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ABSTRACT

Useracceptanceandsatisfactionareimportantfactorswhenevaluatinganytechnology.Thispaper
investigatesthekeydeterminantsthatdrivetheadoptionofsocialcommercewithintheJordanian
community.AmodificationtotheTheoryOfAcceptanceAndUseOfTechnologywasempirically
validatedbyapplyingaquantitativesurveyquestionnaire.Severalstatisticaltechniqueswereutilized
toexaminethemodifiedmodel.Themodifiedmodelshowedthatperformanceexpectancy,effort
expectancy,social influence,andenjoymentexpectancyaresignificant influencersofbehavioral
intentions.Facilitatingconditionsandbehavioralintentionsalsosignificantlyinfluencetheactual
usebehaviorofsocialcommercebytheJordaniancommunitysampled.Theresultsindicatedthat
thefourproposedmoderatingvariablesaffecttherelationbetweentheexpectancyvariablesandthe
behavioralvariables.

KeywoRdS
Behavioral Intentions, Online Shopping, Social Commerce, Social Media, Technology Acceptance, Technology 
Adoption, Usage Behavior, UTAUT

1. INTRodUCTIoN

Nowadays,socialmediaisbecomingapartofourlifestyle.Socialcommerce(s-commerce),asone
ofthenewestelectroniccommerce(e-commerce)applicationsoverthesocialmedia,isstartingto
attracttheattentionofresearchersandnumerousstudieshavebeencarriedout,coverings-commerce
fromdifferentperspectives(HuangandBenyoucef,2013;Liangetal.,2011).Itisdifferentfromthe
traditionale-commerceinmanyfactorsandithasmanydifferentcharacteristics,too.Actually,the
introductionofWeb2.0andthesocialnetworkingapplicationsenableds-commercetoemergeas
anewtypeofe-commerce(Momanietal.,2018).S-commercerepresentsthebenefitingfromthe
socialnetworkstoenhancethee-commercebyadoptingsomenewactivitiestotheonlineshopping
process,inordertomakeitmoresocialandacceptablebyusers(GatautisandMedziausiene,2014).
S-commerceseemstobeanenjoyablealternativetothetraditionalwayofonlineshopping,becauseof
therevolutionarycommunicatingfeaturesofferedtotheconsumers.AsmentionedbyMomanietal.
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(2017),socialmediacommunicationandinteractiontoolsmaketheonlineshoppingmoreenjoyable,
andasaresult,itwillincreasethelevelofacceptance,aswellas,thesatisfactionoftheprocess.

Therefore,theupgrowingproblemisthatthisacceptanceneedstobeassessedinordertoexplore
and evaluate the degree of consumers’ acceptance and satisfaction to this new technology. The
proposedsolutionistoapplyoneofthetechnologyacceptancetheoriesinordertoassesstheability
fortheproposedresearchpopulation(Jordanians)toadoptsuchkindoftechnology(s-commerce)
withintheirusagebehavior(onlineshopping).Actually,thisfieldofsoftwareengineeringhasalong
historyandstrongrelationwiththepsychologicalandsociologicalsciencessincethebeginningof
thetwentiethcentury(MomaniandJamous,2017).Thisstudyaimstoinvestigatetheabilityofthe
Jordaniansocietytoadopts-commerceandtheiracceptanceofusingtheirsocialmediaaccounts
toperformtheironlineshoppingactivities.Accordingly,thisresearchrevisedtheunifiedtheoryof
acceptanceanduseoftechnology(UTAUT),asoneofthemostdevelopedandintensivetechnology
acceptancetheories(Momani,2020).

In general, the majority of the technology acceptance theories and models in their original
frameworks did not design for this kind of technologies, because these theories were designed
originallytoexplaintheusagebehaviorandassesstheacceptanceofadoptinginformationsystems
inorganizationswithin themandatory styleofusage,while s-commerce is aweb-based, social-
commercial,andvoluntary-usageapplication.UTAUTmodelwasdevelopedtotesttheacceptance
ofapplyingnewtechnologiesinorganizationsandfirmswithinamandatorystyleofusagedepending
onwesternworkingenvironmentandculture(Venkateshetal.,2003).Itisworthtomentionhere
thatUTAUTmodelgotarevisionandupdatebyitsdevelopersintheformoftheextendedUTAUT
(UTAUT2)(Venkateshetal.,2012).WhiletheUTAUT2seemstobemoreapplicabletostudythis
kindoftechnologies,oneofthecontributionsofthisstudyisinvestigateandexaminetheUTAUT
modelincontextofvoluntarystyleofusageanditsviabilityafterextensionandmodification.As
mentionedbyVenkateshetal.(2012),UTAUT2canexplainfrom52%to74%ofthevariancein
behavioralintentionanusagebehavior.ThisstudywouldexaminetheapplityoftheUTAUTinthe
samecondition.

ThepurposeofthisstudyistoexaminetheabilityoftheUTAUTmodeltobeappliedovera
socialandcommercialapplicationwithinavoluntarystyleofusageforanon-westernculture,such
as the Jordanian society, whereas 34.1% of the society having their own accounts on Facebook
(ASMR,2012),whichisthemostcommonsocialnetworkwithintheJordanians.Thisrequiresthe
necessitytostudytheJordanianconsumers’behaviorsandtheirneedsdependingontheirculture,in
additiontotheirabilitytoadoptthiskindofdevelopmentonthetypicale-commercialwaythatthey
alreadyknow.ItisimportanttoknowthatthisresearchispossibletobecirculatedoveranyArab,
Middle-eastern,ordevelopingcountrywhichallsharealmostthesamefeaturesintheirneedsand
onlineshoppingbehaviors.

Accordingly, this study would modify the UTUAT model by adding some new factors and
removingsomeothersandredefiningtherelationsbetweenthesefactors.Thatwillmakeitmore
suitabletotest theacceptanceofs-commerceadoptionwithintheJordaniansdependingontheir
behavioralintentionandusagebehaviorofonlineshoppingbyusingtheiraccountsonsocialnetworks.

2. LITeRATURe ReVIew

2.1. The Unified Theory of Acceptance and Use of Technology (UTAUT)
The research study thatwasdonebyVenkatesh et al. (2003) aimed todefine aunified formof
technologyacceptancetheories.Therefore,UTAUTmodelbecomesoneofthemostintegratedand
developedtechnologyacceptancetheoriesbyadoptingthemostadvantageconstructsfromotherolder
theoriesandmodels.Theauthorstestedatotalnumberof32constructsstatedinthemostimportant
andwidelyusedeighttechnologyacceptancetheoriesandmodels(Momani,2017).Theyexamined
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allthecommoncharacteristicsandhypothesizedfourofthemasthemostsignificantanddirecteffect
onbehavioralintentionandusagebehavior.Theseconstructswere:PerformanceExpectancy(PE),
EffortExpectancy(EE),SocialInfluence(SI),andFacilitatingConditions(FC).Theresearchers,
also,studiedtheeffectofthemoderatingvariablesoftheeighttheoriesonthedecisionofinformation
technologyusage,andsummarized themin fourmoderatorsas follows:gender,age,experience,
andvoluntarinessofuse.Theynotedthatthepredictivevalidityofthetheorieswasincreasedafter
includingthemoderatingvariablestothemajorityoftheexaminedtheories.Asaresult,theUTAUT
modelassumedthattherearethreedirectdeterminantsofbehavioralintention,whichare:performance
expectancy,effortexpectancy,andsocialinfluence.Inadditiontotwodirectdeterminantsofusage
behavior,whichare:intentionofuseandfacilitatingconditions.

ThisstudyoffersanewconceptualframeworktotheUTAUTmodelthatincorporatestheunique
characteristicsofs-commercetoenhancetheunderstandingforitsacceptanceandusagewithinthe
proposedresearchpopulation.Theproposedmodificationisdoneovertheconceptoftheoriginal
modelwithsomemodificationsonitsdeterminantsandmoderators.Thesemodificationsarepresented
inthefollowingthreemajorpoints:

• Ingeneral,onlineshoppingisavoluntaryandhedonicactivity.Individualsareparticipating
becausetheyaremotivated.Consequently,thefirstmodificationisaddinganewdeterminantto
themodel,whichistheEnjoymentExpectancy(EN).Enjoymentexpectancyisdefinedasthe
extenttowhichtheactivityofusingaspecificsystemisperceivedtobeenjoyableinitsown
right,asidefromanyperformanceconsequencesresultingfromsystemuse(Venkatesh,2000)p
351.Itisanimportantdeterminantforanysocialmediaapplication,becausetheenjoymentis
oneofthekeyreasonsforusingsocialmediaandchoosings-commerce.

• Anyapplication,communication,commercialactivity,orentertainmentthroughthesocialmedia
isvoluntarybyitsnature.Thedecisiontouseanycommercialapplicationthroughsocialmediais
voluntaryandhedonicactivity,whethertheintentionofuserwaspurchasingoronlyexploratory
(Momani,2018).Accordingly,thesecondmodificationwouldbedoneovertheUTAUTmodel’s
moderatingvariables,whichisthe“voluntarinessofuse”.Itwillberemovedbecauseithasa
littleimpactonadoptinganyvoluntaryapplication,particularlys-commerce,too.

• Thisnewmodifiedmodelaimstoassesstheacceptanceofacommercialapplicationthrough
thesocialmedia.Thus,theincomefactorwouldbeanimportantadditiontothismodification,
becausethelevelofincomeiscontrollingtheabilityofpurchasingforindividuals.Therefore,the
levelofincomewillbeaddedtotheUTAUTstructureasamoderatingvariable.Itisproposed
thatitmayhaveasignificanteffectonadoptings-commerce.

Dependingonthepreviousmodificationsonthemodel,themodifiedUTAUTmodelproposed
withinthisresearchisillustratedasaconceptualframeworkasshowninFigure1,notingthatthe
new relations are shown inbold arrows.Themodifiedmodel assumes that there are fourdirect
determinantsofbehavioralintentiontouseandadopts-commerce:performanceexpectancy,effort
expectancy,socialinfluence,andenjoymentexpectancy.Inadditiontotwodirectdeterminantsof
actualusebehavior:facilitatingconditionsandthebehavioralintentiontouse.

2.2. Social Commerce
The term social commerce was introduced for the first time by (Yahoo!) in November 2005 to
describesetofonlinecollaborativeshoppingtoolssuchassharedpicklists,userratings,andother
user-generatedcontent-sharingofonlineproductinformation(KwahkandGe,2012;WangandZhang,
2012).S-commerceisconsideredasthelatestinnovationine-commercefieldbycombiningonline
socialnetworkingwithonlineshopping(Shen,2007).Itisanewstreamine-commerce,presented
recently fromthedevelopmentof informationandcommunication technologies (ICTs),Web2.0
technology,andcloudtechnology.Actually,theevolutionofWeb2.0technologyandtheintroduction
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ofwikis,blogs,communities,andsocialnetworks,havedramaticallychangedthestructureoftheweb
(Hajli,2013;LingandTurban,2008).SomeauthorslikeLeitnerandGrechenig(2007)andLianget
al.(2011)believethats-commerceisaffectedbytheexpansionofsocialnetworks.

Theacceptance andadoptionof s-commercehasbeen studied in several researchworksby
researchersfromdifferentcultures.ShenandEder(2011)examinedthefactorsthatinfluencetheuser
acceptanceofsocialshoppingwebsiteswhicharedesignedspecificallytosupportsocialinteractions
withshoppers.Theirstudyutilizedthetechnologyacceptancemodel(TAM)withspecificconstructs
thatmayenhancethepowerofthemodeltopredicttheuseracceptanceofsocialshoppingapplication
of s-commerce, including social comparison, social engagement, enjoyment, perceived ease of
use,andperceivedusefulness.Theirmodelwasempiricallytested,andtheresultsprovidedstrong
support.AccordingtothestudyofShen(2012),theonlineconsumers’behaviorsarecategorized
intothreetypes:transactional,informational,andsocial.Thisstudyexplainedthatthetraditional
e-commercesupportsthetransactionalandinformationalaspectsofonlineshopping,whilesocial
commercefulfilsthesocialaspectsofshopping,andpotentiallyenhancestheinformationalaspect
aswell.TheauthorusedTAMbyaugmentingitwithconstructsthatenhanceitsapplicationoverthe
socialshoppingandsocialcommerce.Thismodelwastestedempirically,anditwassupported.The
resultsshowedtheimportanceofdistinguishingthesocialaspectofshoppingfromtheinformational
andtransactionalaspects.

AdditionalemploymentofTAMons-commerceadoptionwasdonebyTehandAhmed(2012).
Theresearchersinvestigatedtheinfluenceofperceivedeaseofuse,perceivedusefulness,andtrust
onbehavioralintentionofMalaysians-commerceusers.Theresearcherstestedthemodelby220
s-commerceusersandtheirresultsshowedthatthetrustfactorhasfourmajordeterminants:security,
situationalnormality,vendorfamiliarity,andstructuralassurance.Moreover,thebehavioralintention
tousesocialcommerceisbuiltthroughusertrust(OhandYoon,2014;Rondán-Cataluñaetal.,2015).

Assessmentofthelargest500oftheU.S.companies’strategicuseofsocialmediafore-commerce
wasdonebyZhaoetal.(2013).Thedatacollectionandanalysisofthesamplewassourcedbythe
webcontentanalysis.Theirfindingsshowedthatthetotalofsevenpopularsocialmediatoolswere
availableonlyonaround50%ofthe217sitesforB2CandC2Conlineinteraction,communication,

Figure 1. The modified UTAUT model proposed within this research
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networking,andcollaboration.Whilelessthan50%oftheconsumerswereusingsocialmediatools
forpostingideasandcomments.Theauthorsnotedthatcompanieshavetoconsideranddevelopmore
socialmediatools,andmotivateconsumerstoactivelycommunicatewiththembyusingthesetools.

The study of Gatautis and Medziausiene (2014) aimed to address the users’ acceptance for
s-commerceinLithuaniabyidentifyingvariousfactorsaffectingtheattitudestowardsitsadoption.The
researchersreviewedtheTheoryofReasonedAction(TRA),TheoryofPlannedBehavior(TPB),and
TAM,andutilizedtheconstructsofUTAUTfortheirassessment.Thefactorofperceivedenjoyment
wasreviewedtoo.TheirproposedmodelwasempiricallytestedoverasampleoftheFacebookusers.
Theirresultsshowedthatthesocialinfluencehasthemostsignificanteffectonthebehavioralintention
towardssocialcommerceacceptance,amediumeffectfortheeffortexpectancy,whileperformance
expectancyandfacilitatingconditionhave the lowest impacton thebehavioral intention towards
socialcommerceacceptance.Fromadifferentperspective,astudyon300actives-commerceusers
whoweresurveyedbyKimetal.(2014)showedthattheconsumersblamedboththes-commerce
companiesandmerchants.Thisfeelingofregretanddisappointmentledtodissatisfaction.Alshibly
(2014)theoreticallyaddressedandempiricallyexaminedthecustomers’satisfactiontos-commerce.
Agroupof136participantsweretestedtoevaluatetwos-commercewebsitesinordertomeasure
therelationshipsamongs-commercewebsitequality,customerpsychologicalempowerment,and
customers’satisfaction.Theresultsshowedthatthecustomers’satisfactioniscorrelatedwiththesites
qualityandcustomerpsychologicalempowerment.Recently,inthestudyofBiuckyetal.(2017),
theyexaminedtheeffectofperceivedriskontheadoptionofs-commerce.Theresearchersdeveloped
theTAMmodelbytakingintoaccountthedifferenttypesofrisks,includingfinancial,functional,
social,time,psychological,andprivacyrisks.Theresultsoftheirstudyshowedthattheperceived
riskhasasignificantimpactontheperceivedusefulnessofs-commerce.

Fromadifferentperspective,thestudyofRohetal.(2017)investigatedtheinterrelationbetween
customerstrust,theirsatisfaction,andcompanyperformanceins-commerce,andfocusedondelivery
performanceandtrustfors-commercesites.Theresearchersconcludedthatthesignificanceofawell-
equippedshippingprocessanddeliverysystem,includingspeedandaccuracy,aswellas,employee
kindness,willincreasetheacceptanceandsatisfactionofs-commerce,aswell.BeyariandAbareshi
(2018)intheirresearchworkaimedtoexploretherelationshipsthataffecttheconsumersatisfaction
inrelationtos-commerce.Theirresultsshowedthat trustandsocial influencehaveasignificant
associationwithconsumersatisfactionandastrongimpactoftheWordofMouthvariableonthem.
Theresearchersmentionedthateventhoughs-commerceisafacetofe-commerce,thefactorswhich
impactconsumersatisfactionins-commercesettings,mightnotbethesameastheoneswhichimpact
consumersatisfactionineithere-commerceortraditionalcommerce(BeyariandAbareshi,2018).

3. ReSeARCH MeTHodoLoGy

3.1. Research Hypotheses
Theresearchhypotheseshavebeendividedintotwolevels.Thefirstlevelofhypothesespresentsthe
relationsbetweenthemodel’sconstructswiththebehavioralintentionsandactualusebehavior.The
secondlevelisfortheeffectsofthemoderatorsontheaforementionedrelations.Allhypothesesofthis
researchhavetobetestedstatisticallydependingonthequantitativeresearchmethod.Asexplained
before,themodifiedUTAUTmodelconsistsoffiveconstructsandfourmoderators.Theproposed
hypothesesofthisstudyarebeingdiscussedasfollows:

(1)PerformanceExpectancy(PE)

Itisdefinedasthedegreetowhichanindividualbelievesthatusingthesystemwillhelphim/her
toattaingainsinjobperformance(Venkateshetal.,2003)p447.Therelatedstudieshaveshownthat
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theperformanceexpectancyhasapositiveandsignificantrelationwiththebehavioralintention(Davis,
1986;Davisetal.,1989;VenkateshandDavis,2000).Thisrelationwasproposedtobemoderated
bygendertype,agesegment,levelofincome,andlevelofexperienceininformationtechnology(IT)
usage.Accordingtothis,thefollowinghypotheseswereproposed:

• H1:Performance expectancyhasaneffectonbehavioral intentiontoadopts-commerce.
◦ H1a:Theinfluenceofperformance expectancyonbehavioralintentiontoadopts-commerce

willbemoderatedbygender,suchthattheeffectwillbestrongerformen.
◦ H1b:Theinfluenceofperformance expectancyonbehavioralintentiontoadopts-commerce

willbemoderatedbyage,suchthattheeffectwillbestrongerforyoungusers.
◦ H1c:Theinfluenceofperformance expectancyonbehavioralintentiontoadopts-commerce

willbemoderatedbyincome,suchthattheeffectwillbestrongerforuserswithhighincome.
◦ H1d:Theinfluenceofperformance expectancyonbehavioralintentiontoadopts-commerce

willbemoderatedbyIT experience,suchthattheeffectwillbestrongerforusersatthe
highstagesofexperience.

(2)EffortExpectancy(EE):

Itisthedegreeofeaseassociatedwiththeuseofthesystem(Venkateshetal.,2003)p450.The
relatedstudieshaveshownthattheeffortexpectancyhasasignificantrelationwiththebehavioral
intention(Davis,1986;Triandis,1980;VenkateshandDavis,2000).Itwasproposedtobemoderated
bygender,age,andexperience.Accordingtothis,thefollowinghypotheseswereproposed:

• H2:Effort expectancyhasaneffectonbehavioral intentiontoadopts-commerce.
◦ H2a: The influence of effortexpectancy on behavioral intention to adopt s-commerce will 

be moderated by gender, such that the effect will be stronger for women.
◦ H2b: The influence of effortexpectancy on behavioral intention to adopt s-commerce will 

be moderated by age, such that the effect will be stronger for elderly users.
◦ H2c: The influence of effortexpectancy on behavioral intention to adopt s-commerce will 

be moderated by ITexperience, such that the effect will be stronger for users at the early 
stages of experience.

(3)SocialInfluence(SI):

Itisdefinedas:thedegreetowhichanindividualperceivesthatimportantothersbelievehe/she
shouldusethenewsystem(Venkateshetal.,2003)p451.Itsrelationwiththebehavioralintentionis
proposedtobemoderatedbyallofthefourproposedmoderators(gender,age,income,andexperience).
Accordingtothis,thefollowinghypotheseswereproposed:

• H3:Social influencehasaneffectonbehavioral intentiontoadopts-commerce.
◦ H3a: The influence of socialinfluence on behavioral intention to adopt s-commerce will be 

moderated by gender, such that the effect will be stronger for women.
◦ H3b: The influence of socialinfluence on behavioral intention to adopt s-commerce will be 

moderated by age, such that the effect will be stronger for elderly users.
◦ H3c: The influence of socialinfluence on behavioral intention to adopt s-commerce will 

be moderated by income, such that the effect will be stronger for users with high income.
◦ H3d: The influence of socialinfluence on behavioral intention to adopt s-commerce will 

be moderated by ITexperience, such that the effect will be stronger for users at the early 
stages of experience.
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(4)EnjoymentExpectancy(EN):

AccordingtoDavis,Bagozzi,andWarshaw(Davisetal.,1992),theenjoymentexpectancyisthe
extenttowhichtheactivityofusingacertaintechnologyisperceivedasbeingenjoyable.Dependingon
theproposedframeworkofthemodifiedUTAUTmodelwhichdevelopedwithinthisstudy,enjoyment
expectancy isproposedas adirectdeterminantofbehavioral intention.Theeffectof enjoyment
expectancyonbehavioralintentiontoadopts-commerceisproposedthatitismoderatedbygender,
age,andincome(Momanietal.,2018).Accordingtothis,thefollowinghypotheseswereproposed:

• H4:Enjoyment expectancyhasaneffectonbehavioral intentiontoadopts-commerce.
◦ H4a: The influence of enjoymentexpectancy on behavioral intention to adopt s-commerce 

will be moderated by gender, such that the effect will be stronger for women.
◦ H4b: The influence of enjoymentexpectancy on behavioral intention to adopt s-commerce 

will be moderated by age, such that the effect will be stronger for young users.
◦ H4c: The influence of enjoymentexpectancy on behavioral intention to adopt s-commerce 

will be moderated by income, such that the effect will be stronger for users with high income.

(5)FacilitatingConditions(FC):

Itisdefinedas:thedegreetowhichanindividualbelievesthatanorganizationalandtechnical
infrastructureexiststosupportuseofthesystem(Venkateshetal.,2003)p453.Facilitatingconditions
proposedbytherelatedresearchesdenotesthatithasnosignificanteffectonthebehavioralintention.
Ithasapositiveinfluenceontheusagebehavior(Ajzen,1985;Rogers,1983,2003;TaylorandA.,
1995;TaylorandTodd,1995a;Triandis,1980).Theproposedmodificationassumedthatitsrelation
withtheactualusebehaviorismoderatedbyageandexperience.Forthis,thefollowinghypotheses
wereproposed:

• H5:Facilitating conditionshasaneffectonactual use behaviorofs-commerce.
◦ H5a:Theinfluenceoffacilitating conditionsonactualusebehaviorofs-commercewillbe

moderatedbyage,suchthattheeffectwillbestrongerforyoungusers.
◦ H5d:Theinfluenceoffacilitating conditionsonactualusebehaviorofs-commercewill

bemoderatedbyIT experience,suchthattheeffectwillbestrongerforusersatthehigh
stagesofexperience.

(6)BehavioralIntention(BI):

Itisthedegreetowhichapersonhasformulatedconsciousplanstoperformornotperform
somespecifiedfuturebehavior(Venkateshetal.,2003).Therelatedstudieshaveshownthatithas
adirectrelationwithusagebehavior(Ajzen,1985;AjzenandFishbein,1980;Davisetal.,1989;
TaylorandA.,1995;TaylorandTodd,1995b,1995a;VenkateshandDavis,2000).Themodified
modelproposedthatthisrelationismoderatedbythelevelofuser’sexperience.Accordingtothis,
thefollowinghypotheseswereproposed:

• H6:Behavioral intentiontoadopts-commercehasaneffectonactual use behaviorofs-commerce.
◦ H6a:Theinfluenceofbehavioral intentiononactualusebehaviorofs-commercewillbe

moderatedbyIT experience,suchthattheeffectwillbestrongerforusersatthehighstages
ofexperience.
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3.2. Questionnaire design
ThesurveyquestionnairerelatedtothisstudyhasbeendesignedelectronicallybyusingtheGoogle
Formstooltobemoreaccessibletoparticipantsatanytimeandeverywhere.Allquestionswere
designedasrequiredquestionswithoutanyexceptions.Thismeansthattheparticipantmustanswer
all questions specified in the current part of the questionnaire before moving to next part. This
techniquehelpsingettingridofthemissingdataproblem,andasaresult,itwillgivemorereliable
findings.Itisimportanttomentionherethateachconstructofthemodifiedmodelisexaminedby
fourstatementsinthequestionnaire.Theparticipanthastogivehis/heropinionabouthis/herstatus
foreachstatementfromthetwenty-fourstatementspresentingthes-commerceadoptionacceptance
test.AppendixAprovidesthetestingstatementsforeachoneofthefiveconstructs,inadditionto
thebehavioralintentionfactor.

3.3. Research Sample and data Collection
TheresearchpopulationofthisstudyistheactualusersofsocialmediawithintheJordaniansociety
whoareinterestedinsellingandbuyingovertheinternetbyusingtheirownaccountsonthesocial
networksregardlessoftheircareerareathatwouldenhancethegeneralizabilityoftheresearchresults.

Thebestwaytodefinethesamplesizeistocalculateitmathematically.ThisstudyadoptedSteve
Thompson’sequationforestimatingthesamplesize(Thompson,2012;VincentandThompson,2014).
Thisequationdependsoncalculatingthesamplesizeaccordingtothepopulationofthesociety(N).It
isworthtoknowherethatJordan’spopulationisaround9.5milliondependingonthelatestreportof
thegeneralcensusofpopulationandhousinginJordanfortheyear2018whichhasbeendonebythe
departmentofstatisticsinJordan(DOS,2018).Furthermore,SteveThompson’sequationdependson
somestatisticalvalues,suchas:thenormaldistributionvalue(p),z-scorefortheconfidenceinterval
(z),andthemarginoferrorassumedbytheresearcherhimself(e).TheSteveThompson’sequation
usedinthisstudyispresentedasbelow:

n
N p p

N e z p p
� �

�

�� � ( � ]
=

× −( )
−( )× ÷

 )




+ −( )

1

1 12 2
 (1)

Inordertosolvethisequation,itwasassumedthatN=9.500.000,p=50%,z-score=1.65for
a90%confidenceinterval,ande=5%.Then,aftercalculation,theresultwas:n=272.242.The
samplesizeatleastof273usableresponsesisthetargetsetforthisstudy,takingintoconsideration,
themodelcomplexityandtheguidelinesofresearchersforapplyingsurveystostudythetechnology
acceptance.Actually,atotalof282questionnaireswerecollectedasaprimarydataforthisstudy.

4. eXPeRIMeNT ANd ReSULTS

4.1. Reliability Test
Reliabilityanalysisisanimportantstepinanystatisticalanalysis.Itisthedegreeofaccuracyof
collected data and the consistency of measurements. For this study, the most popular technique
wasused for testing the reliabilitywhich is theCronbach’scoefficientalpha (α) that isused for
multipoint-scaleditems(Field,2009;Kline,2011;Pallant,2005).Cronbach’scoefficientalphatests
theconsistencyofrespondents’answerstoallitemsofameasure(Cortina,1993).Asmentioned
byMarchewkaetal.(2007)andHairetal.(2009),Cronbach’sαvaluescloseto1.0areexcellent
reliability,over0.8aregood,intherangeof0.7areacceptable,andbelow0.6areconsideredtobe
poor.Inexploratoryresearches,theacceptablevalueisprobabletobedecreasedto0.6.Accordingly,
byusingSPSSstatisticalpackage,andasshowninTable1,allCronbach’sαvaluesofeachvariable
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inthisstudyareabove0.7,andfromtheacceptabletotheexcellentlevelofreliability.Theseresults
indicatethatthestatementsofeachmeasurementitemwerepositivelycorrelatedtooneanother,and
theyareindependentmeasuresforthemeasurementitem.

Forotherevidencetothequestionnairereliability,anothermeasurecanbeusedtoassessthe
internal consistency, which is the inter-item correlation. Inter-item measurement measures the
correlationamongstatementsforeachitem(Hairetal.,2009).Thecorrelationvaluefrom0.10to
0.29isconsideredtobesmallcorrelation,from0.30to0.49isconsideredasamediumcorrelation,
andfrom0.50to1.0islargecorrelation.Alltheseconsiderationsareforbothpositiveandnegative
correlations.Hairetal.alsodeterminedthevaluesof0.3andaboveareacceptablevaluesforinter-
itemcorrelation.Theinter-itemcorrelations’valuesarerepresentedinTable1.Itisclearthatall
thevaluesareabove0.3.TheseresultssupportedtheresultsofCronbach’sAlpha.Andasaresult,
thesevaluessuggestthatthequestionnairewasreliableresearchinstrumentandmeasurementtool.

4.2. Validity Test
Inordertotestthevalidityoftheresearchinstrument,therearetwomainapproachestofactoranalysis,
whichare:exploratoryfactoranalysis(EFA)andconfirmatoryfactoranalysis(CFA)(Bacon,1997;
Suhr,2005).EFAisasuccessfultechniquetoassesstherelationshipsamongvariablesforexploring
theconstructvalidityoftheinstrument’sscale.Herein,theAMOSstatisticalpackagewasusedto
analyzethefactorloadingofthesixscalesoftheproposedmodel.Theitemswithvaluesbelow0.4
areconsideredtobelow-loaded(Hairetal.,2009).Table2presentstheloadingvaluesofallscales,
andallofthemareresultingvaluesabovetheminimumvalueoffactorloading.

ForCFA,theAverageVarianceExtracted(AVE)shouldbeusedinordertotesttheconvergent
validity.AVEisusedtocalculatetheexplanatorypowertoallvariablesintheinstrumentof the
averagevariation.ThehigherresultofAVEmeansthehigherreliabilityandthehigherconstruct
validity.AccordingtoKline(2011),theappropriatevalueforAVEshouldbe0.5andabove.Byrne
(2010)andFornellandLarcker(1981)mentionedthattheconstructshaveconvergentvaliditywhen
thecompositereliability(CR)exceedsthevalue0.7andAVEisabove0.5.Itisimportanttoknowthat
AMOSdoesnotproducethevaluesofCRandAVE.Thus,itcanbecalculatedbythetwoequations
below(AttuquayefioandAddo,2014;Sekaran,2003):

Average Variance Extracted (AVE) 

= =∑� ��i

n

i

n
1

2λ
 (2)

where:n=thetotalnumberofitems,andλi=standardizedfactorloading.

Table 1. Cronbach’s alpha and inter-item correlations reliability results

Measurement Items No. of statements Cronbach’s α Inter-item Correlation

PE 4 0.864 0.539–0.722

EE 4 0.910 0.678–0.783

SI 4 0.705 0.311–0.459

EN 4 0.840 0.483–0.695

FC 4 0.843 0.500–0.714

BI 4 0.868 0.498–0.766
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where:n=totalnumberofitems,λi=standardizedfactorloading,andδi=errorvariances.
Afterapplyingthetwoequationsaboveforallconstructs,theresultsofAVEandCRhavebeen

statedinTable3.ItisclearlyshownthatallvaluesofAVEareexceedingtheminimumlimitof0.5.
Additionally,theCRvaluesexceeding0.7,whichmeansthatthereisnooverlapamongthemeasures
inthisstudy.Accordingtothis,theseresultssupporttheinstrument’sadequateconvergentvalidity.

Discriminantvalidityisapartofconstructvalidity.Itisfoundwhentwodifferentconceptsarenot
correlatedtoeachother.AccordingtoFornellandLarcker(1981)andHairetal.(2009),discriminant
validitycanbetestedthroughtheinter-factorcorrelationsbycomparingthesquarerootoftheAVE
ofeachfactorwiththesquarevaluesofinter-factorcorrelationsofotherfactors.ThesquarerootAVE

Table 2. Factor loading of the model’s measurement scales

Constructs Factor Loading

PE
PE1 PE2 PE3 PE4

0.732 0.790 0.848 0.826

EE
EE1 EE2 EE3 EE4

0.836 0.905 0.847 0.847

SI
SI1 SI2 SI3 SI4

0.797 0.761 0.832 0.866

EN
EN1 EN2 EN3 EN4

0.741 0.871 0.742 0.783

FC
FC1 FC2 FC3 FC4

0.764 0.729 0.837 0.796

BI
BI1 BI2 BI3 BI4

0.864 0.835 0.828 0.791

Table 3. The results of AVE, CR, and the discriminant validity tests

Constructs AVE 2√AVE CR PE EE SI EN FC BI

PE 0.640 0.800 0.936 0.800

EE 0.738 0.859 0.950 0.504 0.859

SI 0.664 0.815 0.928 0.533 0.325 0.815

EN 0.618 0.786 0.925 0.160 0.176 0.058 0.786

FC 0.611 0.782 0.932 0.160 0.260 0.313 0.194 0.782

BI 0.689 0.830 0.962 0.533 0.462 0.462 0.360 0.144 0.830
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valuesshouldbegreaterthanthesquarevaluesofthecorrelationsinordertosatisfydiscriminant
validityrequirements,andasaresult,tobesupported(Pallant,2005;Sekaran,2003).Forthisstudy,
thediscriminantvalidityresultsarepresentedinTable3.Theseresultsshowedthatallsquarevalues
ofinter-factorcorrelationsarelessthanthesquarerootvaluesofAVE(thediagonalcells).Itmeans
thattheconstructsconfirmtheadequacyofthediscriminantvalidity.

4.3. Structural equation Modelling (SeM)
TheSEMisageneralstructuralmodellingtechniquewhichiswidelyusedinbehavioralsciences,
especiallyininformationtechnologyresearches.Itdescribesthestructuralrelationshipsamongthe
constructsinthemodel(HoxandBechger,1998).SkrondalandRabe-hesketh(2005)mentionedthat
SEMcontainstwotypesofmodels,themeasurementmodelandstructuralmodel.Measurementmodel
relatestheobservedresponsestothelatentvariables.Structuralmodelthenspecifiestherelations
betweenthelatentvariablesandregressionsofthelatentvariablesontheobservedvariablesinorder
todescribehowtheconstructsarerelatedtootherconstructsinthemodel(Awang,2012).

The SEM analysis which is used in this study contained the following two major phases:
(1)Investigatingonly theconstructsand their influenceon thebehaviorwithoutconsidering the
effectofthemoderators.Twostepsofanalysishavebeenfollowedthroughthisphase.Thewhole
measurementmodelisusedtoassessthevalidityandunidimensionalityofthemodel,andthenthe
structuralmodelistotesttherelationsamongconstructs.Thesetwostepswereappliedhereinby
usingAMOSstatisticalpackage.Asaresultofthisphase,theresearchhypothesesarepartlytested.
(2)Investigatingtheeffectofthemoderatorsontheinfluenceoftheconstructsonthebehavior.This
operationhasbeendonebyusingmultiple-groupanalysisbyusingAMOStoo.Theresultobtained
fromthisphaseisthecompletelytestedhypotheses,andconsequently,thecompletelytestedmodel.

(1)MeasurementModelAssessment:

Hairetal.(2009)recommendedusingthegoodness-of-fit(GOF)measuresinordertoevaluate
themeasurementmodel.Severaltestswereapplied,andtheresultsshowedthatthemodelisfrom
acceptabletogoodleveloffitwithvaluesasfollows:Chi-square(χ2)=419.178,degreeoffreedom
(df)=237,therelativeChi-square(χ2/df)=1.769,ComparativeFitIndex(CFI)=0.953,Tucker-
LewisIndex(TLI)=0.945,IncrementalFitIndex(IFI)=0.953,andRootMeanSquareErrorof
Approximation(RMSEA)=0.052.Thesetestsarealsorecommendedtobeinuseforevaluatingthe
structuralmodel,aswell.

(2)StructuralModelAssessment:

Withinthisstep,thehypothesizedmodelanditsentirerelationsamongconstructswereevaluated.
GOFtestswereexaminedbyusingAMOSandtheresultswereasfollows:χ2=511.280,df=283,
χ2/df=1.807,CFI=0.946,TFI=0.938,IFI=0.947,RMSEA=0.054.Allresultswereingood
leveloffit,Chi-square(χ2)wasgreaterthanthedegreeforfreedom(df),CFI,TFI,andIFIindices
wereabove0.90,finally,RMSEAwaslessthan0.80.Furthermore, thestandardizedcoefficients
werepresentedonthestructuralmodelinFigure2andTable4,aswell.Itisclearthatthewhole
factorloadingvalueswereintheacceptablerange(above0.30).Accordingly,theseresultsshowed
agoodleveloffittothemodel.

4.4. The effect of The Moderators
Asmentionedbefore,thesecondphaseofSEMwastoinvestigatetheeffectofthemoderatorson
theinfluenceoftheconstructsonthebehaviorintentionsandusagebehavior.Thesimultaneous
multiple-groupanalysiswasappliedinordertotestthemoderators’effects.Inmultiple-group
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analysis, the model is evaluated in two or more groups simultaneously (Arbuckle, 2013;
GorondutseandHilman,2014).AMOSwasusedtoapplythemultiple-groupanalysishere.This
testwasusedtoevaluatetheinvarianceofthemodeldependingonthedataset.Thenexttwo
stepswereappliedthroughthistest:

Figure 2. The standardized path coefficients of the structural model

Table 4. The structural model assessment findings

Hypothesis Path Standardized path coefficient Hypothesis testing result

H1 PE→BI 0.39*** Supported

H2 EE→BI 0.33*** Supported

H3 SI→BI 0.35*** Supported

H4 EN→BI 0.41*** Supported

H5 FC→AU 0.84*** Supported

H6 BI→AU 0.55*** Supported

Note: *** p < 0.001
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1. Beforeapplyingthesimultaneousgroupanalysis,itisimportanttoassessthefitofthemodel
bycheckingtheCFIandRMSEAvalueswithineachsubgroup.

2. The simultaneous group analysis has to be applied in order to bring results stating that the
moderatorsreallyaffectandmoderate therelationsamongthelatentvariables in themodel.
TheChi-squaretestwasappliedhere.ThechangeintheChi-squarevaluebetweenthebaseline
andsubsequentmodelswasevaluatedat95%levelofconfidence.Thisstepaimstotestwhether
thereareanystatisticalsignificantdifferencesamongthegroups.

Table5presentstheGOFtestsofeachmoderatorvariableinboththebaselineandconstrained
modelsdependingontheinfluenceofeachmoderatoronthespecificrelations.Table6presentsthe
resultsgotfromthehypothesestestingoperation.

Table 5. Simultaneous analysis results

Moderator Model χ2 df CFI RMSEA ∆ χ2 ∆ df

Gender

Baselinemodel 612.039 396 .905 .044

Fullyconstrained 699.040 417 .901 .049 87.000*** 21

PEtoBIconstrained 616.292 397 .905 .044 4.253* 1

EEtoBIconstrained 613.904 397 .908 .044 1.865n.s. 1

SItoBIconstrained 626.112 397 .909 .045 14.072*** 1

FCtoAUconstrained 617.652 397 .907 .044 5.613* 1

BItoAUconstrained 623.797 397 .910 .045 11.757*** 1

Age

Baselinemodel 1393.434 852 .929 .048

Fullyconstrained 1532.405 900 .901 .050 138.971*** 48

PEtoBIconstrained 1406.581 854 .918 .048 13.147*** 2

EEtoBIconstrained 1399.926 854 .918 .048 6.492* 2

SItoBIconstrained 1404.525 854 .917 .048 11.091** 2

ENtoBIconstrained 1397.286 854 .918 .048 3.852n.s. 2

FCtoAUconstrained 1419.570 854 .918 .049 26.136*** 2

Income

Baselinemodel 478.786 294 .917 .047

Fullyconstrained 532.867 324 .906 .048 54.081* 30

PEtoBIconstrained 480.376 296 .917 .047 1.590n.s. 2

SItoBIconstrained 488.362 296 .917 .047 9.576** 2

ENtoBIconstrained 485.378 296 .918 .047 6.592* 2

Experience

Baselinemodel 612.039 396 .905 .044

Fullyconstrained 699.040 417 .901 .049 87.000*** 21

PEtoBIconstrained 616.292 397 .905 .044 4.253* 1

EEtoBIconstrained 613.904 397 .908 .044 1.865n.s. 1

SItoBIconstrained 626.112 397 .909 .045 14.072*** 1

FCtoAUconstrained 617.652 397 .907 .044 5.613* 1

BItoAUconstrained 623.797 397 .910 .045 11.757*** 1

Note: *** p < 0.001, ** p < 0.01, * p < 0.05, n.s. not significant
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5. CoNCLUSIoN

ThemajorimplicationofthisresearchworkistoexaminetheabilityofUTAUTmodeltobeapplied
tostudysocial/commercialapplicationswithin thevoluntarystyleofusage.Thisresearchaimed
throughitsstatisticalstudytotestthemodel’sviabilitytoexplaintheacceptanceandusagebehavior
fors-commerceinvoluntarystyleofusagefornon-westernsocieties.Thefindingsofthestudywhich
havebeenreachedbyutilizingSMErevealthatthekeypredictorsofthebehavioralintentionsand
usagebehaviortoacceptandadopts-commercewithintheJordaniansaccordingtotheircultureand
onlineshoppinghabitsare:performanceexpectancy,effortexpectancy,socialinfluence,andenjoyment
expectancy,allofthemhavesignificantinfluenceonthebehavioralintentions,whilethefacilitating
conditions and the behavioral intention are significantly influencing the actual use behavior of
s-commerce.Theseresultssupportedthelevel-1hypotheses(H1,H2,H3,H4,H5,andH6)withoutthe
effectofthemoderators.Theseresultsindicatethattheindividualsbelievethatadoptings-commerce
intheironlineshoppingwillhelpthemtoattaingainsandimprovetheperformanceoftheoperation,
whichreflectsthesignificanteffectoftheperformanceexpectancyfactoronadoptings-commerce.
Thisisalsoduetothedegreeofeaseofuseandthefamiliarityofsocialmediaapplications,then
effortexpectancyfactorshowedsignificanteffectonadoptings-commerce.Theresultsalsoreveal
thatthesocialinfluenceisanothersignificantfactorontheadoption,withtheeffectofthesocietyon
individuals’decisiontousetheirsocialmediaaccountsintheironlineshopping.Besides,noonedenies
thelevelofenjoymentwhichisofferedbynavigatingsocialmediaapplications,sharingindividuals’
shoppingactivitiesandgettinglikes,comments,andsuggestionsontheironlineshoppingactivities.
Accordingly,enjoymentexpectancyfactorshowsasignificanteffectonthebehavioralintentionto
adopts-commerceamongtheresearchpopulationstudiedthroughthisarticle.Ontheotherhand,

Table 6. The summary of the hypotheses testing operation

Affecting 
Construct Moderators Affected 

Construct Hypothesis Hypothesis testing result

PE

Gender

Behavioral
Intention

(BI)

H1

H1a Supported

Age H1b Supported

Income H1c Notsupported

Experience H1d Supported

EE

Gender

H2

H2a Supported

Age H2b Supported

Experience H2c Notsupported

SI

Gender

H3

H3a Supported

Age H3b Notsupported

Income H3c Supported

Experience H3d Supported

EN

Gender

H4

H4a Supported

Age H4b Notsupported

Income H4c Supported

FC
Age

ActualUse
(AU)

H5
H5a Supported

Experience H5b Supported

BI Experience H6 H6a Supported
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facilitatingconditionswhichreflect theindividualsbelievesthat theorganizationalandtechnical
infrastructureofsocialmediaapplicationsexiststosupporttheirusageandadoptionofs-commerce
hasasignificanteffectonthedecisiontoadoptandcontinueusesocialmediaasamediumoftheir
onlineshopping.That’sdonewiththesupportoftheirbehavioralintentionstoadoptthetechnology
whichissupportedalreadybytheotheraforementionedfourfactors.

The resultsof level-2hypotheses testingoperationaccording toSEMwith theeffectof the
moderatorsshowedstrongstatisticalevidenceonthevalidityofthemodifiedUTAUTmodelofall
constructs.Themajorityofmoderationeffectsweresupported,whileafeweffectswereunsupported.
Theresultsshowedthattheeffectofperformanceexpectancyonbehavioralintentionsismoderated
bygender,age,andexperience,withinsignificanteffectforincome.Theeffectofeffortexpectancy
onthebehavioralintentionsismoderatedbygenderandage,withinsignificanteffectforexperience.
Gender, income, and experience moderate the relation between social influence and behavioral
intentions,withinsignificanteffectforage.Therelationbetweenenjoymentexpectancyandbehavioral
intentionsismoderatedbygenderandincome,withinsignificanteffectforage.Whereas,theactual
useisaffectedbythefacilitatingconditionsandismoderatedbyageandexperience,andalsothe
behavioralintentionsthatismoderatedbyexperience,asalreadyhypothesized.

Itisimportanttomentionthatthesquaredmultiplecorrelations(SMCs)ofthemodelhavebeen
estimatedinordertoinvestigatehowmuchtheindependentvariablesexplainthevarianceofthe
dependentvariables(HoxandBechger,1998;Nokelainen,2009).Asaresult,themodelhasapower
toexplain70%ofthevarianceinbehavioralintentions,whichisveryclosetotheoriginalUTAUT
modelthatwas69%(Venkateshetal.,2003).Additionally,themodifiedUTAUTprovesitsadaptability
andviabilitytobemodifiedbycomparingitwithitsextension,theUTAUT2model,whichshowsan
abilitytoexplainfrom56%to74%ofthevarianceinbehavioralintention(Venkateshetal.,2012).

Nevertheless, thisstudywillnotstophere.Manysuggestionscanbe reported for the future
researchworkthatmaybedonebytheresearcherhimselforbyotherresearcherswhoareinteresting
in this field of software engineering and technology acceptance. Significantly, the implications
ofutilizingthismodifiedversionofUTAUTmodelintestingtheacceptanceforanycommercial
applicationoversocialmediawillhelptheresearchersinfuture.Infact,thisstudysuggestedthat
thismodifiedversionoftheUTAUTmodelcanbewidelyappliedformanysocialorcommercial
technologiessuchasmobileapplicationsusage,oranyothere-commercelikee-banking,e-payment,
e-marketing,ore-tourism.Thisstudy,additionally,suggestedthatthemodifiedmodelcanbeapplied
overanypopulationsimilartotheJordanianculture,suchasanyArab,middle-easternordeveloping
country.Thecurrentdeterminantsandmoderatorscanbeexaminedforacceptingandadoptingany
technologyundertest.Moreover,furtherdeterminantsormoderatorscanbeaddedtoitsstructure
suchasself-efficacy,technologyanxiety,technologyquality,trustworthiness,culturalfactors,and
more,inordertoimproveitsexplanatorypowerforanyotherkindoftechnologiesinbothtypesof
usage,(voluntaryandmandatory).Theideaswillnotstopatthispoint,becausethisstudycanbe
developedbyadoptingthelongitudinalsurveytechniqueinordertoassessthedifferencesinthe
behavioralintentionsandtheactualusebehaviorinseveraltimepoints,inadditiontoexaminingthe
impactofincreasingtheexperiencelevelthroughthetime.
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APPeNdIX

Table 7. Testing Statements of the s-Commerce Acceptance Test

Construct The related questionnaire statements

PE

PE1:Usingmysocialnetworkaccountinonlineshoppingwouldenhancemyeffectivenessofonline
shopping.
PE2:Usingmysocialnetworkaccountinonlineshoppingwouldhelpmemoreinsearchingforthe
mostappropriatecommodity.
PE3:Usingmysocialnetworkaccountwouldhelpmeindiscussingopinionsandrequirementsabout
thecommoditywiththeproducers,suppliers,anddistributorsmoreeffectively.
PE4:Usingmysocialnetworkaccountwouldeasegettingreviewsaboutthecommodityfromitsusers
anddiscussitwiththem.
References:(Venkateshetal.,2003),(Ernstetal.,2013)

EE

EE1:Learningtoshopthroughmyaccountonsocialnetworkwouldbeeasyforme.
EE2:Usingmysocialnetworkaccountinonlineshoppingisclearandunderstandable.
EE3:Itwouldbeeasyformetobecomeskillfulinusingmysocialnetworkaccountinmyonline
shopping.
EE4:IwouldfinditeasytolettheshoppingsystemdowhatIwantittodo.
References:(Venkateshetal.,2003),(AbuShanabandPearson,2007),(Davis,1989)

SI

SI1:Friendsonmysocialnetworkaccountpositivelyinfluencedmetousethes-commerce.
SI2:PeoplewhoinfluencemyonlineshoppingbehaviorthinkthatIshouldusethes-commerce.
SI3:Iprefertocarrytheonlineshoppingprocessaccompaniedbymyfamilyoroneofmyfriends.
SI4:Peoplewhousethesocialcommercegetthebestdealsthanthosewhodonot.
References:(Venkateshetal.,2003),(AlQeisiandAl-Abdallah,2014)

EN

EN1:Ilikeshoppingbyusingmysocialnetworkaccountmorethanthetraditionalonlineshopping
process.
EN2:Ifindusingmysocialnetworkaccountinonlineshoppingprocessisenjoyable.
EN3:Sharingtheshoppingactivitiesbetweenmeandmyfriendsandadmiringandcommentsonthem
throughsocialnetworksisanexcitingprocess.
EN4:Discussingthepurchasingdecisionswithfriendsthroughthesocialnetworkingsitesismuch
beneficialtome.
References:(Davisetal.,1992),(Ernstetal.,2013),(Venkateshetal.,2012)

FC

FC1:Usingmysocialnetworkaccountinonlineshoppingissecuredwhethertomypersonal
informationorintheelectronicpaymentprocess.
FC2:Byusingmysocialnetworkaccountintheonlineshopping,Ihavethewholecontrolonthe
purchasingprocessstartingfromchoosingthecommodityasperthespecificationsIwantandending
withcompletingtheelectronicpaymentsuccessfully.
FC3:Specializedinstructionsandusing-tipsprovidedbythesocialonlineshoppingsiteareavailableto
meduringtheonlineshoppingprocessthroughusingmyaccountonthesocialnetwork.
FC4:Frommyexperience,Ifoundthattheassistanceandtechnicalsupportteamsinthesocial
networksandsocialonlineshoppingsitesarereadyforanyassistanceorqueries.
References:(Venkateshetal.,2003),(Kripanont,2007)

BI

BI1:Iintendtocontinueusingthesocialcommerceinmyonlineshopping.
BI2:Iwoulduses-commerceinmyonlineshoppingtogetthebenefitsoftheuseofsocialnetworking
toolsintheonlineshoppingoperations.
BI3:Ipredictthatsocialcommercewillenrichmyonlineshoppingexperience.
BI4:Iwillrecommendthisexperiencetoothers.
References:(Venkateshetal.,2003),(LimandTing,2012)
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