University of Macedonia
Information Systems Department
Master in Information Systems

F-commerce:
E-commerce via Facebook
The intention to use in Greece

Anastasia Stampoulaki
(2310)

Supervisor: Prof. A. A. Economides
Thessaloniki, January 2012

F-commerce: E-commerce via Facebook

Thanks

I thank my Professor Anastasios A. Economides for the opportunity he
gave me to study this subject and for his valuable help.

I thank PHD student Vasileios Terzis for his valuable information and
help.

2

F-commerce: E-commerce via Facebook

Contents
Contents ......................................................................................................................... 1
Abstract .......................................................................................................................... 5
1. Introduction ................................................................................................................ 6
2. Facebook .................................................................................................................... 8
2.1 Social impact ...................................................................................................... 12
2.2 Criticism ............................................................................................................. 12
2.3 The Website ....................................................................................................... 12
2.4 Revenue.............................................................................................................. 14
3. Electronic commerce (E-Commerce) ...................................................................... 16
3.1 The main business processes that are taking place in the commercial process . 17
3.2 Types of electronic commerce ........................................................................... 18
3.3 Benefits of Electronic Commerce ...................................................................... 18
3.3.1 Benefits and opportunities ......................................................................... 19
3.3.2 Benefits to the community ......................................................................... 21
3.4 Disadvantages of electronic commerce ............................................................. 21
4. Facebook in Greece.................................................................................................. 22
4.1 Activities in Greek internet - Purchase on-line .................................................. 23
5. E commerce in Greece ............................................................................................. 26
6. F-Commerce ............................................................................................................ 28
6.1 The history of F-Commerce ............................................................................... 28
6.2 Types of F-Commerce ....................................................................................... 28
6.3 The F-Commerce Ecosphere.............................................................................. 32
6.3.1 The ―On-Facebook‖ f-commerce ................................................................. 33
6.3.2 The ―Off-Facebook‖ f-commerce ................................................................ 35
6.3.3 What is available of ―Off-Facebook‖ f-commerce. .................................... 37
6.4 F-commerce strategies ....................................................................................... 40
6.5 Arguments in favour of f-commerce by the numbers ........................................ 45
6.6 Five Benefits of ―Social‖ Shopping on Facebook ............................................ 48
6.7 The arguments against f-commerce ................................................................... 49
6.8 Four Facebook E- commerce tips for brands ..................................................... 52
6.9 Secure Order Processing .................................................................................... 55
6.10 The Future of F-Commerce ............................................................................. 56
7. Hypothesis Development ......................................................................................... 58
7.1 Technology Acceptance Model (TAM) ............................................................. 58
7.2 Perceived Playfulness (PP) ................................................................................ 60
7.3 Perceived Usefulness (PU) ................................................................................ 61
7.4 Perceived Ease of Use (PEU) ............................................................................ 62
7.5 Perceived Social Network Engagement (PSNE) ............................................. 63
7.6 Perceived Vendor‘s Social Acceptance (PVSA) ............................................... 64
7.7 Perceived Social Credibility (PSC) .................................................................... 64
7.8 Perceived intention to use (PITU)...................................................................... 65
8. Research Methodology ............................................................................................ 67
8.1. Participants ........................................................................................................ 67
8.2 Measures ............................................................................................................ 67
8.3 Data Analyses .................................................................................................... 69
8.4 Results ................................................................................................................ 71
8.4.1 Convergent Validity .................................................................................... 71

3

F-commerce: E-commerce via Facebook

8.4.2 Discriminant validity .................................................................................. 73
8.5 Hypotheses testing ............................................................................................. 74
9 Conclusions ............................................................................................................... 76
10 References ............................................................................................................... 82

4

F-commerce: E-commerce via Facebook

Abstract
―If I had to guess, social commerce is the next area to really blow up‖
Mark Zuckerberg

F-commerce platforms are quickly improving the online shopping process. Page
designs are becoming more fluid and better integrated, making the shopping experience more
convenient and better equipped for social utility. F-Commerce is one of the fastest growing
applications of social commerce, and it may just become bigger than any webstore. Facebook
controls more than half of the US traffic to social media sites with active users who spend
over 700 billion minutes per month on the site, making it convenient for consumers since
they‘re already there.
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1. Introduction

In recent years, use of the Internet as a means of interpersonal communication has
grown and changed dramatically. The inception of Web 2.0 technology has created new ways
to communicate, collaborate and share content (Enders, Hungenberg, Denker and Mauch,
2008) as it is enabled by the widespread diffusion of high-speed. Consequently a new mode of
social networking the online social networking becomes a truly significant new phenomenon
in human communication. People are increasingly inclined to cultivate their virtual social
relationships and virtual life on existing prevalent social networking websites such as
Facebook (Angela Yan Yu , Stella Wen Tian, Douglas Vogel and Ron Chi-Wai Kwok,
2010).
Currently, there are more than 150 Social Network Sites (SNSs) but the popularity of
the social networking site Facebook is unprecedented: It is currently the second most
frequently visited website on the Internet (Alexa Internet Inc., 2011) and attracts a global
audience of over 800 million people (Gonzalez, 2011). More than a billion individuals around
the world are connected. They support themselves through discussion posts, comments, and
instant messaging. Additionally, Facebook users now use the sites as a way to digitally and
socially interact with news and information (Lasorsa, Lewis and Holton, 2011).
More than 600 million users sign into the site daily, sharing more than 70 billion
pieces of content that include updates on their daily routines, posting photos, and scrolling
through other users‘ profiles (Facebook, 2011). In April 2006, Facebook opened its
registration process to organizations, and more than 4000 organizations joined within 2 weeks
(Facebook, 2008). With an average of 250,000 people registering to use Facebook daily,
organizations can not ignore the social networking phenomenon. Public relations-oriented
blogs and trade publications have promoted these sites as relationship building tools (Dugan,
2007).
In addition, Facebook offers opportunities for businesses to advertise and set up
Facebook Page and Platform to interact with customers, who can help them promote their
products and get feedbacks from the Customers. Companies have now penetrated the online
social networking scene, offering direct links from their corporate websites to Facebook and

6

F-commerce: E-commerce via Facebook
Twitter, and use these tools to promote brands and support the creation of brand communities
(Kaplan & Haenlein, 2010).
Moreover, the implications for businesses are wide-ranging. Many businesses are
changing the way they conduct their marketing activities through the use of Facebook as an
advertising vehicle, distribution channel, and to foster word-of-mouth referrals. The degree to
which we can ferret out the relationship between personality and Facebook offers companies
valuable insight into the nature of who is likely to comment on company Facebook sites about
things such as product usage and quality and the extent of potential word of mouth advertising
conveyed through personal Facebook pages.
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2. Facebook
Facebook is a social networking service and website operated and privately owned by
Facebook, Inc. It is defined as ―a social utility that helps people share information and
communicate more efficiently with their friends, family and co workers (facebook.com).
Background on social networking sites (SNSs) today's SNSs began in 1997 with the
launch of SixDegrees.com which ―allowed users to create profiles, list their Friends and,
beginning in 1998, surf the Friends list‖ (Boyd & Ellison, 2008) followed by other social
networks sites such as Livejournal, Friendster, LinkedIn, MySpace, Last.fm, Flickr, YouTube,
and finally Facebook launched, attracting great numbers of registered users in a short span of
time (Boyd & Ellison, 2007). Since that time, SNSs have hit the mainstream with a
vengeance. Two websites in particular have become very popular: MySpace and Facebook.
Facebook is one of the most popular SNSs for college students and was by far the one website
that helped ―tip‖ SNSs into the mainstream culture.
Facebook was created by Mark Zuckerberg, Dustin Moskovitz and Chris Hughes on
February 4, 2004 as a social network site just for Harvard students. A year after, the site
expanded to college students and high school users and eventually by the end of 2006 to all
Internet users. In January 2008 Facebook was announced to be the 13th most popular website
worldwide. As of July 2011, Facebook has more than 800 million active users
Facebook is something different from other social networking sites (SNSs), as it
demonstrates an offline-to-online trend that is the majority of Facebook friends is met offline
and then added later. The online platform has established a new standard means of
communication that differs from traditional media such as television (one-way) or telephone
(reciprocal). On Facebook, people communicate ―in the stream‖ (Zuckerberg, 2010) as they
post messages on their wall. Without addressing a specific recipient, these messages are
pushed into their friends‘ ―News Feeds‖, turning an individual‘s friend list into a
communications audience.
A January 2009 Compete.com (Compete, 2009) study ranked Facebook as the most
used social networking service by worldwide monthly active users. Quant cast estimates
Facebook has 138.9 million monthly unique U.S. visitors in May 2011. According to Social
Media Today (Social Media Today, 2010), in April 2010 an estimated 41.6% of the U.S.
population had a Facebook account.
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Figure_1 - Facebook popularity 1

Figure_2 - Facebook popularity
Active users of Facebook increased from just a million in 2004 to over 750 million in
2011. More spectacular is the increase that happens from the beginning until the end of 2010.
From 337 million reach 585 million in one year. This increase means that 7,9 new
registrations happened per 1 second.
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Figure_3 - Age distribution of Facebook population.

Ages using Facebook are mainly the young from 18 to 24 with 187,7 million while
only 12,5million of ages 65 and over have an account (Suzygy group)
According to comScore (Comscore. Inc, 2011) Facebook is the leading social
networking site based on monthly unique visitors. ComScore reports that Facebook attracted
130 million unique visitors in May 2010, an increase of 8.6 million people. According to
alexa.com (Alexa Internet Inc) the Web site's ranking among all Web sites increased from
60th to 7th in worldwide traffic, from September 2006 to September 2007, and is currently
2nd.
Facebook is the most popular web for uploading photos, with 50 billion uploaded
cumulatively and the most popular social networking site in several English-speaking
countries, including Canada, the United Kingdom, and the United States. In regional Internet
markets, Facebook penetration is highest in North America (69 percent), followed by Middle
East-Africa (67 percent), Latin America (58 percent), Europe (57 percent), and Asia-Pacific
(17 percent).
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Figure_4 – Top 10 countries on Facebook

The Web site has won awards such as placement into the "Top 100 Classic Websites"
by PC Magazine in 2007 (Wikipedia) and winning the "People's Voice Award" from the
Webby Awards in 2008 (Wikipedia) In a 2006 study conducted by Student Monitor, a New
Jersey-based company specializing in research concerning the college student market,
Facebook was named the second most popular thing among undergraduates, tied with beer
and only ranked lower than the iPod.
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2.1 Social impact
Facebook has affected the social life and activity of people in various ways.
Especially with its availability on many mobile devices, Facebook allows users to
continuously stay in touch with friends, relatives and other acquaintances wherever they are in
the world, as long as there is access to the Internet. It can also unite people with common
interests and/or beliefs through groups and other pages. Some argue that Facebook is
beneficial to one's social life because they can continuously stay in contact with their friends
and relatives, while others say that it can cause increased antisocial tendencies because people
are not directly communicating with each other. Some studies have named Facebook as a
source of problems in relationships. Several news stories have suggested that using Facebook
causes divorce and infidelity, but the claims have been questioned and refuted by other
commentators (Gardner, David, 2010; Harwood, Jonathan, 2009)

2.2 Criticism
Facebook has met with controversies. It has been blocked intermittently in several
countries including the People's Republic of China, Vietnam, Iran, Uzbekistan, Pakistan,
Syria, and Bangladesh. For example, it was banned in many countries of the world on the
basis of allowed content judged as anti-Islamic and containing religious discrimination. It has
also been banned at many workplaces to prevent employees from using it during work hours.
The privacy of Facebook users has also been an issue, and the safety of user accounts has
been compromised several times. Facebook has settled a lawsuit regarding claims over source
code and intellectual property (Wikipedia)

2.3 The Website

12

F-commerce: E-commerce via Facebook

Users must register before using the site, after which they may create a personal
profile, add other users as friends, and exchange messages, including automatic notifications
when they update their profile. Additionally, users may join common-interest user groups,
organized by workplace, school or college, or other characteristics, and categorize their
friends into lists such as "People from Work" or "Close Friends". The name of the service
stems from the colloquial name for the book given to students at the start of the academic year
by some university administrations in the United States to help students get to know each
other.
Users can create profiles with photos, lists of personal interests, contact information,
and other personal information. Users can communicate with friends and other users through
private or public messages and a chat feature. They can also create and join interest groups
and "like pages" (called "fan pages"), some of which are maintained by organizations as a
means of advertising.
To allay concerns about privacy, Facebook enables users to choose their own privacy
settings and choose who can see specific parts of their profile. The Web site is free to users,
and generates revenue from advertising, such as banner ads. Facebook requires a user's name
and profile picture (if applicable) to be accessible by everyone. Users can control who sees
other information they have shared, as well as who can find them in searches, through their
privacy settings. Depending on privacy settings, anyone who can see a user's profile can also
view that user's Wall.

Facebook has a number of features with which users may interact. They include the


Wall, a space on every user's profile page that allows friends to post messages for the
user to see



Pokes, which allows users to send a virtual "poke" to each other (a notification then
tells a user that they have been poked)



Photos, where users can upload albums and photos



Status, which allows users to inform their friends of their whereabouts and actions.

Over time, Facebook has added several new features. Examples are


Gifts (allow users to send virtual gifts to their friends),



Marketplace (allow users to post free classified ads),
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Events (i.e., enable users to inform their friends about upcoming events), and



Video (i.e., allow users to share homemade videos with one another), and even



Chess and games (i.e., allow users to play games against their)

2.4 Revenue

Facebook Inc., the world‘s largest social-networking service by number of users,
generate $4.27 billion in revenue in 2011, more than double the $2 billion made in 2010,
according to research firm EMarketer Inc (Wikipedia) and for 2012, Facebook should reach
$5.78 billion in ad revenue globally, up from the earlier estimate of $5.74 billion.

Revenues
(estimated, in millions US$)
Year

Revenue

2006

$52

2007

$150

2008

$280

2009

$775

2010

$2,000

2011

$4,270

Growth
—
188
%
87
%
177
%
158
%
114
%

Figure_5 – Facebook revenues

Most of Facebook's revenue comes from advertising. Microsoft is Facebook's exclusive
partner for serving banner advertising, and therefore Facebook serves only advertisements
that exist in Microsoft's advertisement inventory. According to recently released figures from
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e-Marketer (Adam Ostrow, 2010), Facebook‘s serving more than 50 billion display ads per
month and was on track to serve 1 trillion display ads (Jennifer Van Grove, 2010) for the year
2011. Facebook‗s revenue for advertising came to an astonishing $1.86 billion for all of last
year
In an interview with AdAge (Edmund Lee, 2011) e-Marketer analyst Debra
Williamson said that around 60% of Facebook‘s 2010 ad revenue came from SMBs and that
60% of Facebook‘s ad dollars came through its self-serve ad platform. Around $740 million
of Facebook‘s revenue in 2010 came from major brands such as Procter & Gamble or CocaCola.

Figure_6 – Top 10 brands on Facebook

As users spend more and more on Facebook Credits, which got an extensive roll-out
through online and brick-and-mortar retailers throughout 2010, the virtual currency is likely
accounting for an increasing amount on Facebook‘s balance sheets. After all, Facebook
collects around 33 cents on the dollar (Samouel Saxon, 2010) for Credits spent within the
Facebook ecosystem of apps and games — games that grow more popular with each iteration.

15

F-commerce: E-commerce via Facebook

3. Electronic commerce (E-Commerce)

Electronic commerce is any transaction (business, management and exchange of
information) that happens through the use of electronic media and aims to enhance customer
(either with products or with services) and increasing the profitability of companies through
the competitive element.
Electronic commerce includes all those actions which are necessary to be done to get
a product from producer to consumer. As that happens in normal trade. All actions are made
through computers and telecommunications systems.
The Electronic Commerce can be an important weapon for companies who want (or
are forced by market conditions) to make changes in their operations to survive and thrive in
today's competition. It is a way that makes it capable and supports changes to a global scale.
Allows companies to be more efficient and responsive to their internal functions, to work
more closely with their suppliers and be more accountable to the needs and demands of their
customers. Allows companies to choose the best suppliers regardless of their geographic
location and now sell in a global market
. In the last decade, many start-up e-commerce companies have rapidly stolen market
share from traditional retailers and service providers, pressuring these established traditional
players to deploy their own commerce websites or to alter company strategy in retaliation.
This effect is most pronounced in travel services and consumer
E commerce is expected to growth by region from 2010 to 2013 in all over the word
from 572,5 billion to 963 billion an increase of 19,4%. Especially in Asia the increase will be
over 25% and reach the 323,1 billion.
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Figure_7 – Expected e-commerce growth by region from 2010-2013

3.1 The main business processes that are taking place in the
commercial process.
The main business processes that are taking place in the commercial process include:


Marketing: the marketing includes a variety of activities on the side of vendor
products and services (eg market research, product design, product promotion and
advertising, etc.) and on the side of the potential buyer (eg selection of a suitable
product, collect bids, selecting best bid, etc.). During these operations there is usually
little direct contact between buyer and seller but participate in them and
intermediaries (eg retailers, dealers, etc.).


Confirmation of Cooperation (contracting): to handle this process required: by the
buyer, the collection of product specifications and other conditions related to the
cooperation with suppliers (eg transport, delivery and payment) and side of the seller
to negotiate the conditions for cooperation, processing orders in accordance with
agreed terms. During these operations, especially during the negotiations, conducted
communications between the two parties are mainly based on unstructured
information and documents.



Inventory management (logistics): This includes all operations aimed at the disposal
of the ordered goods to the purchaser under the terms of cooperation. Functions
included within those relating to product demand, transportation, reception and
classification of products in stock. During these operations, usually conducted
structured communications between the parties involved, buyer and seller.
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Settlement: in this process include the pricing of products and services and their
payment. This is not just financial settlement but to the general arrangement of
conditions for cooperation with trading partners.



Contact with public bodies (interfacing with administration): All parties involved in
international business environment must in some parts of the business cycle to come
into contact with public authorities, for various reasons (eg handling of import /
export, paying taxes ).

3.2 Types of electronic commerce
The main element of electronic commerce is communications and more specifically
the exchange of information between senders and recipients. The exchange involves three
entities: businesses, consumers and public bodies. There are various types of electronic
commerce, which are divided as to their bodies among which the transactions are made.
These are:


business to business ή B2B



business to government ή B2G



business to customer ή B2C



customer to government ή C2G



government to government ή G2G



customer to customer ή C2C

3.3 Benefits of Electronic Commerce
The use of e-commerce is by nature an inter-company concept. Although electronic
trade can apply within a business, the real benefits occur when the E-Commerce applies
between enterprises, especially among firms operating on the relationship supplier - customer.
For this reason the benefits to users are almost always parallel. Each business opportunity
provided by the use of electronic commerce at a supplier can in most cases be translated into a
corresponding benefit to customers. In this sense, e-commerce is revolutionizing business
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innovation, since in order to pay dividends is not based on competition but on cooperation
between those involved for their mutual benefit

3.3.1 Benefits and opportunities
Electronic commerce provides many opportunities for suppliers and proportionate benefits to
customers. These include:


Global launch \ World selection
The limits of electronic commerce are not identified according to geographical or national
boundaries, but more coverage of computer networks. Electronic commerce allows even
small businesses to move not only in small local markets, but the target market of a
company now doing business electronically with its partners is limited by the availability
of telecommunication networks. Thus, small businesses can achieve a global launch and
manage easements internationally. The corresponding customer benefits is the option in a
global level - the customer can choose instruments from all possible vendors, product or
service you need, regardless of their geographic location.


Improved competitiveness \ Quality of service

Electronic commerce allows suppliers to improve their competitiveness "approaching to
customer." In a simple example, many companies are applying the technology of ecommerce to provide an enhanced level of support of sales before and after, with
increasing levels of information about the product, with guidance for use of the product
and quick response to demand information from customers (without the physical
movement of the client). So offer quality services at very little cost


Mass adaptation to customer requirements / Products and services made to
measure.

With the electronic interaction, suppliers can obtain detailed information on requirements
relating to even the most highly-individual customers and automatically design and offer
products and services in line with those special needs, but to mass market prices.


Reduction or eradication Suppliers links / Direct meeting needs

One of the reported benefits of electronic commerce is its contribution to "eliminate"
unnecessary middlemen in trade. This implies automatically shrink the supply chain so
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that the supplier is in direct communication with the client without the interference of
third parties (eg consignment without the use of Freight Forwarders, interim storage, etc.).
The corresponding benefit to the customer is of course the immediate needs of, and may
receive the product / service you want without the delays that inevitably introduce cycle
distribution of intermediate parts. Also, the ability to quickly notice the exact product you
need, without being limited quantitatively compared to that generally found in storage to
local suppliers
The most extreme case of reduced supply chain occurs when the product itself has such a
nature that can be transferred electronically. In this case we are talking now about
complete elimination of the supply chain, and require no physical contact to carry out the
transaction


Minimize cost / price Minimize

One of the main contributions of electronic commerce is to reduce operating expenses. As
the costs of business processing involving a human interaction that is measured in money,
the cost of conducting a similar processing performed electronically can be done with just
a few cents or even less, and within a short time. From now on, every business process,
including interactions "routine" between people, offers the opportunity for substantial cost
reduction, which can translate into substantial price reductions for consumer


New business opportunities / New Products and Services

In addition, the redefinition of markets for the existence of products and services,
electronic commerce also promotes the opportunity for entirely new products and
services. Examples include promoting network and support services, management
services, to contact (eg by establishing initial contact between potential customers and
potential suppliers) and many types of on-line information services.
As these various opportunities and rewards are all distinct, yet are interdependent to some
point. For example, improvements in competitiveness and quality of services can be part
of raising the massive personal contact with clients and as well reduces Supply chains can
help to correct a reduction of costs and prices.

20

F-commerce: E-commerce via Facebook

3.5 Benefits to the community


New styles and working models, such as work be done from home with the
consequent reduction in traffic congestion in large cities, but also reduce pollution.



Products purchased at lower prices, thus increasing the standard of living and
purchasing power of citizens.



The remote and developing societies are now able to purchase products and services
that would not otherwise have the right to acquire



The transactions between citizens and public agencies can be held longer without
discomfort (eg, electronic submission of taxes/ Full periodic statement, tax returns
natural and legal persons)

3.6 Disadvantages of electronic commerce


There is no absolute security of transactions on the Internet. The company may be
endangered by so-called hackers, who are individuals with significant experience and
the problem lies in the unexpected behavior, as the goal rare is gain. Moreover, the
autonomous malware programs (viruses, worms, Trojans) can cause problems even if
they are programmed to do something destructive. Therefore the company can suffer
data theft on the Internet, as a result of a successful hacking. An attacker gains control
of all or part of the system. Consumers still do not trust online transactions as well.
The user is solely responsible for electronic security. So there is a risk impersonation,
the use of a network identity of another person with malicious purpose.



Disadvantages of distance some products: Due to distance, it is difficult to control the
quality they offer. Furthermore, it is difficult for computer stores sell large volume
and heavy products, the transportation costs much.



Cost of creating the electronic system: The cost of creating an online store may
change dramatically as new technologies are added every day. The company has to
invest a large sum of money for maintenance and optimization of e-shop. Poses a
difficulty to integrate existing databases of the company with software that allows
integration with the online store.( Despoudi (2009), Tziasta (2011))
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4. Facebook in Greece

The social networks of the Internet are now becoming more popular in our country.
Facebook has become for many of our compatriots a favorite habit. Over 1.5 million Greeks
share daily thoughts through Facebook.
According to most statistics, the Greek population of Facebook has now reached
almost 3.5 million in total 70.42% of Greek users of the Internet, occupying 0.49% of total
world population of the popular social networking site. Indeed our country is the 41st of
Facebook users in the world.
Most are men, while the largest age group is 25 to 34 years (32% of Greek users),
followed by the youngest, aged 18-24 (26.5%). Third is the group of 35-44 with 17%.
However, the data may not be as perfectly as there are false or duplicate profiles, and it is
unclear from the received data on the user's country of origin.
A very interesting research company Innews studied the Greek presence in social
media. So, according to data ISNP (Intelligent Social Network Platform) published by
Innews, Greeks active users in the second and third quarter of 2011, on Facebook is
1,500,000. More specifically, the Greek Facebook users post reviews of 240,000 days (status
updates & comments).
Active users are those who post information or comments that require the user to have
even part of the account open for access. Overall within 6 months from March through
September, the Greek users have total 60.000.000 status updates and comments on Facebook.

Figure_8 – General information about Greece
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Ages using the most popular social network in our country are mainly the young with the
highest usage rate to be ages 25-34, while only 2% of ages 55-64 have an account.
Furthermore 56% of users are male and 44% female (Mediagate, 2011).

Figure_9 – Ages using Facebook

Figure_10 - 56% of users are male and 44% female.

4.1 Activities in Greek internet - Purchase on-line
According to the annual survey of the Laboratory of Electronic Commerce (Eltrun,
2011) Athens University of Economics in the overall market of electronic commerce (BC)
business make a research about consumers in Greece and the behavior of Greek on-line
consumers, the results are as follows:
The typical Greek on-line consumers are avid Internet user since the 37% use it more
than 30 hours a week. Besides the known reasons for using the Internet (e-mail, news search,
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etc.) begin and highlights other interesting uses for on-line consumers associated with social
media like Facebook (42%), posting / reading blogs (31 %), chat / instant messaging (21%),
participation in on-line discussions / forums (23%).
Regarding on-line purchases confirmed the known top categories in which on-line
consumers often purchase: hardware / software (63%), electronics (50%), tickets (42%),
hotels (32%) books (32%). Emerge but interesting new product categories such as Household
and electrical appliances (26%), clothing and footwear (21%), cosmetics (10%).
Sketching the profile of on-line consumers, 50% managed on-line accounts and
participates electronic banking (information and transactions) while 42% are often trying to
find information about daily offerings (a very important emerging trend), while is not
negligible frequent involvement with on-line auctions (16%) and issues real-estate (16%).
We consider now talking about a mature market e-commerce after 51% downloaded
on-line over 5 times the first half of 2010 while the annual average value of purchases per
consumer on-line is around € 1500. This means that the total value of purchases from
websites with Greek consumers will reach in 2010 a significant amount of € 1,4 billion (a
significant increase of 75% from € 0,8 billion was in 2009).
The most important factors for a consumer to buy from online store is easy to use
(76%), many secure methods of payment (69%) and a wide range (65%). Surprising is the
low to the online store located on the first page of search engines (14%) and major advertising
campaigns (10%), perhaps because the offer is still limited. Certainly, 38% would definitely
buy from an online store even if it did not cover some of these important factors if you have
good prices and / or promotions, which demonstrates the great value which is now the price
on products.
Despite the serious use of social media Greeks on-line consumers are wary /
suspicious about what is written on them (51%) with only 18% felt that improving the image
of a company actively involved in social-media and only 10 % influenced by advertising
companies or by "friends" on social networks before making an on-line market.
Confidence in online stores (especially important for the growth of electronic
commerce) is mainly based on their certification by a credible independent body (66%), the
positive comments from friends (61%) and positive evaluation by other on-line buyers (55%).

24

F-commerce: E-commerce via Facebook
Online banking has now reached high levels of maturity and directly affects the
behavior of on-line consumer in the traditional channel. Indeed for 51% of on-line consumers
in e-banking site selection is a reason for the bank, while 50% is the basis to understand the
reliability of the bank.
Regarding the e-gambling (betting, poker, casino on the Internet) is a small but
growing market. 31% of Greeks do on-line transactions have involved the first half of 2010
active even once in game e-gambling (12% even often) the total value of this market to rise in
2010 to about € 300 million.
For Internet users who do on-line shopping the main reasons are: trust (85%), habit
(56%) and credit card (30%). Nevertheless the 12% expected that will definitely start on-line
purchases next year. (TechIT, 2011; tanea, 2011)
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5. E commerce in Greece

A survey on information and communication technologies (ICT) usage in households
and by individuals shows that Greeks remain sceptical of e-shopping for private use in 2010.
st

Only the 18,4% of internet users shopped online during the 1 quarter of 2010. Yet, the
comparison between the percentage change (13,6%) for 2009-2010, and the respective
percentage (18,2%), for the period 2008-2009, reflects the fact that the Greeks express a
discomfort for online shopping. The average annual rate of change for purchases over the
internet for the five-year period from 2006 to 2010 comes to 20,8%.

Figure_11 – E-commerce in Greece from 2006 to 2010

The share of the internet users having reported that they have never bought or ordered
goods and services over the internet, may have apparently decreased by 14,5% (from 82,9% in 2006
down to 70,9% in 2010), nevertheless, buying or ordering goods over the internet is still not one of
the usual practices among the internet users.
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E-shopper‟s profile
The analysis of the profile of the internet users who execute purchases/orders over the
internet has shown that the overwhelming majority of these users are men, aged 25-34 years old,
and employees, having completed higher or highest education. Nevertheless, it is worth noticing
that there are several differences between the profile of those using the internet, irrespective of their
having e-shopped or not, and the profile of the e-shoppers, the educational level of the e-shoppers
being higher (graduates of higher education or university graduates, master or PhD holders

Figure_12 – E-purchases, by genter, age group and education level
It‘s also worth noticing that there is a big difference between the share of men and that of
women who shop on the internet. Men outnumber women approximately by 30 percentage points, a
difference which is not reflected in the profile of the internet users (men 53,9%, women 46,1%) and
which may be eloquently indicative of the women‘s consumption habits (Hellenic statistical
authority, 2010).

Figure_13 – E-commerce , by age group and gender
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6. F-Commerce
F-Commerce -an acronym for Facebook and derived from e-commerce- is the use of
Facebook as a platform for facilitating and executing sales transactions – either on Facebook
itself or externally via the Facebook Open Graph. F-commerce is the act of actually selling
products and services directly to consumers through Facebook.
Facebook, with more than 800 million active users, provides big opportunities for
companies and consumers. F-commerce is a form of social commerce that supports social
interaction and user contributions, to assist in the online buying and selling of products and
services. The purpose of f-commerce is to help businesses facilitate and execute sales
transactions using Facebook. It‘s a socially integrated shopping platform that is shifting
business models and opening new doors for online retailers. From a consumer perspective, fcommerce allows shoppers to shop without any disruptions to their social activities and make
smarter shopping decisions using their social intelligence.
F-commerce has brought a big change because it integrates e -commerce and social
commerce in one place. We still have the e-commerce component, but we can also share what
we‘ve purchased, and ―like‖ products at the same time.

6.1 The history of F-Commerce
The History of F-Commerce‘ starts back in 2004 with the birth of Facebook and
follows the timeline leading up to the birth of F-Commerce. It all started with the
introduction of Facebook‘s Virtual Gift Store back in February 2007, it was ahead of its time
initially, and weirdly, only managed to do 15 million in transactions before it was closed in
August 2010. Two years later the very first commercial F-Commerce transaction was for $34
through the 1-800-Flowers.In July 2009, the first transaction went down on Facebook with a
gift ordered from 1-800-Flowers in August 2010, Delta launched Ticket Window, allowing
users to book flights from Facebook; and today many brands are using storefront apps to let
their customers and fans purchase products directly from their Facebook pages. (Malpeso,
2011)

6.2 Types of F-Commerce
Facebook‘s gravitational pull of 800 million users is enough to hold digital
marketers spellbound. Once they get past the sheer size, they find that Facebook also
offers unique and nuanced selling opportunities amidst difficult obstacles.
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There are four Types of F-Commerce (Jeff Ente, 2011)
1.

Facebook-Facilitated On-Site Selling

2.

Facebook-Initiated Selling

3.

Complete Selling through Facebook

4.

iFrames vs. Facebook Apps

1. Facebook-Facilitated On-Site Selling:
Brands can bring the Facebook experience to their websites, tapping users‘
connections and interests to support the purchasing process. The simplest examples involve
using social plugins — short code snippets that ping Facebook‘s network for information
about the user visiting the brand‘s site. The Like Button is the most common plugin and is
usually regarded as a content sharing device, but when it is used in conjunction with a product
page it can provide peer support by displaying the names and profile images of people who
have Liked the product — most appealing for brands is the fact that it also highlights any of
the user‘s Facebook friends who have Liked the product.
A more sophisticated approach uses Facebook‘s Open Graph API [24] to retrieve the
Likes and interests of the user, as well as those of his or her friends. There is a permission
screen involved and every friend‘s privacy settings are individually respected.

2. Facebook-Initiated Selling:
Business accounts can set up a storefront for free on their Facebook Pages, and many
thousands have already done so. The vast majority start the shopping process at
Facebook.com but then jump to their own ecommerce pages at some point. Lady Gaga‘s
Facebook store is an example of a store that takes users on a rather abrupt transition. Users
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can browse products on her Facebook Page, but any click takes them to the product page at
bravadousa.com, a licensed merchandise marketer and fulfilment service. The Facebook
branding is gone, and the look and feel changes completely. A new window opens which
would make any Facebook multitasking (e.g., chat) cumbersome. Apparently, a Page with
over 30 million Likes can get away with this — Justin Bieber has the exact same
arrangement.

Best Buy keeps shoppers in the Facebook environment a bit longer and takes
advantage of the social features while they are there. Its store app isn‘t labelled ―Shop,‖ it is
―Shop + Share.‖ Users can search or browse for products, and when they find something that
interests them, they have two options: ―Ask Friends‖ or ―Shop Now.‖ ―Ask Friends‖ leads to
a Wall post asking about the product. Interestingly, Best Buy currently makes ―Ask Friends‖
much more noticeable than ―Shop Now,‖ which takes the user to the product page at
BestBuy.com for the shopping cart and checkout process.
3. Complete Selling through Facebook:
1-800-flowers have pioneered a selling process that never takes the user away from
Facebook.com. Shoppers can select products, options, see delivery dates and even include a
personal message without interrupting their Facebook experience. 1-800-Flowers does not
take full advantage of the social environment, though, as it doesn‘t provide an easy way to ask
a relative what Mom‘s favourite flowers are or what her zip code is, for example.
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Delta Airlines has built a complete ticketing system into its Facebook Page, and while
it allows the user to promote Delta by posting a general message on his or her Wall, it doesn‘t
do much to help the user share details with Friends involved in the trip, something that a Send
Button could do nicely.

4. iFrames vs. Facebook Apps:
There are two ways of displaying F-commerce Pages on Facebook.com, each with its
pluses and minuses. In February 2011, Facebook adopted iFrames as the method that
businesses use to supply custom content to their Pages. In the simplest terms, iFrames allow a
business to create and host its own content and to display it in the 520-pixel middle column of
a Facebook Page.

Lady Gaga, Justin Bieber and even Best Buy, present their F-commerce pages
through an iFrame. The advantage is simplicity, since businesses can create and maintain the
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content on their own terms — iFrames tend to offer the most seamless experiences for
consumers. 1-800-Flowers and Delta do their selling via Facebook apps. The primary
advantage of going to an app is real estate. iFrame content is restricted to the 520 pixel-wide
middle Page column, while an app can control the left most 760 pixels — a 46% increase in
visible selling space. The disadvantage of apps is that they are more difficult to maintain and
they may stress smaller budgets within businesses lacking Facebook development expertise.

6.3 The F-Commerce Ecosphere
Facebook commerce it‘s a subset of social commerce and e-commerce, referring to
commerce executed on or influenced by the Facebook platform. F-commerce naturally
supports social interactions and user contributions with 800+ million users, 50 percent visiting
daily.
There are 7 dimensions driving Facebook Commerce (Linda Bustos , 2011),( Janice
Diner, 2011),( Leigh Hanney, 2011) that make up the ―F-Commerce Ecosphere which are
separated to two basic types the ―On-Facebook‖ f-commerce and the ―Off-Facebook‖ fcommerce.

Figure_14 – The F- Commerce Ecosphere
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The “On-Facebook” f-commerce


Facebook stores (f-stores)



Facebook Credits payments



Facebook Ads and Sponsored Stories

The “Off-Facebook” f-commerce


The ―Off-Facebook‖ f-commerce



Facebook Mobile Platform



Facebook Open Graph Beta



Facebook Social Plugins



Facebook Places and Location Tab

6.3.1 The “On-Facebook” f-commerce
This e-commerce happens inside Facebook, referring specifically to the purchase
of real goods and real services inside Facebook with a credit card or other valid monetary
system.
1

Facebook stores or F-stores: Since the first in-Facebook retail transaction in 2009,
many e-businesses have launched their own Shop tabs on their Facebook Pages that
either redirect to their website or support real-money shopping right on the Page.
They're emerging in a variety of formats and are not limited to traditional retailers
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Furthermore F-Stores have three different options


Faux Stores (Storefront Only): Faux stores are product catalogues

linked to product pages on an external dot com e-commerce site.

For

example, Bulgari runs a faux-store on its Facebook page linked to its e-commerce
site. Advantages include ease of set up, no back-end integration, whilst nevertheless
broadening the digital footprint of an online store.


Full Stores: Full stores offer the full dot com e-commerce experience

optimised for and inside of Facebook. The full product catalogue, shopping cart and
the checkout process are all handled within Facebook. For example, ASOS, offer full
stores in Facebook. Advantages include increasing customer exposure to a full range
of products and frictionless commerce with the promise of higher conversion rates.


Fan Stores: Similar to full stores, but offering a limited range of fan-

first or fan-only exclusives to Facebook fans, fan-stores are typically used to support
an event, launch or campaign with a view to stimulating loyalty or advocacy. For
example, Heinz allowed ketchup fans to buy a new line before it was available on
stores.
2

Facebook Credits: Major game changers are Facebook Credits. For the first time,
they are being used as a currency for real-world goods. Facebook Credits is a virtual
currency redeemable for digital goods (like games, movies and paid apps) and virtual
goods inside games (extra lives, character enhancements, etc). Facebook Credits can
be used for micro payments inside mobile apps. Facebook Credits gift cards can be
purchased online or in supermarket checkout aisles, or can even be earned as loyalty
incentives. Through the Shopkick mobile app, customers can earn rewards points for
store check-ins, similar to Foursquare. The mandatory currency used for games and
in-app virtual goods is now being used by Warner Bros. to stream movies in
Facebook where consumers pay 30 Facebook credits ($3) to watch.
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3

Facebook Ads and Sponsored Stories Ads and Sponsored Stories are advertising
options, messages appear in the sidebar and in the News Feed

6.3.2 The “Off-Facebook” f-commerce
This is commerce that takes advantage of Facebook's Open Graph, allowing shoppers
to sign into Facebook from any online site with a PC or mobile device. There are many early
examples of merchants using Facebook Social Plug-ins such as like, share, recommend or
with a deeper integration using Facebook Connect.


Facebook Mobile Platform Facebook Platform for Mobile enables

shoppers to engage with friends and the shopping experience through Notifications,
Requests, Timeline and News Feed on Facebook mobile apps.
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Facebook Open Graph Beta Open Graph 2.0 will move beyond the

―Like,‖ ―Share‖ and ―Recommend‖ buttons to incorporate a new set of ―verbs and
nouns‖ like ―I Like,‖ ―I Want,‖ or ―I Bought.‖ These actions can be pushed through
Timeline, News feed and Ticker. (Stay tuned).



Facebook Social Plugins Plugins allow users to perform Facebook

functions on your site. Think ―Like,‖ ―Share‖ and ―Recommend‖ buttons, fan widgets
and comment boxes.


Facebook Places and Location Tab Facebook is stealthily

cataloginging physical location data for every Facebook business Page. This data can
be integrated online and in-store via the mobile experience
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.

6.3.3 What is available of “Off-Facebook” f-commerce.

Facebook Open Graph Protocol
The Open Graph Protocol is a solution for external websites to link into Facebook and
turn individual web pages into Facebook objects that get integrated into a Facebook user‘s
social graph (their personal map of connections with people, photos, events, and pages). For
example, when someone ‗Likes‘ a movie page on the IMDB site, that ‗Like‘ is added to the
user‘s social graph and gets posted to their Facebook Wall. The advantage of using the Open
Graph Protocol for businesses is that it allows them to improve customer experience with
Facebook features and generate referral traffic via site-related status updates posted to users
Walls
Facebook Social Plugins
Social plugins are a simple way for e-commerce websites to enhance customer
experience by offering Facebook-powered social experiences by adding just a few lines of
code. Social plugins are extensions of Facebook and are specifically designed so no user data
is shared with the sites on which they appear
 Like Button: allows users to share pages from your site on their Facebook profile
 Share Button: also allows users to share pages on their Facebook profile
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 Activity Feed: shows users the likes and comments on your site from their friends
 Recommendations: gives users personalised suggestions for pages on your site
 Like Box: enables users to view and like your Facebook Page from your website
 Registration: allows users to easily sign up for your website with their Facebook

account
 Login Button: allows users to login to your site with their Facebook account
 Face pile: displays the profile pictures of users who have used Facebook to engage

with your site
 Comments: lets users comment on any piece of content on your site
 Live Stream: enables your users share activity and comments in real-time as they

interact during a live event

Facebook Deals
 Check-in Deals: Allows local retailers to drive foot traffic and loyalty by offering

special discount coupons Facebook users who check-in to their venue
 Individual Deal: For both new and existing customers when you want to launch a

new product, get rid of excess inventory, offer seasonal incentives, or simply get
more people into your store
 Friend Deal: Group discounts for up to 8 people, when they check in together to

drive foot traffic and build exposure on Facebook for your business
 Loyalty Deal: For rewarding your most loyal customers; claimed by customers only

after a certain number of check-ins (2-20)
 Charity Deal: Create a Charity Deal to make a donation to the charity of your choice.

This is a great way for your business to give back to the community while adding a
human touch to your business
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 Deals: As of April 2011 – a ‗coming soon‘ service – rumoured to be a Facebook

version of Groupon, where users buy a voucher with Facebook credits to spend instore or at the location

Facebook Fitting Rooms
In-store fitting room mirrors connected to Facebook that allow shoppers to shop
with their social graph by sharing clothing tryons with friends and soliciting
feedback. DieselCam and Macy‘s Magic Fitting Room are examples of Facebook Fitting
Rooms, with the latter offering augmented reality virtual ‗tryouts‘ – flick an outfit from
your smart phone app to the mirror and see it overlaid on your reflection.

Real-Life „Like‟ Buttons
Physical ‗Like‘ buttons on shelves, displays or venues, but unlikely to take off
until NFC technology becomes widespread, allowing handsets to pair with Like
buttons. Coca-Cola Village used a real-life Like button that allowed visitors with a
bracelet containing Facebook details to like attractions

Shop-and-Tell Apps
Add a Facebook layer to the shopping experience by allowing shoppers (online
and in-store) to share their purchases with their Facebook contacts. For example, Swipely
is a ‗shop-and-tell‘ service integrated with Facebook and linked to a credit card, so when
a product is made, it notifies Facebook friends and pays cash-back/rewards to the Swipely
user
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6.4 F-commerce strategies
The top 7 F-commerce strategies are (Achintya Gupta, 2011)
1.

Facebook Stores

2.

Group buying

3.

Exclusive offers

4.

Facebook connect for network recommendations

5.

Shop and tell

6.

Facebook check in deals

7.

In store F-commerce

1. Facebook Stores
Facebook stores (also known as F-Stores) are the typical stores on Facebook. The
idea behind having such stores is to bring the store where the consumer is. Consumers can
decide upon the product, make selections and transactions without leaving Facebook.
Moreover, such stores get the viral advantages of Facebook ‗likes‘ and Facebook ‗shares‘.
Many brands such as Tide, Gillette, Coca-Cola, 1-800 flowers and many more are
selling on Facebook through Facebook stores
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2. Group buying
Facebook might have jumped into the ‗group buying‘ waters with Facebook deals,
but some brands are already using group buying to pump up sales in their stores. Certain
brands like W Hotels activate heavily discounted deals when a set number of people bid on it.
Skoda, ran the ‗More you like... less you pay campaign‘ on their Facebook store, which was
an online auction where each ‗like‘ reduced the cost of the car by 1 Euro until somebody
bought it. Similarly Sears is using the same mechanism on its Facebook store where deals go
live when they have received enough likes. This ensures each product on the store generates
buzz from its fans

41

F-commerce: E-commerce via Facebook
3. Exclusive offers
Since your fans and your Facebook store both are on your Facebook page, there are
high chances that it will be your fans who will be shopping from your Facebook page. So why
not use your store to reward them with exclusive offers to generate buzz along with sales.
Many brands are using this strategy to give exclusive offers on their Facebook stores.

4. Facebook connect for network recommendations
Some of the biggest e-commerce and retail brands seem to be using this for moving
their customers ahead into the sales funnel. Such Facebook commerce applications leverage
Facebook‘s open graph to show valuable recommendations to potential customers and buyers.
For instance, Amazon‘s ‗Your Amazon Facebook Page‘ application recommends
movies, music and other products based on the recommendations of your friends on
Facebook. Trip advisor‘s travel map application shows you a map of all your friends and the
places they have been across the globe, which is a simple but smart way of gaining travel
recommendations. Similarly, Levis Friends Store displays jeans liked by other people and
your friends.
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5. Shop and tell
You will find this as the emerging trend among onsite Facebook stores. With Shop
and tell plugins brands can integrate referral features to their shopping carts so that whenever
someone makes a purchase on the store, they can recommend the product to people in their
network. In return they can avail rewards such as discounts, free shipping etc. Many
companies like Flaunt it, Tip from me and Finz.it provide such type of plugins.
Another interesting shop and tell tool is Swipely which integrates with your card
information to notify people in your network about your purchases. It also shows what is
happening at the places you shop as a shopping feed.
Certain brands tweaked this model to generate recommendations and word of mouth.
They are selling consumers content (books, papers, research reports, music) and products
(beers, gifts) in exchange of a Tweet or a Facebook wall update about your brand.

6. Facebook check in deals
Certain brands are making smart use of Facebook check–in deals for boosting their
sales. Facebook check-in deals allow users to find deals in their vicinity using their mobile
phones and find offers. Such kinds of campaigns helps brands since user check-ins, when they
come up in activity feeds, act as a marketing channel for the brands. We see a great potential
in Facebook check in deals for F-commerce since a lot of interesting stuff can be
experimented in this space.
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Brands like Gap used Facebook check in to give free jeans to the first 10, 000 check
ins and discounts to the rest of the customers who checked in. Mazda too used Facebook book
check ins to give 20% off on Mazda Roadster customers who checked in.

7. In store F-commerce
While some brands are trying to bring their stores to Facebook through Facebook
stores, some others are doing the opposite, that is, bringing Facebook to their on-ground retail
stores. If your brand has offline retail stores targeting a lot of youth, then this strategy would
definitely win you a lot of buzz and recommendation. Coca Cola village is an interesting
example of in store F-commerce, where there was a real life ‗like‘ button that sent ‗likes‘ to
the users Facebook account by scanning their wristbands. DieselCam – an initiative by Diesel
-had devices installed in trial rooms where people could take and post their picks with Diesel
Gear on their Facebook account.
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6.5 Arguments in favour of f-commerce by the numbers
There are seven arguments in favour of f- commerce (Paul Marsden, 2011)
1 Facebook is already a viable sales platform


The top 3 brands on Facebook (by fans) all sell directly on Facebook - Coca-Cola ,
Starbucks and Disney



2-4%: f-store conversion rates – on a par with web-stores (avg. 3.4%, according to
Forrester/Shop.org)



$650,000,000: The drop in Netflix share value when Warner opened up a Facebook
movie rental (streaming) service in 2011



1000: Number of diapers P&G sold on its f-store in under an hour



50,000: Number of retailers who have opened an f-store with Payvment



6 hours: Time it took for the Rachel Roy Facebook jewelry store to sell out



3rd highest: daily sales made by Rachel Roy, the day it opened it‘s pop-up f-store



1m+: Starbucks customers using their e-commerce-enabled Facebook CRM loyalty
program



1300: Number of products added every week to the ASOS f-store



20%: Proportion of black Friday sales transactions on Facebook for e-tailer Kembrel



7-10%: Increased Average Order Value for Facebook transactions (vs. web-store) for
Kembrel



5000+: customers using Walmart‘s group-buy Facebook app on the day of its launch



$34: Amount paid for the first transaction ever to take place in Facebook at 11.50 am
EST on July 8, 2009 for bouquet of flowers ‗A Slice of Life‘ on the f-store of U.S.
florist 1-800 flowers

2

Facebook drives e-commerce traffic; ticketing site Event found that integrating with
Facebook on its website, generated additional sales – each Facebook share generated
$2.53 in additional sales



6.5%: click-through rates on Facebook walls are 6.5%



67% of retailers plan to use Facebook to drive traffic to their e-commerce sites
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25%; proportion of users who post links to other companies, products or services



20%: proportion of e-commerce sales from Facebook (for Wetseal)

3

Facebook is where your customers are;



1 in 11: humans that are on Facebook (642 613 700) [Q2 2011]



40%: The drop in Coca-Cola‘s website traffic in the past year, but Coke‘s Facebook
page is up and is now the world‘s most popular Facebook brand page (22m)



7.9: In 2010, Facebook grew by 7.9 users/second



1/3: Proportion of time spend online on Facebook by Facebook users



50%: proportion of users who log on to Facebook in any given day



700 billion: Minutes spent on Facebook every month



80: Average community pages, groups and events to which a Facebook user is
connected



Bigger than Google: In August 2010, U.S. Internet users spent 41.1 billion minutes on
Facebook, surpassing Google Inc.‘s 39.8 billion minutes for the first time



Nine in Ten: Proportion of US social network users who use Facebook



57.1%: Proportion of Internet US users using Facebook

4

F-Commerce customers are good customers;



Facebook users spend up to 1.5x more online, and Facebook customers spend more
than double that of non-Facebook customers

5

F-Commerce drives customer loyalty



117%: the additional amount a fan will spend on a brand compared to a non fan



17%: proportion of Facebook users who say simply having the ability to ‗Like‘ a
brand makes them more likely to buy
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51%: the increase in likelihood a customer will purchase, after clicking the ‗like‘
button



41%: the increase in likelihood a customer that a customer will recommend, if they
have liked the brand



28%: the increase in likelihood that customers who ‗like‘ a brand will repurchase



40%: Proportion who ‗Like‘ businesses in order to receive special discounts and
promotions



30% to 200%: increase in site registrations for sites using Facebook sign on



15% to 100%: Increase in the number of reviews and other user-generated content
generated when using Facebook social sign-on

6

Facebook drives word of mouth sales



75%: Percentage of Facebook users who have ―liked‖ a brand



$2.52: what a Facebook share generates for ticketing site Eventbrite



11: Visits generated by a Facebook share for ticketing site Event



30bn+: pieces of content shared online every month by Facebook users (web links,
news stories, blog posts, notes, photo albums, etc.)



90: Average pieces of content created by a Facebook user each month



130: Average number of Facebook friends of a user (who receive their word of mouth
recommendations)



$3.60: the media value generated by the average Facebook fan is $3.60/year

7

Industry adoption of f-commerce is accelerating



76%: percentage of retailers who plan to use Facebook for ‗social commerce‘
initiatives



50%+: proportion of the global top 100 websites have integrated with Facebook using
it‘s social plugins
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50,000+: Number of websites that integrated Facebook social plugins (incl. ‗Like‘) in
the week they launched



2.5 million+: websites have now integrated with Facebook



10,000: number of new websites integrate with Facebook every day (with social
plugins) (since April 2010)



2m+: Number of sites that have integrated Facebook social plugins



7 out of 10: proportion of digital marketers who have implemented or planning to
implement Facebook Like feature

6.6 Five Benefits of “Social” Shopping on Facebook


Insight
Facebook stores on the brand pages of Proctor & Gamble are used as a ―live-learning-

lab‖ to help the business under stand how consumers interact with their brands and
technology in real life, opposed to via artificial surveys and sterile focus groups.


Brand Experience
Increasingly, when asked why they connect with brands on Facebook, consumers say

it is to shop and for deals. By adding a store to their Facebook page, a brand improves the
experience and delivers at this touch point.


Loyalty
Brands are using F-commerce to drive brand loyalty and increase propensity to

repurchase–relative to competitors by offering loyal brand fans a privilege point of purchase.


Advocacy
Using Facebook stores to get products in to the hands of the people most likely to

recommend them, their fans. By supporting each other via digital technology, consumers
create their own loyalty loop with the brand that may promote repurchase.
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Facebook ROI
As the central component of any business case, ROI is a ﬁnancial measure. One way

to measure Facebook ROI is to link investment in Facebook to sales. E-commerce enabled
Facebook brand pages help make this possible (Thomas Crampton, John Stauffer, Brian
Giesen (2011))

6.7 The arguments against f-commerce
In spite of the fact that hundreds of millions of people around the world have
Facebook accounts, the ability of the social network to drive revenue for eCommerce
businesses continues to remain elusive. E-Business professionals in retail collectively report
little direct or indirect benefit from Facebook, and social networks overall trail far behind
other customer acquisition and retention tactics like paid search and email in generating a
return on investment. For some companies and brands, Facebook promises to support
branding and awareness (i.e., "top of the (marketing) funnel") efforts, but for most e-Business
companies in retail, Facebook is unlikely to correlate directly to near-term sales. A few
pockets of success, however, have surfaced, and a cottage industry of vendors who can
support these programs will inevitably burgeon (Sucharita Mulpuru, 2011)
These are some of the arguments against f-commerce (Charles Nicholls, 2011)


The market opportunity for selling on Facebook is tiny – even the most enthusiastic
projections forecast a market size only 1/3 of that of mobile commerce, representing a
maximum of 4% of digital commerce.

Figure_ 14 – Social media, mobile and electronic commerce from 2009 to 2015.
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Online shoppers don‘t want to buy on Facebook – a Booz & Allen report (Speed
Summary/ Booz&Co Report) on social commerce found that 73% of online shoppers
would not purchase goods on Facebook or through other social networking sites

Figure_ 15 – Willingess to purchase on Social networking sites


No major brand, retailer or independent study has yet provided compelling evidence
that selling with/on Facebook unequivocally drives ROI or CLV (customer lifetime
value) (Sucharita Mulpuru, 2010)



Businesses find social networks to be a particularly ineffective new customer
acquisition tool; only 7% of retailers say Facebook is an effective customer
acquisition source.

Figure_16 – The most effective sources used to acquire customers

50

F-commerce: E-commerce via Facebook


F-commerce will not take off because Facebook has a ―reputation for apathy around
privacy issues.‖ (Mathew Ingram, 2011).



When only 1% of site visitors come from a social media URL(Foresee results)it‘s
difficult to take Facebook seriously as an e-commerce traffic generator



Email marketing campaigns can boast an 11% click-through rate and a 4% conversion
rate, Forrester‘s findings (Paul Marsden, 2011) show that Facebook can only generate
a 1% click-through rate, with only 2% of those people converting to actual customers



According to a Goldman Sachs survey (Jay Yarow, 2011) Facebook has little effect
on online shopping activity

Figure_17 – Influence on shopping activity


Facebook is better adapted to marketing than selling; it‘s useful for promoting
marketing messages and communicating brand personality, but not processing
transactions, which are best completed on the company website



Enabling e-commerce on Facebook, when you already have an e-commerce solution
on the open web creates redundancy – and is therefore pointless
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6.8 Four Facebook E- commerce tips for brands
There are four tips to help businesses of any size begin generating revenue on Facebook
(Jason Taylor, 2011)
1. Use Facebook Share, Like and Reviews APIs

Facebook offers businesses a range of APIs to enhance their e-commerce offerings
and ensure the user experience remains fully integrated within Facebook. Of most importance,
Facebook‘s Share, Like and Reviews features allow users to comment on items and pass them
along to friends, creating a shopping domino effect that leverages peer-to-peer influence to
provoke additional product views and purchases.
Whereas traditional website reviews are visible only to consumers already
investigating a certain product, Facebook reviews present more impactful opportunities for
businesses as they are posted to other users‘ news feeds. Unlike shopping in-store or on a
company website, Facebook‘s APIs encourage a more personalized shopping experience,
shaped by users‘ social behavior and friends‘ suggestions.

2. Support Easy, Secure E-Commerce

Given that Facebook shopping is still in its nascent stages, it is essential for
businesses to guarantee both an easy and secure user experience.
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The most obvious way to reassure new Facebook shoppers is by building an
environment that mirrors the traditional e-commerce experience. Supporting all the same
functionality, businesses create a new shopping medium that is arguably even more useful
than the dot-com website, given the additional social features.
To uphold an easy user experience, businesses should contain the shopping
experience within Facebook, without redirects to their traditional website. A brand‘s complete
inventory can be extended to Facebook, incorporating individual PDP pages to support
comprehensive ―online window shopping.‖ Lastly, upon logging in to Facebook, users should
have the flexibility to complete purchases either from Facebook or from the original site at a
later time.
In addition to extending the same shopping functionality, businesses should also
translate the same security features to Facebook. By integrating the website‘s preferred
payment system on Facebook (PayPal or otherwise), brands can process transactions the same
way as they would on a website. All security offered by the traditional website is therefore
maintained via Facebook.

3. Track Your Success

Facebook offers businesses two solutions to track performance of e-commerce
integrations. On one hand, brands can continue to leverage their chosen web tracking system
such as Google Analytics, Omniture or Webtrends, to monitor pages within the Facebook
store. By optimizing these analytics tools on Facebook, businesses can simply extend page
tags to track user traffic and revenue, allowing them to make more informed decisions on
future investment and development.
Businesses can also take advantage of Facebook‘s internal tracking system, Facebook
Insight. In addition to standard metrics, this application also tracks Facebook-specific features
such as likes, shares and any other social data users generate within the network. This extra
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level of knowledge allows brands to customize their Facebook stores to key demographics
and user behavior.
4. Leverage Facebook E-Commerce for Social Campaigns
As Facebook social campaigns become more mainstream, marketers can increase
ROI by integrating e-commerce functionality. Campaigns leveraging the Facebook store
could include:


Facebook contests that request Likes can automatically send users to the Facebook
store to encourage product browsing.



Businesses can post ads, promotions, flash sales, or product-focused press to their
Wall and link to the Facebook store‘s PDP pages, enabling quick purchasing ability
within the social network.



By leveraging the Facebook Fans API, brands are empowered to combine ―deals of
the day‖ or product announcements with deep links to product detail and purchase
pages within the Facebook store. This approach gives the user fast transaction
capabilities, while also helping the brand collect the user‘s data and demographic
details.



Facebook is currently testing a ―Buy with Friends‖ program, which allows brands to
offer discount incentives to users who encourage their friends to buy the same item by
publishing purchases on friends‘ news feeds.

Facebook users spend more than 700 billion minutes per month (Facebook, 2011)
browsing the network. As many consumers are increasingly spending the majority of their
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online time on Facebook, it‘s crucial for brands to maximize their social presence with a
Facebook commerce strategy that encourages social shopping and drives additional revenue.

6.9 Secure Order Processing
To mitigate the hype around Facebook and privacy it is important to understand what
information is passed during each stage of the order fulfilment process.

First, Facebook captures your fans‘ social profile, which you have leveraged to create
a social product catalogue. As a result a purchase is made. Next, the commerce solution that
powers your Facebook store takes over and captures the product selection, billing and
shipping information. This information is then passed to the payment gateway that processes
the fan‘s credit card information. Most commerce solutions integrate with numerous payment
gateways (e.g., PayPal, Authorize.net, digicert, etc.), allowing you to select the option you
currently use for existing eCommerce transactions. Notice that none of the information is
passed back down the chain, making this a secure and trusted process (Dickerson ,2010)
The follow figure presents the overview of the e-commerce system integrated with
the social network service.( Zatoka R & Fijałkowski D,2011)

Fig_18 - Architecture of a Web system integrating e-commerce platform with
Facebook
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The role of middleware and example of its part in communication between both layers of the
system is presented on the following figure. (Zatoka R & Fijałkowski D,2011)

Fig_19 - Communication between tiers in e-commerce platform using Web services

6.10 The Future of F-Commerce
There is no lack of opinion about the future of selling on Facebook, which is still in
its infancy, but a vast motivation is that that it is where the customers are and should be able
to buy every time they like. A recent study by JWT found that 48% of people aged 20 until 33
would like to see the places where they shop give them the ability to buy directly on
Facebook.
Facebook plans to start testing a new feature called ‗Buy With Friends‘. Liu said the
new feature will allow users to share markets in flow updating Facebook with their friends on
the social network. But sharing was not the only interesting part of the ‗Buy With Friends‘
feature will let a user "unlock" a deal and then share the same deal or discount with friends
who can benefit from the fact that it is already unlocked.
Facebook Credits could be expanded to become the currency for F-commerce. Liu
was talking about the new feature in context of social games and virtual goods. Facebook
users will be able to purchase virtual goods with the new Credits virtual currency that will
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soon become mandatory for all social games. Then they can share those purchases and deals
with friends. Liu said that while testing the Buy with Friends feature, Facebook has found that
more than 50% of test users chose to share a purchase they made on the social network with
their friends. Furthermore Credits for gaming and virtual goods earn Facebook a 30%
commission — F-commerce Credits would probably be in the 5% range (Jeff Ente, 2011).
It will be interested to see if this could be Facebook‘s answer to turning groupbuying, popularized by Groupon, into a social experience, especially if Facebook expands
Credits in the future to allow users to buy physical items or real-life services
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7. Hypothesis Development
Various researches described as follows were explored to form the proposed research
model in Figure 20.

Figure_20 – Research model

7.1 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) is based on the Theory of Reasoned
Action (TRA) originated by Fishbein‘s study (Fishbein & Ajzen, 1975) and the Theory of
Planned Behavior (TPB). According to Theory of Reasoned Action, humans are rational
enough to their attitudes and subjective norm affect behavior intention, which in turn has a
high correlation to actual behavior. This theory has been useful to explain the user‘s
acceptance for using information systems. Meanwhile, according to Theory of Planned
Behavior, which extends Theory of Reasoned Action with Perceived Behavioral Control
(PBC) (Fishbein & Ajzen, 1975) the determinants of behaviour intention should include
perceived behavior control, as well as attitude and subjective norm.
To measure user acceptance, TAM uses two variables, ―perceived usefulness‖ and
―perceived ease of use‖ (Davis 1989, 1993). Perceived usefulness refers to the degree to
which the user believes the new technology would enhance job performance Perceived ease
of use refers to the user‘s belief that using the new technology would require minimum effort
TAM suggested that the user‘s intention to use new technology is jointly determined by
attitudes toward using and perceived usefulness (Davis 1989, 1993) (Bagozzi & Warshaw
1989) as shown in Figure 21 :
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Figure_21 – Technology acceptance model
Additionally, perceived constructs have been newly proposed other than perceived
usefulness and perceived ease of use. For example, Davis introduced perceived Playfulnessas
intrinsic motivational factors, with perceived usefulness as an extrinsic motivational factor,
which he called the Motivational Model (MM) (Davis, 1992). As innovative and novel
information technologies emerge and are in wider and wider use, individual perception
variables could be added to conventional perceived constructs.
Although Chau (Chau, 1996) suggests that perceived usefulness can be divided into
two distinct factors: near-term usefulness (e.g., enhancing Facebook use satisfaction) and
long-term usefulness (e.g., improving social status if used Facebook). His results show that
perceived near-term usefulness has more significant influence on the behavioral intention to
use a technology than long term usefulness, and perceived ease of use has a significant effect
on perceived usefulness but no significant effect on behavioral intention to use. In other
words, whether the technology is easy to use or not, the influence of perceived use on
behavioral intention is not direct, but occurs via perceived usefulness.
TAM received wide attention from IS researchers for at least three reasons.


It has a strong foundation in psychological theory (Chau, 1996; Taylor & Todd, 1995)



It is parsimonious and can be used as a guideline to develop a successful information
system (Venkatesh & Davis,2000)



Past stream of research supports the robustness of the model across time, setting,
populations, and technologies (Venkatesh & Davis, 2000).

Although TAM successfully explains or predicts an individual‘s acceptance of
information technologies, such as e-mail, voice mail, software packages, or Web surfing
(Venkatesh & Davis, 1996; Davis, 1989; Davis,1993)and is widely used, it has been found out
that the TAM model is still under development. This model is highly dynamic where
modification is necessary under various contexts or situations. Also, Mathieson (Mathieson,
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1991) agrees that TAM is predictive, but its generality does not provide sufficient
understanding from the standpoint of providing system designers with the information
necessary to create new systems with better user acceptance

7.2 Perceived Playfulness (PP)
Perceived Playfulness is defined as the extent to which the activity of using the
computer is perceived to be enjoyable in its own right, apart from any performance
consequences that may be anticipated (Kaplan & Haenlein, 2010).
Davis et al (Davis et al., 1992) incorporated intrinsic motivation in the discussion
about Technology Acceptance Model (TAM) and believed the intrinsic enjoyment a user
obtains from using computer technology to engage in work related behavior also promotes
behavior intention
Moon and Kim (Moon & Kim, 2001) defined Playfulness as ‗‗the pleasure the
individual feels objectively when committing a particular behaviour or carrying out a
particular activity‘‘ and found in their study that Playfulness is a key factor for user‘s
acceptance of the Internet.
To explicitly construct the role of intrinsic motivation in TAM, Van der Heijden (Van
der Heijden, 2003) introduces the concept of perceived Playfulness to explain consumers‘ use
of Web sites. Furthermore he pointed out that perceived Playfulness is an important factor in
predicting the intention to use a pleasure-oriented information system. This perception is
based on the extent to which enticing consumers‘ Playfulness is perceived through the activity
of using a specific product or service, rather than from any of its own performance
consequences.
Prior studies of WWW and mobile commerce incorporate perceived Playfulness into
the TAM to gain a more accurate prediction of user acceptance toward a specific source,
primarily because a product or service used and associated with Playfulness contributes to the
causal relationship (Bruner & Kumar, 2005; Moon & Kim, 2001; Van der Heijden, 2003).
These constructs may significantly affect Facebook users‘ attitudes or behaviours and may
provide a more effective means to predict Facebook continuance intentions
Many scholars (Kang & Lee, 2010; Sledgianowski & Kulviwat, 2009) have
considered SNS as a pleasure-oriented information system, where users continue use with
stronger motivation if they have more intense perceived Playfulness from it. An individual
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can experience immediate Playfulness or fun from using a specific system and perceive any
active involvement in using new technology to be enjoyable in its own right.
Therefore, this study hypothesizes that:
H1: Perceived Playfulness will have a significant influence on Behavioral Intention

7.3 Perceived Usefulness (PU)
Usefulness is known to be an important predictor of a system's acceptance and
diffusion (Davis, 1989). Usefulness can be defined as ―the degree to which a person believes
that using a particular system would enhance his or her job performance (Davis,1989). Rogers
(Rogers,2003) called usefulness as ―relative advantage‖ while defining it as ―the degree to
which an innovation is perceived as being better than its precursor.‖
Many scholars (Lee 2009; Lu, Zhou, & Wang, 2009; Pontiggia & Virili, 2010;
Sledgianowski & Kulviwat, 2009; Wu et al 2007; Yen, Wu, Cheng, & Huang, 2010) have
found that user‘s thinking as to the usefulness of a system had great influence and positively
related to adoption of information technology. The ultimate goal of using a social network
service is that the system increases a user‘s satisfaction by facilitating the interaction between
community members. Ultimately the system provides useful community activities and
responses on the user‘s behalf (Erickson, 2002; Kwon, 2004).
Furthermore perceived usefulness is confirmed to be the strongest predictor of
behavioural intention for all time period of using information technologies system (Fagan,
Wooldridge and Neill, 2008; Guriting & Ndubisi , 2006; Ha & Stoel, 2009; Hsu, Wang and
Chiu,2009; Huang, 2008; Ruiz-Mafe, Sanz-Blas and Aldas-Manzano,2009; Seyal &
Rahman,2007 and Tong,2009). Perceived usefulness also positively impacts intention to use
social networks sites in general context (Sledgianowski and Kulviwat, 2009).
In recent years, the correlation between perceived usefulness and attitude applying on
the usage of WWW or online shopping had been proven to be of positive significance (O‘cass
& Fenech, 2003 and Vijayasarathy, 2004). Their results show that the effects of these
relationships were derived from perceived usefulness, not perceived ease of use, as explained
by the original TAM.
The study by Turner, Kitchenham, Brereton, Charters, and Budgen (Turner,
Kitchenham, Brereton, Charters, and Budgen, 2010) reported on the level of success of
perceived usefulness in predicting actual usage. In this study, perceived usefulness is defined
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as the degree to which an individual perceives that the use of Facebook improves his or her
efficiency or makes it easier to enjoy media content. Kwon and Wen (2010) [51] in an
empirical study of the factors affecting social network service use stated that perceived
usefulness will have a positive effect on actual use of a social network service.
Usefulness is also supported to be most influence factors in predicting Facebook
adoption in an educational context (Mazman and Usluel, 2010) Facebook provides various
opportunities among which enabling communication, collaboration, information sharing and
Playfulness all of which are suggested as important factors influencing Facebook's adoption.
Therefore, the study hypothesizes that:
H2: Perceived usefulness has the positive effect on Behavioral Intention

7.4 Perceived Ease of Use (PEU)
Ease of use is defined as ―the degree to which a person believes that using a particular
system would be free of effort‖ (Davis, 1989; Rogers, 2003 and Thompson, Higgins, and
Howell, 1991) considered ease of use as complexity and defined it as ―the degree to which a
system is perceived as relatively difficult to understand and use‖.
Trevino and Webster (Trevino and Webster, 1992) tested that when users are willing
to adopt computer-mediated communication (CMC) technology, computer skill is an
antecedent to perceived ease of use, and in turn, significantly affects perceived ease of use
and attitude.
Presley and Presley (Presley and Presley, 2009) found that attitude and perceived
usefulness of an intranet portal site are positively influenced by the perceived ease of use of
the site.
Kwon and Wen (Kwon and Wen, 2010) stated that perceived ease of use will have a
positive effect on perceived usefulness and actual use of a social network service
Perceived ease of use has also been found to influence behavioural intention to use
indirectly through perceived usefulness (Davis, 1989; Ha, Stoel, 2009 and Norazah, Ramayah
and Norbayah, 2009). Also it has a significant effect on perceived Playfulness, and attitude
toward adoption for a specified source (Moon & Kim, 2001 and Van der Heijden, 2009). That
is, the easier a system is to use, the more this is associated with enjoyment. This, in turn, leads
to the creation of positive favourable attitudes toward using it.
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The IT literature empirically verifies the effects of perceived ease of use on both
perceived usefulness and attitude in TAM research (Venkatesh & Davis, 2000). Perceived
ease of use, as well as perceived usefulness, has a direct influence on usage of an information
system, and perceived usefulness mediates the effect of perceived ease of use on usage
(Agarwal & Prasad, 1999; Davis, Bagozzi and Warshaw, 1989; Jackson, Chow, Leitch, 1997;
Venkatesh, 1999). A stronger relationship exists between perceived ease of use and perceived
usefulness as the two salient beliefs (Adams, Nelson and Todd, 1992; Segars & Grover,
1993).
Therefore, the study hypothesizes that:
H3: Perceived ease of use has the positive effect toward Behavioral Intention

7.5 Perceived Social Network Engagement (PSNE)
The active Social Network Engagement in these websites to establish virtual
relationships provides individuals with access to a diversified set of information from multiple
sources (Wasko & Faraj, 2005).
Alavi (Alavi, 1994) also identifies individuals‘ active Social Network Engagement in
constructing knowledge, interpersonal interactions in corporative context, and problemsolving situations as distinguished attributes of effective computer-mediated learning.
In the online social networking sites, individuals are equipped with an extraordinary
capacity to express themselves, establish various relationships, and interact with others at any
distance in time and space, addressing their self expressive, networking and informational
needs. To activate such learning and fulfil these needs, online social networking engagement
is required, i.e., devoting time and psychological energy to these sites. Individuals can present
themselves in an online viewable profile and articulate their social networks. Also, they can
establish and maintain extensive relationships with peers and selectively develop further
interactions.
Online social networking engagement not only enables persons to expand their
network scope by connecting with various relationships, but also allows them to maintain
close relationships with a small group of people. The typical structure of individuals‘ online
social network, such as in Facebook, is often in a core-periphery mode: an individual
establishes various relationships with a large group of people while cultivating closer
relationships with core friends through close interactions. Presumably, individuals take

63

F-commerce: E-commerce via Facebook
advantage of their large range of relationships and the inline small group of close
relationships by engaging in online social networking.
Therefore, the study hypothesizes that
H4: Perceived Social Network Engagement will have a significant influence on Behavioral
intention

7.6 Perceived Vendor’s Social Acceptance (PVSA)
Vendor‘s social acceptance can be explained in terms of one's preconceived opinion
of how others will judge a particular person's behavior (Fishbein & Ajzen, 1975; Venkatesh,
Morris and Davis, 2003; Triandis, 1980) called vendor‘s social acceptance as social factors
and defined it as ―the individual's internalization of the reference groups' subjective culture,
and specific interpersonal agreements that the individual has made with others, in specific
social situations‖ (Thompson Higgins and Howell 1991).
Since Facebook is a social tool used by many people, social standards must have a
considerable part in people's use of this tool. While some members join Facebook to connect
with some social settings or to keep the communication with existing friends, others join the
group at the invitation of their friends. This indicates that vendor‘s social acceptance has a
role in the decisions of people to participate in social networking. In this study, vendor‘s
social acceptance is defined as the understanding of how someone or significant others will
react after performing a behavior, in our case, joining this new social environment
(Facebook).
Therefore, the study hypothesizes that
H5: Vendor’s social acceptance will have a significant influence on Behavioral Intention

7.7 Perceived Social Credibility (PSC)
Credibility, in a social psychological sense, is the belief that other people will react
in predictable ways. In brief, trust is a belief that one can rely upon a promise made by
another (Pavlou, 2003). In the context of e-commerce, trust beliefs include the online
consumers‘ beliefs and expectancies about trust-related characteristics of the online seller
(McKnight and Chervany, 2002).
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Koufaris and Hampton-Sosa (Koufaris & Hampton-Sosa, 2004) and Pavlou (Pavlou ,
2003) suggested that customers‘ PEOU and PU of the website have positively effects on trust
of e-vendor. These authors believe trust could reduce the need for consumers to understand,
monitor, and control the situation and facilitate transaction and make it effortless. In the ecommerce context, trust would reduce the consumer‘s need to monitor the vendor‘s actions
and check every detail, which make on-line transactions easier
Electronic commerce research has found trust to be strongly related to information
disclosure (Metzger, 2004) and there are several studies have investigated credibility based on
TAM (Jarvenpaa et al., 1999, 2000; Gefen and Straub, 2003; Koufaris and Hampton-Sosa,
2002; Pavlou, 2002; Suh and Han, 2002, 2004).
Most studies indicated that credibility plays a significant role in determining a
customer‘s actions regarding that company. Empirical research has shown that trust increases
customer intention to purchase a product from a company (Jarvenpaa et al., 1999) as well as
intention to return to that company (Doney and Cannon, 1997).
Therefore, the study hypothesizes that
H6: Perceived Social credibility will have a significant influence on Behavioral Intention

7.8 Perceived Intention to Use (PITU)
Researches have considered network externalities an important factor directly
affecting customer‘s behavior of using information technology (Gupta & Mela, 2008; Kim &
Lee, 2007; Pae & Hyun, 2002; Schmitz & Latzer, 2002; Yang & Mai, 2010). Sledgianowski
& Kulviwat (Sledgianowski & Kulviwat, 2009) believed that a user intends to use an SNS
once its participants reach a significant number.
Peer network externalities refers to the number of friends who are using, which is a
major factor affecting people‘s intention to join SNS, as the SNS design is for the purpose of
letting the acquainted keep in touch, especially when they are allowed to share with their
friends at any time (Baker &White, 2010; Li & Bernoff, 2008; Powell, 2009; Tapscott, 2008).
A number of researchers (Gandal, 1994; Shurmer, 1993) have pointed out that the
degree to which users perceive complementary items or services (e.g., related soft- or
hardware support or related tutorial books) influence their intention to use such computer
software. An SNS provides many complementary services for users to engage in various
social applications on the website.
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One example is social games, examples of supporting tools are photo sharing,
message sharing, and video sharing; an example of social activities is fan pages; and an
example of friend searching tools is e-mail. These services help to increase the actual
availability of complementary products perceived by users and further enhance users‘
continued intention to use (Powell, 2009; Tapscott, 2008).
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8. Research Methodology

8.1. Participants
Data were collected from 481 participants. They were asked to read and indicate
their agreement or disagreement with each of the statement designed by using the 7-point
scale The number of females and males were nearly equal (257 females and 224 males), their
age were between 18 and 25 year old and most of them were college students. Most of the
participants used Facebook several times within a day and stayed online in Facebook for
approximately half an hour.

8.2 Measures
In order to examine the seven latent constructs of the model, we adapted items based
on previous studies. A modification of the items was necessary regarding the students‘
language and the use of the f-commerce, in order to be relevant to our study. Items on the
second section were measured on a seven point Likert-type scale with 1 = strongly disagree to
7 = strongly agree. These items have been used extensively in several previous studies of
acceptance.
The survey consisted of two sections. In the first section, demographic characteristics
of Facebook users were collected through four questions including their age, gender,
educational level and occupation. Also, members' frequency of internet usage, length of time
spent in Facebook, and the number of Facebook friends were collected within this section.
The second section was composed of a 7-point Likert scale with 24 questions and
aimed at gathering the members' purposes of Facebook. For Perceived Usefulness (PU) three
items were adopted from Davis (Davis,1989). From the same study we adopted three items
for Perceived Ease of Use (PEOU) (Davis, 1989). We developed four items based on the
Social Influence (SI) construct from the UTUAT in order to measure Vector‘s Social
Acceptance (Venkatesh et al., 2003). The three Items for Perceived Playfulness (PP) were
based on two studies (Moon & Kim 2001; Wang et al., 2009). Social Network Engagement‘s
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four items were adopted from Yu, Tian, Vogel, Ron and Chi-Wai Kwok (Yu, Tian, Vogel,
Ron and Chi-Wai Kwok, 2010) and Social Credibility constructs were inspired by Trust
construct‘s three items introduced by Pavlou (Pavlou, 2003) in e-commerce. Finally, for
Behavioral Intention to Use, we adapted 3 items from Davis (Davis, 1989). To conclude, our
measurement instrument consists of 24 items and our research model consists of seven
constructs.

Figure_22 - The research model.
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8.3 Data Analyses
The technique of partial least-squares (PLS) analysis was used to analyze the
measurement and the structural model. PLS (Chin, 1998; Falk & Miller, 1992; Wold, 1982)
and Linear Structural Relations (LISREL) (Joreskog & Sorbom, 1993) are the most common
structural equation modeling (SEM) techniques. LISREL is a covariance-based SEM
technique and it uses a maximum likelihood function to obtain estimators in models. On the
other side, PLS is component-based and uses a least-squares estimation procedure. PLS is
more suitable for our research because it provides several advantages. The main advantages of
PLS for testing are:


fewer demands on residual distributions (Fornell and Cha, 1994)



smaller sample (Chin and Gopal, 1995)



wider number of constructs and/or indicators (Falk & Miller, 1992; Chin, 1998)



testing theories in early stages of development (Fornell & Bookstein, 1982)



better for prediction.
Regarding sample size, the minimum recommended value is defined by the two

following guidelines: (a) 10 times larger than the number of items for the most complex
construct; (b) 10 times the largest number of independent variables impacts a dependent
variable (Chin, 1998). If the larger value of the two guidelines is supported then the sample
size is large enough. The proposed model has four independent variables impacting a
dependent variable (Perceived Usefulness). Thus, our sample of 482 participants exceeded the
recommended value of 40.
Previous PLS studies for technology adoption have found reliable results using
smaller sample sizes (So & Bolloju, 2005; Venkatesh & Davis, 2000). In addition, many
studies on technology acceptance on learning systems used PLS analysis (Hsu, Chen, Chiu, &
Ju, 2007; Van Raaij & Schepers, 2008; Yi & Hwang, 2003).
The internal consistency, convergent validity and discriminant validity prove the
reliability and validity of the measurement model (Barclay, Higgins, & Thompson, 1995;
Wixon & Watson, 2001). The first step of analysis is the assessment of items‘ factor loadings
on the corresponded constructs. A value higher than 0.7 is acceptable (Teo, 1999). Moreover,
items should load more strongly on their own corresponded variables than on other variables
in the model to satisfy the discriminate validity. Regarding the discriminate validity, we also
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have to measure AVE (Average Variance Extracted). AVE should be larger than 0.5 and the
AVE‘s squared root of each construct should be greater than any correlation with every other
construct (Barclay et al., 1995; Chin, 1998; Fornell & Larcker, 1981). Furthermore, a
composite reliability greater than 0.7 is considered adequate (Agarwal & Karahanna, 2000;
Compeau, Higgins, & Huff, 1999).
The structural model and hypotheses are assessed mainly by two criteria: (1) by
examining the variance measured for (R2) by the antecedent constructs. Cohen (1988)
proposed 0.2, 0.13 and 0.26 as small, medium and large variance respectively; (2) the
significance of the path coefficients and total effects by using bootstrapping procedure and
calculating the t-values.
SmartPLS 2.0 was used for data analysis (Ringle, Wende, & Will, 2005). SmartPLS
uses the partial least squares (PLS) method. It is similar to the PLS-Graph. We preferred
SmartPLS because is a freeware with improved graphical interface.
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8.4 Results

8.4.1 Convergent Validity
In this section we demonstrate the data analysis‘ results. As we mentioned in the
previous section, convergent validity can be shown by three measurements: (1) item
reliability of each measure by using factor loading (>0.7), (2) composite reliability of each
construct (>0.7) and (3) the average variance extracted (>0.5). Table 2 confirms the
convergent validity. All the factor loadings of the items in the measurement model exceed the
demand value. Moreover, the composite reliability and the average variance extracted exceed
the adequate values, respectively.

Results for the Measurement Model

Construct
Items

Mean

Standard
Deviation

Perceived
Playfulness

2.83

1.02

Factor
Loading
(>0.7)a

PP1

0.95

PP2

0.94

PP3

0.93

Perceived
Usefulness

2.40

0.96

PU1

0.83

PU2

0.85

PU3

0.89

Perceived Ease
of Use

5.0

1

PEOU1

0.83

PEOU2

0.88

PEOU3

0.77

Cronbach
a
(>0.7) a

Composite
Reliability
(>0.7) a

Average
variance
Extracted
(>0.5) a

0.94

0.96

0.89

0.82

0.89

0.74

0.77

0.86

0.69
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Social Network
Engagement

3.8

1.2

SNE1

0.91

SNE2

0.92

SNE3

0.78

SNE4

0.80

Vector‟s Social
Acceptance

2.48

0.86

VSA1

0.88

VSA2

0.94

VSA3

0.94

Social
Credibility

2.67

0.69

SC1

0.74

SC2

0.83

SC3

0.85

SC4

0.83

Behavioral
Intention to use

2.58

1.06

BI1

0.94

BI2

0.96

BI3

0.94

0.88

0.92

0.74

0.91

0.94

0.85

0.83

0.89

0.66

0.94

0.96

0.89

Figure_23 - Results for the Measurement Model
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8.4.2 Discriminant validity

This study used Fornell and Larcker (1981) test to verify the discriminate validity.
Discriminate validity is supported when the square root of the average variance extracted
(AVE) of a construct is higher than any correlation with another construct. This means that a
construct correlation with its indicators is higher than with any other construct. In Table 3 the
diagonal elements are the AVEs. All the AVEs are greater than any other correlation. Thus,
the discriminate validity of the proposed research model is verified.

Discriminate validity for the measurement model
Construct

PP

PU

PEOU

SNE

VSA

SC

PP

0.95

PU

0.58

0.86

PEOU

0.27

0.26

0.83

SNE

0.30

0.26

0.43

0.86

VSA

0.61

0.55

0.23

0.31

0.92

SC

0.67

0.52

0.23

0.36

0.54

0.82

BI

0.73

0.58

0.22

0.28

0.62

0.67

Figure_24 - Discriminate validity for the measurement model
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8.5 Hypotheses testing
SmartPLS 2.0 was also used to examine the statistical significance of the relations in
the model. A bootstrap procedure with 1000 resamples was applied. Figure 4 and Table 4
summarize the results for the hypotheses. Regarding the Behavioral Intention to Use, we find
a direct positive effect of Perceived Playfulness, Perceived Usefulness, Vector‘s Social
Acceptance and Social Credibility but no direct effect of Perceived Ease of Use and Social
Network Engagement. Thus, four out of six hypotheses were supported except the direct
effects of Perceived Ease of Use and Social Network Engagement on Behavioral Intention to
use F-commerce.
Moreover, in the PLS analysis the R2 values are used as a goodeness-of-fit measure
(Hulland, 1999). The model explains almost the 63% of variance in Behavioral Intention to
Use. The effects of Perceived Playfulness (0.376), Perceived Usefulness (0.129), Vector‘s
Social Acceptance (0.176) and Social Credibility (0.268) are strong. This indicates that these
4 constructs are very important for the explanation of the Behavioral Intention to Use Fcommerce. (Fig. 24).

Hypothesis testing results

(*p<0.01)

Hypothesis

Path

Path coefficient

t value

H1

PP -> BI

0.376*

7.53

H2

PU -> BI

0.129*

3.10

H3

PEOU -> BI

-0.01

0.48

H4

SNE -> BI

-0.01

0.44

H5

VSA -> BI

0.176*

3.80

H6

SC -> BI

0.268*

5.80

Figure_25 - Hypothesis testing results
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Figure_26 - The result of proposed research model
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9 Conclusions

F-commerce is the integration of social networks with e-commerce. The aim of this
study is to extend and combine prior knowledge about the e-commerce and facebook
acceptance in order to explain the f-commerce acceptance. The results demonstrate that
Perceived Playfulness, Perceived Usefulness, Vector‘s Social Acceptance and Social
Credibility have direct effect on Behavioral Intention to buy through facebook. Our study
confirms prior studies and the data supports our research measurement and structural model.
According to the direct effect on Behavioural Intention to buy through Facebook, we
assume that potential consumers are more likely to buy if the interaction through social
network is playful, useful and if the vector is accepted through community and provide
credibility.
This study provides useful results to vendors and researchers. Regarding vendors and
developers, this study defines the crucial variables that affect consumer‘s behavior in order to
use facebook for purchasing purposes. Thus, the results show that a vendor has to provide
services with a playful and useful manner. Moreover, vendor must have many friends that will
participate positively in his posts in order to advertise his products and services and to diffuse
them through the social network. Furthermore, vendors should use social networks in order to
augment their credibility and trust. So, vendors and developers have to promote effectively
their commercial activities and customized them in order to take advantage of the social
network services.
In particular helps companies which are already active or consider to active on
Facebook or even for companies which want to develop useful applications for other
companies who active on Facebook, to understand how to stay competitive in the global
market. Companies must realize that the intention to use Facebook is depended on usefulness,
on social credibility, on vendors social acceptance and finally and more significant on
playfulness.
The usefulness of social networking site profiles often focuses on the information that
is being distributed. The most common forms of message dissemination include posting links
to external news items about the organization or its causes, posting photographs, video, or
audio files from the organization and its supporters and using the message board or discussion
wall to post-announcements and answer questions.
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In addition for the social credibility companies must provide a detailed description of
the organization and its history, use hyperlinks to connect to the organization‘s Web site,
provide logos and visual cues to establish the connection, and list the individuals who are
responsible for maintaining the social networking site profile. Also, interactivity plays an
important role in developing relationships online with stakeholders such as asking for email
addresses and ways to donate online. It‘s very important for a Facebook store or an FCommerce oriented brand to engage the visitors through coupons, special offerings, quality
stores, competitions etc. to gain an initial push.
Finally playfulness has the major reaction on user‘s intention to use. Products that are
fun and enjoyable are most likely to be bought on Facebook with the bigger coefficient that
reaches 0.376. This is an expected result if we thing the whole environment of Facebook and
the reasons that users joined in.
From another perspective Facebook users enjoy using Facebook and it is a significant
driver why so many individuals use Facebook. Facebook users tend to engage more in
Facebook to communicate especially offline to online. They feel free because Facebook
always provide a space for them to choose communicating online or offline. It is
recommended that Facebook group can add more game zones and interesting features to boost
up the number of Facebook users so that Facebook can maintain or achieve higher position in
social networking sites compared to others. Social acceptance by the customer advocacy (A
friend is recommending a product or people finding products bought by friends) is an
important selling point that can be achieved using f- commerce. From a customer‘s
perspective, f commerce allows him/her to shop with the social graph and can make smarter
and informed purchasing decision using the social intelligence (learning from friends).
Moreover users expect a seamless shopping experience. They want to be able to cross
channels and jump platforms at their convenience without having to re-introduce themselves
every time they venture into a new area.
Moreover software developers, interface designers, psychologists companies and
artistic designers of products have to be influenced by the results. In general all products,
presented in the right way to the right people can be bought much easier. A clearly defined
target market enables clearly how to be useful but also they must provide solutions. The only
way is to ask and do research so as to create a psychographic profile. Also designers have to
enhance fan page with beautiful custom tabs using fully customizable professional templates
so as to make easy and enjoyment for people who are interested. This way helps businesses or
markers to integrate social media optimization approach to imprint brand‘s message into its
target audience while achieving the desired results.
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According to Facebook the social acceptance is the most significant. Engaging the
customers has always been a matter of concern for tradition E-Commerce websites. Facebook
offers enormous engagement opportunities through competitions, surveys, coupons, discount
offers, games and various other creative campaigns. Having a good engagement strategy will
help keep an audience interest which has the potential to be converted to sales. Big brands
have been using interesting methods of promotion which can quickly meet the customer
demands. Furthermore Facebook is completely free with no hosting and domain
complications which make it usefulness and easy to use. Moreover advantages of FCommerce like the huge target base, the high vitality Factor (come in the form of likes,
messages, events and shares), the cheaper and quicker results and the better target marketing
make it extremely usefulness.
Previous studies were mainly focused on e-commerce. Thus, our study provides a
first step toward the analysis of e-commerce through social networks. Moreover, it suggests
two new constructs that are very important for the explanation consumer‘s intentions.
Vector‘s Social Acceptance is a new construct, which measures how consumer‘s perceptions
alters based on the quantity and quality of the other social network member‘s
recommendations and perceptions and how this construct impacts consumer intention to
purchase trough Facebook. Furthermore, Social Credibility is another variable that measures
vendor‘s trust and credibility created through the social network‘s members
However, our study has some limitations. Since it is the first attempt for the
development of an f-commerce acceptance model, other important variables should be added
by the future studies. Second, this study used a very specific sample of students to respond
regarding their beliefs. F-commerce acceptance model has to be applied in other groups with
other characteristics (e.g. culture) or organizations (e.g. companies) for further confirmation.
Third, this study finds that there is no direct relationship between Perceived Ease of Use and
Behavioural Intention to Use, which is in contradiction to previous studies.
Construct
Perceived
Usefulness

Items
3

Sample statements
1)I believe that Facebook is
useful to find information
about my potential markets
2) I believe that the profiles
of individuals or companies
that sell my products are
useful to I potential
markets
3) I think Facebook is or
will be useful to me to
make a faster and easier

Literature Sources
Davis, (1989),
Rogers (2003),
Venkatesh and Bala, (2008),
Tong and Sivanand ,
Lee (2009),
Lu, Zhou, & Wang, (2009),
Pontiggia & Virili, (2010),
Sledgianowski & Kulviwat, (2009),
Wu et al., (2007),
Yen, Wu, Cheng, & Huang, (2010),
Erickson (2002),
Kwon, (2004),
Turner, Kitchenham, Brereton, Charters, and
Budgen (2010),
Kwon and Wen (2010),
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purchasing I activities

Perceived
Ease
of
Use

3

1) The interaction with
Facebook is clear and
understandable.
2) Learning the use of
Facebook was easy for me.
3) It's easy to become
skillful user of Facebook
and its applications and to
find information on people
and companies

Perceived
Playfulnes
s

Perceived
Vendor‘s
social
acceptance

3

4

1) I believe that the use of
Facebook purchases would
be enjoyable process
2) I believe that the use of
Facebook purchases would
be interesting process
3) I believe that the use of
Facebook purchases would
be fun process
1) Most of my friends have
a Facebook account and
find it useful to find
information
on
future
purchases
2) If I see a lot of positive
comments and many "Like"
in a product will think to
buy it myself
3) If a person / company
that sells through Facebook
has many friends and / or
buy via the profile i would
prefer
4) If with a company that

Lee (2009),
Lu,Zhou, & Wang (2009),
Pontiggia & Virili, (2010),
Sledgianowski & Kulviwat (2009),
Wu et al (2007); Yen, Wu, Cheng, & Huang,
(2010),
Fagan, Wooldridge, Neill (2004),
Guriting, Ndubisi (2006),
Ha, Stoel, (2009),
Hsu, Wang, Chiu,(2009), Huang(2008),
Ruiz-Mafe, Sanz-Blas, Aldas-Manzano (2009),
Seyal, Rahman,(2007),
Tong(2009),
O‘cass, Fenech(2003)
Vijayasarathy (2004),
Turner, Kitchenham, Brereton, Charters, and
Budgen (2010),
Wen (2010),
Mazman and Usluel, (2010).
Davis, (1989),
Rogers (2003),
Thompson, Higgins, and Howell (1991),
Venkatesh and Bala (2008),
Trevino and Webster (1992),
Presley and Presley (2009),
Kwon and Wen (2010),
Ha, Stoel (2009),
Norazah, Ramayah, Norbayah (2009),
Moon & Kim(2001),
Van der Heijden,(2009),
Venkatesh, , Davis(2000),
Agarwal, R., Prasad, J(1999),
Davis., Bagozzi, Warshaw, 1989),
Jackson, Chow, , Leitch (1997),
Venkatesh (1999),
Adams, Nelson, Todd (1992),
Segars, Grover(1993).
Kaplan & Haenlein (2010),
Davis et al. (1992),
Moon & Kim (2001),

Wang et al.(2009),
Kang & Lee, (2010),
Sledgianowski & Kulviwat (2009),
Van der Heijden (2003),
Bruner, Kumar (2005).

Fishbein & Ajzen, (1975),
Venkatesh, Morris, Davis, & Davis (2003),
Triandis (1980),
Thompson Higgins and Howell (1991).
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Perceived
Social
Network
Engageme
nt

4

Perceived
Social
credibility

4

Perceived
Intention
to Use

3

sells through Facebook I
have many mutual friends
and / or buy via the profile
I would prefer
1) Facebook is part of my
everyday life.
2) I feel that I am an active
member of the society of
Facebook
3) I use all the features of
Facebook, "like", "share",
"tag" etc
4) I will miss Facebook if
for any reason I can not use
the network or turned off.
1) I think I feel more
confident and I can get
more information on a
Facebook profile for an
individual or a company
than to a website
2) I think I feel or would
feel more secure in my
transactions are possible on
Facebook than making
purchases through the
internet in general
3) I think that because of
the nature of social
networking my transaction
with a person or company
will be more direct
4) I think that because of
the nature of social
networking my transaction
with a person or company
will be more individualized
(tailored to my criteria,
requirements)
1) If I have the opportunity
in the future I would like to
use Facebook to make a
market
2) I predict that in the
future I will use Facebook
to make some of my
purchases
3) Overall I think a good
idea to use Facebook in the
future to do some of my
purchases.

Wasko & Faraj(2005),
Alavi (1994),
Yu, Tian, Vogel, Ron and Chi-Wai Kwok
(2010).

Koufaris & Hampton-Sosa (2004),
Pavlou (2003),
Jarvenpaa et al. (1999, 2000),
Gefen and Straub (2003),
Suh and Han (2002, 2004),
Doney and Cannon (1997).

Economides, Terzis, Moridis (2011),
Venkatesh and Bala (2008),
Holsapple and Lee-Post(2006),
Davis (1989),
Gupta & Mela (2008),
Kim & Lee (2007),
Pae & Hyun (2002),
Schmitz & Latzer (2002),
Yang & Mai (2010),
Sledgianowski and Kulviwat (2009),
Baker &White (2010),
Li & Bernoff (2008),
Powell (2009),
Tapscott (2008),
Gandal (1994),
Shurmer (1993),
Powell (2009),
Tapscott (2008).
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Figure_27 – Literature Review for Developing Survey Instrument
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