, and purchase intention with 200 Korean respondents. The study was 

conducted in a quantitative approach using a questionnaire as a tool to collect the 

data. The result indicated that green advertising attributes have a positive relationship 

with purchase intention.  

 

2.6 Conceptual framework and hypothesis  

 

 

 

 

 

  

 

 

 

 

 

 

 

Based on the review of the literature and proposed framework, hypothesize are 

presented for this paper as following;  

 H1: There is a relationship between media exposure and consumer attitude 

towards environmental communications on oil and gas business Facebook fan page 

Media exposure 

toward 

environmental 

communications 

- Frequency of 

exposure to photos, 

video, text post 

within one week 

- Duration of 

exposure to photos, 

video, text post per 

exposure time 

Consumer 

attitude toward 

environmental 

communications 

- Reliability 

- Attractiveness  

- Informativity 

Consumer 

purchase 

Intention towards 

environmental 

products 

RQ1 

RQ1 

RQ1 

RQ2 RQ3 

H1 H2 

Figure 2.7 

Conceptual framework 
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 H2: There is a relationship between consumer attitude and consumer purchase 

intention toward environmental communications on oil and gas business Facebook fan 

page  

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CHAPTER 3 

METHODOLOGY 

 

 The study is based on a quantitative approach with an aim to examine 

consumers' exposure, attitude, and purchase intention toward environmental 

communications on oil and gas business Facebook fan page and to study the 

relationship between these three variables. An online questionnaire is being used as a 

research tool to collect data from the respondents. This chapter includes the details 

about the sample, sampling method, questionnaire format, measurement of variables, 

data collection, and data analysis. 

 

3.1 Research methodology 

 A quantitative approach was used in this paper, with an online questionnaire 

distributed to 200 respondents. The sample of this study is Thai ages 18 to 34 because 

this is the major ages range of social media users in Thailand (Kemp, 2021), and they 

have been exposed to green content on oil and gas business Facebook fan page in the 

last three months.  

 The online questionnaire was created by Google form and distributed via an 

online platform including Facebook personal accounts and Facebook groups; Chula 

57, Chula 63, Chula marketplace, and มหาวิทยาลยัธรรมศาสตร์เเละการฝากร้าน, to reach the 

target samples.  
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3.2 Population and sample 

 The data was collected from 200 respondents who are Thai ages between 18 

and 34 who have recently seen the green content on oil and gas business Facebook fan 

page in the last three months. 

 

3.3 Sampling techniques 

 The respondents in this study were drawn by purposive and convenience 

sampling. For the purposive technique, respondents were selected based on the 

requirements, including Thai, ages 18 to 34, who have recently been exposed to the 

green content on oil and gas business Facebook fan page in the last three months to 

ensure the qualified samples. For convenience technique, the online questionnaire was 

distributed through various personal accounts and groups on Facebook and other 

social media. 

However, only those who qualified were included in the study as they were 

required to answer the screening question before entering the main part of the 

questionnaire. 

 

3.4 Research instruments 

 The study used online questionnaires via Google form as a tool to collect data 

from samples that are Thai; thus, the questionnaire was created and distributed in 

Thai. The questionnaire consists of five sections: screening question, media exposure, 

consumer attitude, consumer purchase intention, and demographic. 
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Section 1. Screening questions  

The first section is screening questions to ensure the relevance and ability to 

answer the question of samples. There are two screening questions to identify the 

respondents' ages and whether they have seen green content on the oil and gas 

business Facebook fan page in the last three months. 

 

Section 2. Media exposure 

The second section is a question about media exposure with an aim to examine 

consumer exposure to green content on oil and gas business Facebook fan page. There 

are six items question based on McLeod and O'Keefe (1972, as cited in Thongkum, 

2019)) 's dimension of media exposure and Jakmongkolchai (2020)'s questionnaires 

about media exposure, asking about duration of exposure and frequency of exposure 

in which the questionnaire was divided by types of contents: photo, video, and text. 

 

Section 3. Consumer attitude 

 The third section is a question about consumer attitude towards green content 

on oil and gas business Facebook fan page. There are 12 items asked in this section 

based on green advertising attributes suggested by Kim and Cha (2021); reliability, 

attractiveness, and informativity. 

 

Section 4. Purchase intention 

 The fourth section is focused on the intention to purchase with six items of 

question to examine the intention to purchase adopted from Kim and Cha (2021). 
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Section 5. Demographic 

The fifth section asks about the demographic of respondents. There are three 

questions asked in this part, including gender, educational level, and occupation. 

 

3.5 Measurement of the variables 

 The paper focuses on three major variables of media exposure, consumer 

attitude, and purchase intention. 

 Variable 1: Media exposure 

 Variable 2: Consumer attitude 

 Variable 3: Consumer purchase intention 

The measurement of each variable is as follows; 

 The first variable, media exposure, is defined in this paper as consumers' 

exposure to green content presented on the oil and gas business Facebook fan page. 

There are two dimensions to measure media exposure, including the duration of 

exposure and frequency of exposure. Media exposure was measured as a frequency. 

The scale for frequency of exposure is scale 1 refer to less than once, 2 refer to 1-2 

days, 3 refer to 3-4 days, 4 refer to 5-6 days, and 5 refer to every day. The scale for a 

duration of exposure is to measure how long consumers exposed to the green content 

on oil and gas business Facebook fan page per one time of exposure, where scale 1 

refers to less than 1 minute, 2 refer to more than 1 - 5 minutes, 3 refer to more than 5 - 

10 minutes, 4 refer to more than 10 - 15 minutes, and 5 refer to more than 15 minutes. 

 The second variable, consumer attitude, is defined as a favorable or 

unfavorable evaluation of consumers towards green content presented on the oil and 
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gas business Facebook fan page. The attitude towards green content was measured 

using a five-point Likert scale ranging from strongly disagree to strongly agree, 

asking the level of agreement or disagreement respondents have on the 12 statements 

created based on the green advertising attributes suggested by Kim and Cha (2021), 

including reliability, attractiveness, and informativity. 

 The third variable, consumer purchase intention, in this paper is defined as the 

possibility of individual consumers to purchase or prefer an eco-friendly products, 

that were presented on oil and gas business Facebook fan page, over another during 

the decision-making process. There are six items to measure the intention level using 

a five-point Likert scale ranging from strongly disagree (1) to strongly agree (5). All 

questions are borrowed and adapted from Kim and Cha (2021). 

   

3.6 Validity and reliability 

 The questionnaires were tested before distributing to ensure validity and 

reliability. Since the questionnaires were adopted from previous related empirical 

studies with a high-reliability score, it can be ensured that all sections are valid and 

reliable. The questionnaire was examined and revised according to the project 

advisor's advice. In addition, the pilot study was conducted with the 30 qualified 

respondents who are Thai ages between 18 and 34 who have recently seen the green 

content posted by oil and gas business Facebook fan page in the last three months to 

ensure the reliability and validity of the questionnaire. The result from the pretest 

showed the high-reliability score of questionnaires as follows: media exposure at 
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0.761, consumer attitude at 0.826, and purchase intention at 0.810. In which the 

acceptance level of Cronbach's alpha value is 0.700 and above. 

 

3.7 Data analysis 

Data were collected during November 2021 via a Google online survey form. 

The collected data were coded and analyzed by using the Social Science Statistical 

Package (SPSS) program. To analyze the finding, descriptive statistics and inferential 

statistics were used to describe the data. Descriptive statistic was presented in mean 

and standard deviation with a confidence level at 95%. Inferential statistics were used 

to examine the relationship between two variables by using Pearson's Product 

Moment Correlation. 

 

Table 3.1  

Likert Scale Interpretation 

 

Likert Scale Description Value of Allocation 

1 Strongly Disagree 1.00-1.49 

2 Disagree 1.50-2.49 

3 Neither agree nor disagree 2.50-3.49 

4 Agree 3.50-4.49 

5 Strongly agree 4.50-5.00 
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Table 3.2  

Pearson Product Moment Correlation 

 

Scoring Scale Meaning 

1.00 Perfect positive association 

1 - 0.76 Very strong positive association 

0.75 - 0.51 Moderate positive association 

0.50 - 0.26 Weak positive association 

0.25 - 0.01 Negligible positive association 

0.00 No positive association 

 

 The Pearson Product Moment Correlation will be conducted to explore the 

relationship between two variables in which the model was adopting from Okveja and 

Ongkrutraksa (2019, as cited in Jakmongkolchai, 2020) as shown in table 3.2. 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CHAPTER 4 

RESEARCH FIDINGS 

 

This chapter describes the finding and results from the survey questionnaire, 

which was conducted with 200 respondents who are Thai ages between 18 and 34 

years old and have recently seen the green content post on oil and gas business 

Facebook fan page in the past three months. The data were collected during 

November 2021.  

The findings of this research were divided into five parts including:  

Part 1: Demographic profile of the sample 

Part 2: Media exposure 

Part 3: Consumer attitude 

Part 4: Purchase intention  

Part 5: Relationship between media exposure and consumer attitude, and 

consumer attitude and purchase intention 

 

4.1 Demographic profile of the sample 

 This section illustrated the demographic information of respondents, including 

ages, gender, educational level, and occupation.  

 Table 4.1 shows the ages range of respondents, which were divided into two 

groups of 18-25 years old and 26-34 years old, as shown in table 4.1. Respondents 

with 26 – 34 years were accounted for 121 individuals or 60.5%, whereas the rest, 79 

individuals or 39.5%, were 18-25 years old.  
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Table 4.1 

Age range of the respondents 

 

 Table 4.2 illustrates the gender of total respondents was separated into three 

groups of male, female, and others. Female respondents were accounted for 99 

individuals or 49.5%. Male respondents were accounted for 85 individuals, or 42.5%, 

and 16 or 8% of respondents were others. 

 

Table 4.2  

Gender of the respondents 

 

 Table 4.3 shows the occupation of respondents, which were separated into six 

groups of students, employee, government employee, freelancer, business owner, and 

others. Over 53% of respondents were employees, which is accounted for 106 

individuals. The second group with the most respondents was freelancers, with 40 

respondents or 20%. The third group with the most respondents was students, with 30 

individuals or 15%, followed by a government employee with 17 individuals or 8.5% 

Age n % 

18-25 years 79 39.5 

26-34 years 121 60.5 

Total 200 100 

Gender n % 

Male 85 42.5 

Female 99 49.5 

Others 16 8.0 

Total  200 100 
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and business owner with 7 individuals or 3.5%. There are no respondents reported as 

other occupations. 

 

Table 4.3  

Occupation of the respondents 

 

 Table 4.4 illustrated the educational level of respondents, which was divided 

into three groups of below bachelor’s degree, bachelor’s degree or equivalent, and 

higher than bachelor’s degree. Mostly, respondents held bachelor’s degrees or 

equivalent, with 159 respondents or 79.5% of the sample. The second group with the 

highest respondents was higher than bachelor’s degree with 33 respondents or 16.5%, 

followed by below bachelor’s degree with 8 respondents or 4% of the sample. 

 

Table 4.4  

Educational level of the respondents 

Occupation  n % 

Student 30 15 

Employee  106 53 

Government employee 17 8.5 

Freelancer 40 20 

Business owner 7 3.5 

Total  200 100 

Education level n % 

Below Bachelor’s Degree 8 4.0 

Bachelor’s Degree or Equivalent 159 79.5 

Higher than Bachelor’s Degree 33 16.5 

Total  200 100 
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4.2 Media exposure of green content on oil and gas business Facebook fan page 

 This section illustrated the media exposure variables on how often samples 

were exposed to the green content on the oil and gas business Facebook fan page and 

the duration of exposure based on the types of posts. 

 The Cronbach’s alpha value for the media exposure scale is 0.770 to ensure 

the scale’s reliability.  

 Table 4.5 shows the mean and standard deviation of media exposure on green 

content on oil and gas business Facebook fan page per week. Media exposure was 

measured as a frequency. The overall mean score of media exposure was 2.13 (SD = 

0.48). This result indicated that, on average, respondents were exposed to green 

content on the oil and gas business Facebook fan page 1-2 days per week and spent 1-

5 minutes on the post per time of exposure. 

For frequency of exposure, the scale ranged from 1 to five, where score 1 

refers to less than once, 2 refers to 1-2 days, 3 refers to 3-4 days, 4 refers to 5-6 days, 

and 5 refers to every day. The result showed that samples had a low level of 

frequency in exposure to green content on oil and gas business Facebook fan page as 

the mean score given for the frequency of exposure was 2.45. The respondents were 

most frequently exposed to green content in text type (M = 2.71, SD = 0.74), followed 

by green content in photo type  

 (M = 2.54, SD = 0.76). Samples are least frequently exposed to green content in 

video type (M = 2.10, SD = 0.81).  

For the duration of exposure, the scale 1 refers to less than 1 minute, 2 refers 

to more than 1 – 5 minutes, 3 refers to more than 5 – 10 minutes, 4 refers to more than 

10 - 15 minutes, and 5 refers to more than 15 minutes. The result showed that samples 
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had a low duration of exposure as the mean score was 1.81. The highest duration of 

exposure was green content in text types (M = 2.00, SD = 0.72), followed by green 

content in photo types (M = 1.87, SD = 0.53). Respondents had least duration of 

exposure on green content in video type (M = 1.57, SD = 0.62). 

 

Table 4.5  

Mean and Standard Deviation of media exposure of green content on oil and gas 

business Facebook fan page 

 

 

4.3 Consumer attitude of green content on oil and gas business Facebook fan 

page 

 This section illustrated the respondent’s attitude towards green content on the 

oil and gas business Facebook fan page. Consumer attitudes were measured by using 

five-point Likert where the scale 5 refers to strongly agree with the statement and 

score 1 refers to strongly disagree with the statement. 

 To ensure the scale’s reliability, the Cronbach’s alpha score for the consumer 

attitude scale was 0.900. 

Media exposure M SD 

Frequency of exposure 2.45 0.68 

Green content in text type 2.71 0.74 

Green content in photo type 2.54 0.76 

Green content in video type 2.10 0.81 

Duration of exposure 1.81 0.43 

Green content in text type 2.00 0.72 

Green content in photo type 1.87 0.53 

Green content in video type 1.57 0.62 

Total  2.13 0.48 
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 Table 4.6 shows the mean and standard deviation of consumer attitude towards 

green content on oil and gas business Facebook fan page, with a mean score of 3.65 

(SD = 0.47). The result was divided by the dimension of green advertising, including 

reliability, attractiveness, and informativity. The overall score for the reliability 

dimension was 3.60 (SD = 0.52). There are four statements measuring the reliability 

of the green content on the oil and gas business Facebook fan page. The statement 

with the highest score was ‘I think green content presented on oil and gas business 

Facebook fan page is generally reliable’ (M = 3.99, SD = 0.59), followed by ‘I trust 

the information of green content that presented on oil and gas business Facebook fan 

page’ (M = 3.92, SD = 0.64), and ‘I think green content presented on oil and gas 

business Facebook fan page is sincere’ (M = 3.56, SD = 0.69). The statement with the 

lowest mean score was ‘I think green content presented on oil and gas business 

Facebook fan page express the true nature of the product’ (M = 2.94, SD = 0.70). 

 The second dimension, attractiveness, had an overall mean score of 3.55 (SD = 

0.54). The attractiveness dimension was measured by five statements. The statement 

with the highest mean score was ‘I think green content presented on oil and gas 

business Facebook fan page is interesting’ (M = 3.72, SD = 0.66), followed by ‘I like 

green content that presented by oil and gas business Facebook fan page’ (M = 3.63, 

SD = 0.63), ‘Green content presented on oil and gas business Facebook fan page catch 

my attention’ (M = 3.56, SD = 0.70), and ‘I think green content presented on oil and 

gas business Facebook fan page is attractive’ (M = 3.44, SD = 0.67). The statement 

with the lowest mean score was ‘I think green content presented on oil and gas 

business Facebook fan page is novel’ (M = 3.40, SD = 0.83) 
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 The last dimension, informativity, had an overall mean score of 3.90 (SD = 

0.57). The informativity dimension was measured by three statements. The statement 

with the highest mean score was ‘I think green content presented on oil and gas 

business Facebook fan page is easy to understand’ (M = 4.40, SD = 0.75), followed by 

‘I think green content presented on oil and gas business Facebook fan page provide 

information on eco-friendliness’ (M = 4.34, SD = 0.69). The statement with the lowest 

mean score was ‘I think green content presented on oil and gas business Facebook fan 

page give me the information I need’ (M = 2.98, SD = 0.68). 

 

Table 4.6  

Mean and Standard Deviation of consumer attitude towards green content on oil and 

gas business Facebook fan page 

 

Consumer attitude M SD 

Reliability 3.60 0.52 

I think green content presented on oil and gas business Facebook fan 

 page is generally reliable 

3.99 0.59 

I trust the information of green content that presented on oil and gas 

 business Facebook fan page 

3.92 0.64 

I think green content presented on oil and gas business Facebook fan 

 page is sincere 

3.56 0.69 

I think green content presented on oil and gas business Facebook fan 

 page express the true nature of the product 

2.94 0.70 

Attractiveness 3.55 0.54 

I think green content presented on oil and gas business Facebook fan 

 page is interesting 

3.72 0.66 

I think green content presented on oil and gas business Facebook fan 

 page is novel 

3.40 0.83 

I think green content presented on oil and gas business Facebook fan 

 page is attractive 

3.44 0.67 

I like green content that presented by oil and gas business Facebook 

 fan page 

3.63 0.63 

Green content presented on oil and gas business Facebook fan page 

 catch my attention 

3.56 0.70 
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Consumer attitude M SD 

Informativity 3.90 0.57 

I think green content presented on oil and gas business Facebook fan 

 page provide information on eco-friendliness 

4.34 0.69 

I think green content presented on oil and gas business Facebook fan 

 page is easy to understand 

4.40 0.75 

I think green content presented on oil and gas business Facebook fan 

page give me the information I need 

2.98 0.68 

Total  3.65 0.47 

 

4.4 Purchase intention of eco-friendly products presented on oil and gas business 

Facebook fan page 

 This section illustrated the respondent’s purchase intention on eco-friendly 

products that was presented on the oil and gas business Facebook fan page. The 

purchase intention was measured using a five-point Likert scale to measure the level 

of agreement on the statements where scale 5 refers to strongly agree and scale 1 

refers to strongly disagree.  

 The Cronbach’s alpha for the purchase intention scale was 0.811, ensuring the 

reliability of the scale. 

 Table 4.7 shows the mean and standard deviation score of purchase intention, 

which an overall mean score was 3.88 (SD = 0.48). This part includes six statements 

regarding purchase intention. The statement with the highest mean score was ‘I think 

using eco-friendly product presented on oil and gas business Facebook fan page 

relives the guilt of environmental destruction’ (M = 4.33, SD = 0.75), ‘I will use eco-

friendly product presented on oil and gas business Facebook fan page to help the 

environment’ (M = 4.25, SD = 0.70), ‘I can make a substantial contribution to the 

environment by using eco-friendly products presented on oil and gas business 

Facebook fan page’ (M = 4.22, SD = 0.75), ‘I am likely to purchase products 
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presented as green product on oil and gas business Facebook fan page’ (M = 3.76, SD 

= 0.61), and ‘I am willing to recommend eco-friendly product presented on oil and 

gas business Facebook fan page to others’ (M = 3.61, SD = 0.63). On the other hand, 

the statement with the lowest mean score was ‘I will definitely buy the product 

presented as green on oil and gas business Facebook fan page’ (M = 3.11, SD = 0.58). 

 

Table 4.7 

Mean and Standard Deviation of purchase intention of green content on oil and gas 

business Facebook fan page 

Purchase intention M SD 

I am willing to recommend eco-friendly product presented on 

oil and 

 gas business Facebook fan page to others 

3.61 0.63 

I will use eco-friendly product presented on oil and gas 

business 

 Facebook fan page to help the environment 

4.25 0.70 

I am likely to purchase products presented as green product on 

oil and 

 gas business Facebook fan page 

3.76 0.61 

I think using eco-friendly product presented on oil and gas 

business 

 Facebook fan page relives the guilt of environmental 

destruction 

4.33 0.75 

I will definitely buy the product presented as green on oil and 

gas 

 business Facebook fan page 

3.11 0.58 

I can make a substantial contribution to the environment by 

using 

 eco-friendly products presented on oil and gas business 

Facebook fan 

 page 

4.22 0.75 

Total  3.88 0.48 
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4.5 Relationship between media exposure and consumer attitude, consumer 

attitude and purchase intention 

 

 Media exposure and consumer attitude 

 This section illustrated the result for the correlation according to the two 

hypotheses of the relationship between media exposure and consumer attitude and 

consumer attitude and purchase intention.  

 Table 4.8 shows the correlation between media exposure and consumer 

attitude. By applying Pearson’s Correlation, the results indicated that media exposure 

has a weak positive association with consumer attitude (r = 0.27, p < 0.01). Thus, the 

result showed approval of the first hypothesis; there is a relationship between media 

exposure and consumer attitude towards environmental communications on oil and 

gas business Facebook fan page. The result can be implied that the more consumers 

are exposed to green content, the better their attitude level. 

 

Table 4.8  

Correlation between media exposure and consumer attitude 

 

Relationship between  r 

Media exposure and Consumer attitude 0.27* (Weak positive 

association) 

*Correlation is significant at the 0.01 level (2-tailed) 
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 Consumer attitude and purchase intention 

Table 4.9 shows the correlation between consumer attitude and purchase 

intention. By applying Pearson’s Correlation, the results indicated that consumer 

attitude has a moderate relationship with purchase intention (r = 0.70, p < 0.01). Thus, 

the second hypothesis, there is a relationship between consumer attitude and 

consumer purchase intention toward environmental communications on oil and gas 

business Facebook fan page, was accepted. The result can be implied that the better 

level of consumers’ attitude, the more purchase intention they have.  

 

Table 4.9  

Correlation between consumer attitude and purchase intention 

 

Relationship between  r 

Consumer attitude and purchase intention 0.70* (Moderate positive 

association) 

*Correlation is significant at the 0.01 level (2-tailed) 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

CHAPTER 5 

SUMMARY AND DISCUSSION 

 

This chapter will further discuss the findings of this paper by providing detail 

of summary, discussion, limitation of the study, direction for future study, and 

practical implications. 

 

5.1 Summary  

This study aims to examine consumers’ exposure, attitude, and purchase intention 

toward Environmental communications on oil and gas business Facebook fan page as 

well as explore the relationship between consumers’ exposure and attitude and 

consumers’ attitude and purchase intention toward Environmental communications on 

oil and gas business Facebook fan page. Thus, the finding provided in this paper will 

answer the following questions:  

1. What are consumers’ exposure, attitude, and purchase intention toward 

environmental communications on oil and gas business Facebook fan page? 

2. What is the relationship between consumers’ exposure and attitude toward 

environmental communications on oil and gas business Facebook fan page? 

3. What is the relationship between consumers’ attitude and purchase intention 

toward environmental communications on oil and gas business Facebook fan 

page? 
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There are two hypotheses aims to test in this paper including:  

H1: There is a relationship between media exposure and consumer attitude towards 

environmental communications on oil and gas business Facebook fan page 

H2:  There is a relationship between consumer attitude and consumer purchase 

intention toward environmental communications on oil and gas business Facebook fan 

page  

 The research was conducted in a quantitative approach by using an online 

survey questionnaire as a tool to collect data. The data were collected during 

November 2021 from 200 respondents who are Thai ages between 18 and 34 who 

have recently seen the green content on the oil and gas business Facebook fan page in 

the last three months. The questionnaire consists of five parts which are screening 

questions, media exposure, consumer attitude, purchase intention, and demographics. 

With the use of screening questions, it can be ensured that those who are not qualified 

as a respondent will not be included in this paper. All data were computed by using 

SPSS (Statistic Package for Social Science) program and was analyzed based on the 

descriptive statistic and inferential statistics. The Cronbach’s alpha was tested to 

ensure the reliability and validity of the scale.  

 

Demographics 

 From the total of 200 respondents, there were 60.5% of the samples aged 

between 26-34 years old which is accounted for 121 individuals, while the rest, 39.5% 

of the samples aged between 18-25. The female respondents were 49.5% of the 

samples or 99 respondents. At the same time, the second-largest group of gender was 
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male at 42.5% of the samples. In terms of occupation, over half of the samples were 

an employee, with a percentage of 53 or 106 respondents. For the educational level, 

the majority of the samples hold a bachelor’s degree or equivalent at a percentage of 

79.5 or 159 respondents.  

 

Media exposure 

 Media exposure was separated into two dimensions of frequency and duration 

of exposure, where each dimension was divided into three types of content: text post, 

photo post, and video post. According to the result, the mean score for overall media 

exposure was 2.13, which illustrated that on average, respondents were exposed to 

green content on oil and gas business Facebook fan page 1-2 days per week with an 

average of 1-5 minutes per time of exposure. To further discuss, the frequency of 

exposure and duration of exposure was explained. The mean score for overall 

frequency of exposure was 2.45 (SD = 0.68), where samples had most frequently been 

exposed to green content in text type with a mean score of 2.7 (SD = 0.74). 

Meanwhile, the overall score for the duration of exposure was 1.81 (SD = 0.43). 

Respondents reported the highest duration of exposure on green content in text type 

with a mean score of 2.00 (SD = 0.72). 

 

Consumer attitude 

 Consumer attitude was measured by 12 statements in which the statements 

were divided by green advertising dimensions, including reliability, attractiveness, 

and informativity. According to the result, the overall mean score for consumer 

attitude was 3.65 out of 5.00, representing that samples have a moderately positive 
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attitude towards green content on oil and gas business Facebook fan page. Of the 

three dimensions for consumer attitude, there were not many differences in reliability 

and attractiveness dimension. The reliability dimension received an overall mean 

score of 3.60 (SD = 0.52). The statement with the highest mean score was ‘I think 

green content presented on oil and gas business Facebook fan page is generally 

reliable ‘(M = 3.99, SD = 0.59). The statement with the lowest statement was I think 

green content presented on oil and gas business Facebook fan page express the true 

nature of the product (M = 2.94, SD = 0.70). At the same time, the attractiveness 

dimension received an overall mean score of 3.55 (SD = 0.54). The statement with the 

highest mean score was I think green content presented on the oil and gas business 

Facebook fan page is interesting (M = 3.72, SD = 0.66). The statement with the lowest 

mean score was ‘I think green content presented on oil and gas business Facebook fan 

page is novel’ (M = 3.40, SD = 0.83). Lastly, the informativity dimension received the 

highest mean score at 3.90 (SD = 0.57). The statement with the highest score was ‘I 

think green content presented on il and gas business Facebook fan page is easy to 

understand’ (M = 4.40, SD = 0.75). The statement with the lowest mean score was ‘I 

think green content presented on oil and gas business Facebook fan page give me the 

information I need’ (M = 2.98, SD = 0.68). 

 

Purchase intention 

 There are six statements used to measure the purchase intention in which the 

overall score for purchase intention was 3.88 out of 5.00, showing that respondents 

have a moderate level of intention to purchase the product that was presented in green 

content on oil and gas business Facebook fan page. The statement with the highest 
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mean score was ‘I think using eco-friendly product presented on oil and gas business 

Facebook fan page relives the guilt of environmental destruction’ (M = 4.33, SD = 

0.75). While the statement with the lowest mean score was ‘I will definitely buy the 

product presented as green on oil and gas business Facebook fan page’ (M = 3.11, SD 

= 0.58). 

 

Inferential Statistics Analysis 

 The correlation test was conducted by using Pearson’s Correlation to explore 

if the variables are correlated. The result indicated that there was a weak positive 

relationship between media exposure and consumer attitude at a significant level of 

0.01 with  r = 0.272. This can be implied that if the respondents’ score for media 

exposure increased, the score of attitudes would also increase.  

 In addition, the result also indicated that there was a moderate positive 

relationship between consumer attitude and purchase intention at a significant level of 

0.01 with r = 0.693. This can be implied that if the score of attitudes increased, the 

score of purchase intention would also increase.  

 In conclusion, based on the results, it can be implied that male and female 

Thai consumers with an educational level of bachelor’s degree or equivalent and is 

working as an employee have a low level of exposure to the green content in the oil 

and gas business. The average time of exposure is 1-2 days per week and 1-5 minutes 

per exposure time. However, they hold a positive attitude towards the contents as it 

portrays a piece of reliable information with an interesting visual element. In addition, 

the contents also offered environmental knowledge that is easy to read and 
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understand. Therefore, since consumers like the content, they are willing to buy, use, 

and recommend the products featured in the post to contribute to the environment. 

 

5.2 Discussion 

 According to the result of the study, there are five parts explained in this 

section, including media exposure, consumer attitude, purchase intention, the 

relationship between media exposure and consumer attitude, and the relationship 

between consumer attitude and purchase intention. 

 

Media exposure of green content on oil and gas business Facebook fan page 

 Based on the results, green content in text type received the highest score in 

both frequency and duration of exposure, which aligns with the result from the 

previous study on environmental content on Facebook. Respondents were most 

frequently exposed to environmental-related posts in text type (Jakmongkolchai, 

2020). Respondents also reported the longest duration of exposure on green content in 

text type. This might be because green content on the oil and gas business Facebook 

fan page in text type provides valuable and exciting information regarding the 

environmental issue; therefore, consumers spend more time focusing on the detail of 

the content. However, consumers exposure showed quite a low level might be because 

of the changed algorithm of the Facebook application as the current algorithm was 

limited the frequency of posts to be shown in news feed page of consumers based on 

the level of engagement of consumers with the page (Jakmongkolchai, 2020). In other 

words, if consumers engage with the green content post on the page more often, they 

will have more chances to see the related post in their feed. Therefore, the low level of 
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exposure illustrated that consumers might not be interested in current green content 

posted by the oil and gas business fan page. 

 

Consumer attitude towards green content on oil and gas business Facebook fan page 

 The findings indicated that consumers agreed with attitude statements with a 

moderate mean score. The highest mean score was informativity dimension at 3.90, 

followed by reliability dimension at 3.60, and attractiveness dimension at 3.55. 

Therefore, it is suggested that consumers have a positive attitude towards the green 

content presented on oil and gas business Facebook fan page. To further discuss, the 

three dimensions of consumer attitude will be explained in this part. 

 

Reliability 

Based on the findings, it can be implied that the oil and gas business offered 

correct information where consumers can rely on. Consumers agreed that the business 

provides reliable and truthful information regarding environmental related. In 

addition, consumers perceived that the green content was presented sincerely. This 

might be because businesses usually offer a piece of information with valid empirical 

evidence from reliable sources. Also, the reliability of business in sustainability might 

be influenced by related awards issued by reputed institutes, e.g., SET sustainability 

awards. In addition, previous research indicated that for Bangchak company, they 

focused on the long-term sustainability performance as the green initiative was driven 

from the strategic level. Thus, they held a positive reputation for sustainability 

(Srisawek, 2014). However, consumers feel that some of the green content with a 

product featured did not express the true nature of the products. A plausible 
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explanation might be that consumers generally perceive that the oil and gas business 

products are harming the environment (EY, 2017). 

 

Attractiveness 

Among the three dimensions of attitude, consumers showed the least 

agreement on the attractiveness dimension’s statements. This can be implied that  

respondents have a neutral feeling on the level of attractiveness of green content on 

the oil and gas page compared to the other two dimensions.  

According to the result, it is suggested that consumers have a positive attitude 

on the level of attractiveness of the green content. They like the visual and 

information elements as it is novel and exciting. This implied that the business offers 

a variety of green content topics that are new to the consumers. In addition, 

respondents agree that the oil and gas business can provide attractive green content 

that catches their attention. This represented that the oil and gas business successfully 

presented appealing environmental-related content to the consumers. 

 

Informativity 

Of the three dimensions of attitude, consumers reported the highest level of 

agreement for the informativity dimension. Therefore, this can be implied that 

respondents have the most favorable feeling on the informativeness of the green 

content presented on the oil and gas business Facebook fan page.  

The finding indicated that oil and gas businesses could provide adequate and 

helpful information related to the environment in an easy-to-understand context to the 

consumers. Consumers agree that green content presented in the oil and gas business 
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Facebook fan page provided information on eco-friendliness and easy-to-understand. 

Since the consumers have a highly positive attitude toward the green content in terms 

of informativeness, they might view the oil and gas business Facebook fan page as an 

informative source for environmental-related information. However, consumers feel 

that some of the current posts are not able to provide the detail they need. This might  

be because most of the green content provided by oil and gas businesses falls into 

waste management, carbon emission, pollution control, and renewable energy which 

might not align with consumers’ needs or interests, thus they cannot relate to that 

topic. The previous study supported this suggested that consumers are more likely to 

have a positive attitude if they feel that the information offered is valuable for them 

(Zhang & Wang, 2005). 

 

Purchase intention of eco-friendly products presented on oil and gas business 

Facebook fan page 

 According to the result of the study, it can be said that green content in the oil 

and gas business Facebook fan page is successful in strengthening the intention to 

purchase eco-friendly products presented on the page. Consumers agreed to 

recommend, use, and purchase eco-friendly products featured on the oil and gas 

business page. The result was supported by a previous study by Trim (2020), that 

consumers are now seeking a brand that supports the environment. This is because 

consumers feel that using the products offered by the page can help lessen the 

negative impact on the environment. Another plausible explanation is that consumers 

are aware that they are one of the factors that negatively impact the environment. 

Therefore, they prefer using eco-friendly products to relives the guilt of 
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environmental destruction. In terms of eco-friendly products, the oil and gas business 

is now offering products that align with an environmental concept to meet the 

regulation, mission, also positioning themselves as a sustainability corporate that 

contributes to a better environment. The products are usually presented to reduce 80 

pollution, which is one of the significant concerns in Thailand currently (Climate and 

Clean Air Coalition, 2021). In addition, the business is also promoting their initiative 

and progress about the intention and investment in new energy that will sustain the 

environment. Therefore, by perceiving the benefits of eco-friendliness products 

offered by the oil and gas business, consumers are more likely to purchase the 

products to make a substantial contribution to the environment. 

 

Relationship between media exposure and consumer attitude toward environmental 

communications on oil and gas business Facebook fan page 

 According to the research findings from correlation analysis, there was a weak 

positive relationship between media exposure and consumer attitude. Therefore, the 

first hypothesis was accepted. This portrayed that the more consumers are exposed to 

green content offered by the business, the better attitude they have. The result was 

supported by the previous study that consumer attitude formed after being exposed to 

the related media (Zhu, 2012). To further discuss, green content in text types was 

reported as the most frequent type of media consumers exposed to. It was also 

indicated that text posts gained the longest duration of exposure.  

Although the result accepted the first hypothesis, the correlation is low. This 

might be because consumers formed attitudes by being exposed to other touchpoints, 

e.g., directly experienced with the products or services. As a result from most admired 
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brand research conducted with Thai consumers on the most reliable oil and gas station 

showed that the consumers have quite different agreement on the specific brands in 

terms of best services station in which PTT station that operates by PTT Public 81 

Company Limited received the highest score; almost twice as much than Shell as a 

second-place (P.Sininat, 2021). Moreover, a previous study from Liin (2015) 

conducted with different media types indicated that respondents have the highest 

exposure to Line. In addition, media exposure has a positive relationship with 

consumers’ attitudes towards PTT service stations. Thus, it can be implied that apart 

from having direct experience with the product or services, consumers might form an 

attitude by exposing themselves to other media platforms as well. Therefore, it can be 

implied that consumers might form an attitude based on exposure to the media in a 

different channel and having direct experience at a service station or with the productใ 

  

Relationship between consumer attitude and purchase intention toward environmental 

communications on oil and gas business Facebook fan page 

 By using the inferential analysis to explore the correlation between consumer 

attitude and purchase intention, the result indicated that there was a moderate positive 

relationship between these variables. In other words, this result portrayed that the 

better level of attitude consumers has toward the green content offered on the page, 

the higher level of intention to purchase they are. It is also illustrated that businesses 

successfully present environmental communications to strengthen consumers’ 

purchase intention.  

The possible reason that consumer attitude toward environmental 

communications on oil and gas business Facebook fan page has a moderate 
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relationship with purchase intention is that business offers green content that meets 

the expectation of consumers in terms of reliability, attractiveness, and informativity 

of the content. Therefore, providing eco-friendliness information of the products can 

leverage consumers’ knowledge in a related topic that contributed to their intention to 

purchase the products. This was supported by previous research regarding 

environmental topics that consumers’ awareness has a positive relationship with a 

behavioral tendency (Tue, 2018). In other words, having more green knowledge can 

lead to a higher level of intention to perform a corresponding action. Therefore, it can 

be implied that the page successfully provided environmental-related information to 

consumers positively, which strengthened their level of intention to purchase the 

offered products.  

The results are consistent with previous empirical regarding environmental 

communication topic that attitude correlates with the purchase intention meaning that 

it drives the consumer’s behavior (Chekima et al., 2015; Huang et al., 2014; Liao et 

al., 2020; Zhu, 2012). Therefore, if consumers hold a positive attitude towards an 

attitude object, they are more likely to perform a correlated positive behavior (Casaló 

& Escario, 2018). 

 

5.3 Limitation of the research 

 Overall, the research was successfully conducted with a moderate mean score. 

The two hypotheses were accepted as aligned with previous empirical from a 

literature review. In which the paper can contribute to the body of knowledge 

regarding environmental communications and oil and gas business areas. However, 
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there is one limitation of the study that can be noticed for an improvement of future 

study as follow.  

 The paper was conducted on the oil and gas business in general only without a 

specific company mentioned. Therefore, information regarding findings and 

suggestions provided in this paper is based on the general oil and gas business. 

However, the paper can be improved by extending to specific oil and gas companies 

in the future. 

 

5.4 Direction for future research 

 To gain more specific information regarding the topic, some suggestions as a 

direction for future research in a similar or related topic are as follows. 

1. Since the research explored the media exposure, attitude, and purchase 

intention of the oil and gas business in general. To further the result and findings, 

future studies should explore a different brand in this business. This can help further 

the study in a specific brand which can contribute to the communication practices of 

the brand. 

 2. This study was conducted in a quantitative approach, which is beneficial for 

generalizing the result to the population. However, to leverage the result of future 

study, a qualitative approach could be considered by using in-depth interviews or 

focus groups as a method to collect data. A researcher can get more detailed 

information on why consumers expose, perceive, and hold the specific level of 

purchase intention by conducting an interview. This will help a researcher to leverage 

the knowledge and access to the reason behind consumers’ thinking.  
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3. Future research can be conducted by expanding the notion to other social 

media platforms such as Line, as it was ranked as the second most used social media 

platform in Thailand, following Facebook (Kemp, 2021). 

 

5.5 Practical Implications 

 The finding of this paper provides various useful information that can 

contribute to environmental communications and especially for the oil and gas 

business. The result suggested that oil and gas businesses were successfully executed 

environmental communications on their Facebook page as respondents have a positive 

attitude and purchase intention towards the contents. Following are a suggestion of 

practical implications from this research. 

 1. Based on the result, it is suggested that consumers have the highest positive 

attitude towards environmental communications on oil and gas business Facebook fan 

page on informativity dimension. Communication practitioners can leverage 

consumers’ positive attitudes by providing consistent and accurate eco-friendliness 

information aligned with consumers’ interests. The green content should relate to 

consumers’ preferences and should be presented in an easy-to-understand context 

with minimal use of the technical term. 

 2. The oil and gas business can strengthen the level of exposure to the green 

content of consumers by improving the visual elements of the post. This is because 

respondents reported second most frequently exposed to green content in photo type 

with a second-longest duration of exposure. The photo post should be distinguished 

from other green content presented by other pages to create a sense of newness that 

can catch consumers’ attention. 
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 3. To strengthen the trustworthiness of the products presented as 

environmental friendliness on the page, the oil and gas business should present the 

eco-friendliness products related to the business with real benefits and factual 

statements as a proof point. In addition, communication practitioners must avoid 

using overclaim and vague claims when presenting a green product. Also, an 

endorsement from a third party such as a professional or an expert in the related fields 

would help create a sense of reliability to the advertised products. 

 4. Another practical implication is that the oil and gas business should present 

the functional and psychological benefits of the eco-friendly products on the page to 

satisfy consumers in both aspects, increasing the level of purchase intention. An 

example of a functional benefit is the benefit of using eco-friendly products. In 

contrast, the psychological benefit is the good feeling of being a green consumer who 

contributes to a better environment. 

 5. Based on the findings, consumers have a high intention to purchase 

ecofriendly products presented on the oil and gas business Facebook fan page. 

Therefore, this provides an opportunity for the oil and gas business to expand the 

green market by launching a new eco-friendly product to this market. 
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APPENDIX A 

Research Questionnaire (Thai version) 

 

  แบบสอบถามน้ีเป็นส่วนหน่ึงของการศึกษาเพ่ือจดัท าโครงการวิชาชีพของนิสิตระดบัมหาบณัฑิตดา้นการจดัการการ

ส่ือสารเชิงกลยทุธ์ คณะนิเทศศาสตร์ จุฬาลงกรณ์มหาวิทยาลยั เพื่อศึกษาการเปิดรับ ทศันคติ และ ความตั้งใจซ้ือของผูบ้ริโภคท่ีมีต่อ

การส่ือสารเพ่ือส่ิงแวดลอ้ม ของเฟซบุ๊กแฟนเพจธุรกิจน ้ามนัและก๊าซ 

      โดยแบบสอบถามน้ีจะใชเ้วลาในการตอบทั้งหมดประมาณ 10 นาที ผูวิ้จยัจึงใคร่ขอความร่วมมือจากท่านในการตอบ

แบบสอบถามตามความเป็นจริงหรือตามความคิดเห็นของท่าน ทั้งน้ี ขอ้มูลของผูต้อบแบบสอบถามทั้งหมดจะถูกเก็บเป็นความลบั 

และจะถกูน าไปวิเคราะห์ เพ่ือน าไปใชป้ระโยชน์ในเชิงวิชาการเท่านั้น 

 

ส่วนที่ 1: ค ำถำมคัดกรองผู้ตอบแบบสอบถำม 

ค ำชีแ้จง: กรุณำท ำเคร่ืองหมำย ( ✓ ) ในช่องท่ีตรงกับค ำตอบของท่ำน 

1. ท่านเคยเห็นโพสตเ์น้ือหาเพ่ือส่ิงแวดลอ้ม ของเฟซบุ๊กแฟนเพจธุรกิจน ้ามนัและก๊าซ (oil & gas) ในระยะเวลา 3 เดือนท่ี

ผา่นมาหรือไม่ 

1. ใช่ 

2. ไม่ใช่ → จบการท าแบบสอบถาม 

2. กรุณาระบุช่วงอายขุองท่าน 

1. ต ่ากว่า 18 ปี → จบการท าแบบสอบถาม 

2. 18-25 ปี 

3. 26-34 ปี 

4. มากกว่า 34 ปี → จบการท าแบบสอบถาม 
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ส่วนที่ 2: กำรเปิดรับ 

ค ำชีแ้จง: กรุณำท ำเคร่ืองหมำย ( ✓ ) ในช่องท่ีตรงกับค ำตอบของท่ำน 

ควำมถี่ในกำรเปิดรับ 

กำรเปิดรับเน้ือหำบนเฟ

ซบุ๊ก 

ความถี่ในการเปิดรับเน้ือหาเพ่ือส่ิงแวดลอ้ม ของเฟซบุ๊กแฟนเพจธุรกิจน ้ ามนัและก๊าซ (oil & gas)

ใน 1 สัปดาห์ 

กรุณำระบุควำมบ่อยคร้ัง

ในกำรเปิดรับเนือ้หำต่ำงๆ 
ทุกวนั 5-6 วนั 3-4 วนั 1-2 วนั นอ้ยกว่า 1 วนั 

1. เน้ือหาเพ่ือส่ิงแวดลอ้ม

ในรูปแบบ ตวัอกัษร 

(text)  
     

2. เน้ือหาเพ่ือส่ิงแวดลอ้ม

ในรูปแบบ รูปภาพ 

(photo)  
     

3. เน้ือหาเพ่ือส่ิงแวดลอ้ม

ในรูปแบบ วีดีโอ (video)  
     

 

ระยะเวลำในกำรเปิดรับ 

กำรเปิดรับเน้ือหำบนเฟซบุ๊ก 
ระยะเวลาในการเปิดรับเน้ือหาเพ่ือส่ิงแวดลอ้ม ของเฟซบุ๊กแฟนเพจธุรกิจน ้ามนัและก๊าซ  

(oil & gas) ต่อคร้ัง 

กรุณำระบุระยะเวลำในกำร

เปิดรับเนือ้หำต่ำงๆ 

มากกว่า 15 

นาที 

10 นาทีขึ้นไป - 

15นาที 

5 นาทีขึ้นไป - 

10 นาที 

1 นาทีขึ้นไป - 5 

นาที 
นอ้ยกว่า 1 นาที 

1. เน้ือหาเพ่ือส่ิงแวดลอ้ม

ในรูปแบบ ตวัอกัษร (text) 
     

2. เน้ือหาเพ่ือส่ิงแวดลอ้ม

ในรูปแบบ รูปภาพ (photo) 
ของ 

     

3. เน้ือหาเพ่ือส่ิงแวดลอ้ม

ในรูปแบบ วีดีโอ (video)  
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ส่วนที่ 3 ทัศนคต ิ

ค ำช้ีแจง: กรุณำให้คะแนนข้อควำมดังกล่ำวตำมทัศนคติท่ีท่ำนมีต่อเนื้อหำเพ่ือส่ิงแวดล้อม บนเฟซบุ๊กแฟนเพจธุรกิจน ำ้มันและก๊ำซ 

(oil & gas) โดยท ำเคร่ืองหมำย ( ✓ ) ตำมหมำยเลขในมำตรำวัด 5 = เห็นด้วยอย่ำงย่ิง, 4 = เห็นด้วย, 3 = เห็นด้วยและไม่

เห็นด้วย, 2 = ไม่เห็นด้วย, 1 = ไม่เห็นด้วยอย่ำงย่ิง 

ข้อควำม เห็นดว้ยอยา่งย่ิง                   ไม่เห็นดว้ยอย่างย่ิง 

5 4 3 2 1 

ควำมน่ำเช่ือถือ 

1.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้ม บนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) เช่ือถือได้ 

     

2.  ท่าน เช่ือมั่น ในเน้ือหาเพ่ือส่ิงแวดลอ้มท่ีน าเสนอผา่นเฟซบุ๊กแฟน

เพจธุรกิจน ้ ามนัและก๊าซ (oil & gas) 

     

3.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) มีควำมจริงใจ 

     

4.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas)น าเสนอลกัษณะท่ีแทจ้ริงของผลิตภณัฑ์ 

     

ควำมน่ำดึงดูดใจ 

1.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) น่ำสนใจ 

     

2.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) มีควำมแปลกใหม่ 

     

3.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) มีควำมน่ำดึงดูด 

     

4.  ท่านชอบเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) 

     

5.  เน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ ามนัและก๊าซ 

(oil & gas) ดึงดูดควำมสนใจของท่ำน 
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ข้อควำม เห็นดว้ยอยา่งย่ิง                   ไม่เห็นดว้ยอย่างย่ิง 

5 4 3 2 1 

กำรให้ข้อมูล 

1.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) ให้ขอ้มูลความรู้ท่ีเป็นมิตรต่อส่ิงแวดลอ้ม 

     

2.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) เข้ำใจได้ง่ำย 

     

3.  ท่านคิดว่าเน้ือหาเพ่ือส่ิงแวดลอ้มบนเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) น าเสนอขอ้มูลท่ีท่านตอ้งการ 
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ส่วนที่ 4: ควำมตั้งใจซ้ือ 

ค ำช้ีแจง: กรุณำให้คะแนนข้อควำมดังกล่ำวตำมควำมตั้งใจซ้ือท่ีท่ำนมีต่อสินค้ำท่ีเป็นมิตรต่อส่ิงแวดล้อมท่ีน ำเสนอผ่ำนเนือ้หำเพ่ือ

ส่ิงแวดล้อมบนเฟซบุ๊กแฟนเพจธุรกิจน ำ้มันและก๊ำซ (oil & gas) โดยท ำเคร่ืองหมำย ( ✓ ) ตำมหมำยเลขในมำตรำวัด 5 = เห็น

ด้วยอย่ำงย่ิง, 4 = เห็นด้วย, 3 = เห็นด้วยและไม่เห็นด้วย, 2 = ไม่เห็นด้วย, 1 = ไม่เห็นด้วยอย่ำงย่ิง 

ข้อควำม เห็นดว้ยอยา่งย่ิง                  ไม่เห็นดว้ยอย่างย่ิง 

5 4 3 2 1 

 

1.  ท่านเต็มใจท่ีจะแนะน าสินคา้ท่ีเป็นมิตรต่อส่ิงแวดลอ้ม ท่ีน าเสนอ

ผา่นเฟซบุ๊กแฟนเพจธุรกิจน ้ามนัและก๊าซ (oil & gas) ต่อผูอ่ื้น 

     

2.  ท่านจะใชสิ้นคา้ท่ีเป็นมิตรต่อส่ิงแวดลอ้มท่ีน าเสนอผ่านเฟซบุ๊ก

แฟนเพจธุรกิจน ้ ามนัและก๊าซ (oil & gas) เพื่อเป็นการช่วย

อนุรักษส่ิ์งแวดลอ้ม 

     

3.  ท่านมีแนวโนม้ท่ีจะซ้ือสินคา้ท่ีน าเสนอในแนวคิดเพ่ือส่ิงแวดลอ้ม

ของเฟซบุ๊กแฟนเพจธุรกิจน ้ามนัและก๊าซ (oil & gas) 

     

4.  ท่านคิดว่าการบริโภคสินคา้ท่ีเป็นมิตรต่อส่ิงแวดลอ้มท่ีน าเสนอ

ผา่นเฟซบุ๊กแฟนเพจธุรกิจน ้ามนัและก๊าซ (oil & gas) ช่วยลด

ความรู้สึกผิดต่อการท าลายส่ิงแวดลอ้ม 

     

5.  ท่านจะซ้ือสินคา้ท่ีน าเสนอในแนวคิดเพ่ือส่ิงแวดลอ้มของเฟซบุ๊ก

แฟนเพจธุรกิจน ้ ามนัและก๊าซ (oil & gas) อยา่งแน่นอน 

     

6.  ท่านสามารถช่วยรักษาส่ิงแวดลอ้ม ดว้ยการบริโภคสินคา้ท่ีเป็น

มิตรต่อส่ิงแวดลอ้ม ท่ีน าเสนอผา่นเฟซบุ๊กแฟนเพจธุรกิจน ้ามนั

และก๊าซ (oil & gas) 
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ส่วนที่ 5: ข้อมูลทั่วไป 

ค ำชีแ้จง: กรุณำท ำเคร่ืองหมำย ( ✓ ) ในช่องท่ีตรงกับค ำตอบของท่ำน 

1. เพศ 

1. ชาย 

2. หญิง 

3. อ่ืนๆ 

2. ระดบัการศึกษาสูงสุด 

1. ต ่ากว่าปริญญาตรี 

2. ปริญาตรีหรือเทียบเท่า 

3. สูงกว่าปริญญาตรี 

3. อาชีพ 

1. นกัเรียน/ นกัศึกษา 

2. พนกังานบริษทั 

3. ขา้ราชการหรือรัฐวิสาหกิจ 

4. อาชีพอิสระ 

5. เจา้ของธุรกิจ 

6. อ่ืนๆ (โปรดระบุ)_________ 
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APPENDIX B 

Research Questionnaire (English version) 

 

 This research project is conducted in partial requirement of a Professional 

project, enrolled by a student of M.A. Strategic Communication Management from 

Faculty of Communication Arts, Chulalongkorn University. The purpose of this 

questionnaire is to study media exposure, consumer attitude, and purchase intention 

towards environmental communications on oil and gas business Facebook fan page. 

 This questionnaire will take approximately 10 minutes. You may request to 

complete the questions based on your own opinion accurately. The data collected will 

be analyzed and used for educational purposes only. 

 

Part 1: Screening question 

Instructions: please check ( ✓ ) the answer that best represent you 

1. Have you seen green content on oil and gas business Facebook fan page in the last 

three months? 

1.Yes 

2.No → stop the survey 

2. Age 

1.under 18 yrs → stop the survey 

2.18-25 yrs 

3.26-34 yrs 

4.Over 34 yrs → stop the survey 
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Part 2: Media exposure 

Instructions: please check ( ✓ ) the answer that best represent you 

Frequency of exposure 

Facebook page 

exposure 

Frequency of exposure to green content on oil and gas 

business Facebook fan page per 1 week 

Please rate how 

often you see the 

following 

everyday 5-6 days 3-4 days 1-2 days 
Less than 

once 

1. Green content in 

text type 
     

2. Green content in 

photo type 
     

3. Green content in 

video type 
     

 

Duration of exposure 

Facebook page 

exposure 

Duration of exposure to green content on oil and gas 

business Facebook fan page per 1 time of exposure 

Please rate how 

much time you 

spend on seeing the 

following 

More 

than 15 

minutes 

More than 

10 

minutes -

15 

minutes 

More than 

5 minutes 

- 10 

minutes 

More than 

1 minutes 

– 5 

minutes 

Less than 

1 minutes 

1. Green content in 

text type 
     

2. Green content in 

photo type 
     

3. Green content in 

video type  
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Part 3 Consumer attitude 

Instructions: Please rate the statements below according to your attitude towards 

green content on oil and gas business Facebook fan page by putting a tick mark ( ✓ ) 

under the number, in the scale below: 5= Strongly agree, 4= Agree, 3= Neither agree 

nor disagree, 2= Disagree, 1= Strongly disagree 

Statement Strongly agree           Strongly disagree 

5 4 3 2 1 

Reliability 

1 

I think green content presented on oil 

and gas business Facebook fan page is 

generally reliable 

     

2 

I trust the information of green content 

that presented on oil and gas business 

Facebook fan page 

     

3 

I think green content presented on oil 

and gas business Facebook fan page is 

sincere 

     

4 

I think green content presented on oil 

and gas business Facebook fan page 

express the true nature of the product 

     

Attractiveness 

1 I think green content presented on oil 

and gas business Facebook fan page is 

interesting 

     

2 I think green content presented on oil 

and gas business Facebook fan page is 

novel 

     

3 I think green content presented on oil 

and gas business Facebook fan page is 

attractive 

     

4 I like green content that presented by 

oil and gas business Facebook fan page 

     

5 Green content presented on oil and gas 

business Facebook fan page catch my 

attention 
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Statement Strongly agree           Strongly disagree 

5 4 3 2 1 

Informativity 

1 I think green content presented on oil 

and gas business Facebook fan page 

provide information on eco-friendliness 

     

2 I think green content presented on oil 

and gas business Facebook fan page is 

easy to understand 

     

3 I think green content presented on oil 

and gas business Facebook fan page 

give me the information I need 
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Part 4: Purchase intention 

Instructions: Please rate the statements below according to your intention to 

purchase eco-friendly products presented by oil and gas business Facebook fan page 

by putting a tick mark ( ✓ ) under the number, in the scale below: 5= Strongly agree, 

4= Agree, 3= Neither agree nor disagree, 2= Disagree, 1= Strongly disagree 

Statement Strongly agree               Strongly disagree 

5 4 3 2 1 

 

1 I am willing to recommend eco-friendly 

product presented on oil and gas business 

Facebook fan page to others 

     

2 I will use eco-friendly product presented 

on oil and gas business Facebook fan 

page to help the environment 

     

3 I am likely to purchase products 

presented as green product on oil and gas 

business Facebook fan page 

     

4 I think using eco-friendly product 

presented on oil and gas business 

Facebook fan page relives the guilt of 

environmental destruction 

     

5 I will definitely buy the product 

presented as green on oil and gas 

business Facebook fan page 

     

6 I can make a substantial contribution to 

the environment by using eco-friendly 

products presented on oil and gas 

business Facebook fan page 
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Part 5: Demographic 

Instructions: please check ( ✓ ) the answer that best represent you 

1. Gender 

1. Male 

2. Female 

3. Others 

2. Educational level 

1. Below Bachelor’s degree 

2. Bachelor’s degree or equivalent 

3. Above Bachelor’s degree 

3. Occupation 

1. Student 

2. Employee 

3. Government employee 

4. Freelancer 

5. Business owner 

6. Others (please specify)_________ 
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