
“Like us on Facebook!” 

 

 

 

Facebook was the most popular social media platform in South Africa in 2016, with 13 

million users. The core of Facebook’s service offering is connections, which has 

recently become very popular as a form of marketing - connecting brands and 

businesses to their target markets. Brands interact with their target markets on 

Facebook through organic (free) advertising and (2) paid advertising. However, there 

is a limited understanding of the influences on Facebook users’ reaction to advertising 

and engagement with brands on the platform. 

A research study was conducted by Petra Sanne, a Master’s student in the 

Department of Marketing Management, to determine whether the Theory of Planned 

Behaviour could be applied to understand and predict engagement with Facebook 

advertising. Data were collected by using non-probability convenience sampling, on a 

sample of 656 Facebook users, by means of an online survey. 

This study tests whether attitude, subjective norms and perceived behavioural control 

predicts a Facebook user’s behavioural intention to engage with the Facebook 

advertising of a brand and in turn, if this behavioural intention leads to actual 

engagement with the Facebook advertisement. 

The findings indicated that attitude was the strongest predictor of behavioural intention 

to engage with Facebook advertising, followed by subjective norms. However, 

perceived behavioural control was found not to be a significant predictor of behavioural 

intention to engage with Facebook advertising. Therefore, the Theory of Reasoned 

Action was found to be more appropriate to predict engagement with Facebook 

advertising, as it excludes perceived behavioural control. Furthermore, behavioural 

intention to engage with Facebook advertising was found to predict actual 

engagement. 

Social media marketers who wish to increase the attitude and social norms of their 

customers may want to create advertisements with a competitive angle (remunerative) 

that are entered by either sharing the advertisement or by tagging other Facebook 

users in the comments (Friendvertising). 

This research was conducted as part of the fulfilment of the Master’s degree in 

Marketing Management in 2016 with the Department of Marketing Management by 

Petra Sanne under the supervision of Prof M. Wiese. 
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