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ABSTRACT 
 
 

 Most of the top Internet retailers use Facebook to acquire insights about their customers 

and to communicate their marketing strategies. However, no published work has used the 

Technology Acceptance Model (TAM) to examine factors influencing consumers’ beliefs in the 

context of retailers’ Facebook pages and their intent to use Facebook. The purpose of this study 

was to investigate factors influencing consumers’ beliefs (perceived usefulness and perceived 

enjoyment) about using retailers’ Facebook pages and their continued intention to use retailers’ 

Facebook based on TAM. A total of 239 usable data was collected from college students enrolled 

in courses at Auburn University using an online survey. The results of stepwise multiple 

regression analysis showed that perceived usefulness and perceived enjoyment significantly 

influenced continued intention to use retailers’ Facebook pages. In addition, the findings showed 

that the significant predictors of consumers’ perceived usefulness were information quality, 

interactivity, sense of community, and entertainment, while the significant predictors of 

consumers’ perceived enjoyment were information quality, sense of community, and 

entertainment. The findings of this study provide retailers with important insights to develop 

promotional strategies to communicate with their customers through Facebook. However, this 

study is limited due to the sample used; because this study used college students as a sample, the 

findings of this study may not be generalizable to other consumer groups. 

 

 



 

 

 

iii 

ACKNOWLEDGEMENT 
 
 

 I would like first and foremost to thank my major professor, Dr. Hye Jeong Kim, for her 

academic and emotional support during my two-year Master’s program. Her excellent guidance, 

patience, and encouragement provided me with an atmosphere for doing research throughout my 

graduate career at Auburn University. I especially appreciate her emotional support during the 

entire process. 

 I would like to thank my graduate committee members, Dr. Wi-Suk Kwon and Dr. Sang-

Eun Byun, for their insightful feedback and time commitment throughout the process and for 

sharing their knowledge with me to guide my research. 

 I would like to thank my graduate friends, Yishuang Li, Xiao Huang, and Siyuan Han, for 

always being willing to help me and provide me with helpful suggestions. I would also like to 

thank other graduate colleagues, who shared the office in Spidle Hall, for their encouragement 

and emotional support during my graduate study.  

Finally, I would like to thank my parents and my girlfriend in China for their patience, 

support, and encouragement.   

 

 

 

 



 

 

 

iv

Table of Contents 

ABSTRACT ........................................................................................................................ ii 

ACKNOWLEGEMENT .................................................................................................... iii 

LIST OF TABLES ............................................................................................................ vii 

LIST OF FIGURES ......................................................................................................... viii 

CHAPTER 1. INTRODUCTION ........................................................................................1 

Problem Statement and Purpose of Study  ...........................................................................5 

Definition of Terms .............................................................................................................8 

CHAPTER 2. LITERATURE REVIEW AND HYPOTHESES .........................................9 

Theoretical Framework  .......................................................................................................9 

Perceived Usefulness and Continued Intention to Use Retailer’s Facebook  ....................12 

Perceived Enjoyment and Continued Intention to Use Retailer’s Facebook  ....................13 

Factors Influencing Consumers’ Beliefs (Perceived Usefulness and Enjoyment) ............14 

Factors Related to Cognitive Benefits ...............................................................................14 

Information Quality  .................................................................................................14 

Vividness of Information  ........................................................................................16 

Interactivity  .............................................................................................................18 

Factor Related to Social Integrative Benefits ....................................................................21 

Sense of Community  ...............................................................................................21 

Factor Related to Hedonic Benefit



v 

 

Entertainment  ..........................................................................................................25 

CHAPTER 3. METHODOLOGY .....................................................................................27 

Sampling and data collection procedure  ...........................................................................27 

Instruments .........................................................................................................................28 

CHAPTER 4. DATA ANALYSIS AND RESULTS  .......................................................32 

Sample ...............................................................................................................................32 

Demographic Characteristics of Participants  ....................................................................32 

Factor Analysis and Reliability  .........................................................................................35 

Hypothesis Testing.............................................................................................................39 

CHAPTER 5. DISCUSSION AND CONCLUSIONS ......................................................45 

Discussion ..........................................................................................................................45 

Perceived Usefulness and Perceived Enjoyment as Predictors of Continued 
Intention to Use Retailer’s Facebook .......................................................................45 
 
Information Quality, Interactivity, Sense of Community, and Entertainment as 
Predictors of Perceived Usefulness ..........................................................................46 
 
Information Quality, Sense of Community, and Entertainment as Predictors of 
Perceived Enjoyment ................................................................................................48 
 
Insignificant Relationships between Vividness of Information and Interactivity  
and Consumers’ Beliefs ...........................................................................................49 

 
Theoretical Implications ....................................................................................................50 

Managerial Implications ....................................................................................................51 

Limitations and Recommendations....................................................................................54 

REFERENCES ..................................................................................................................56 

APPENDIX A: IRB Approval for Protocol #13-145 EX 1304 .........................................74 

APPENDIX B: IRB Approval for Protocol Modification  ................................................83 



 

 

 

vi

APPENDIX C: Information Letter  ...................................................................................85 

APPENDIX D: Email Invitation  .......................................................................................87 

APPENDIX E: Survey Questionnaire  ..............................................................................88 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



vii 

 

LIST OF TABLES 

Table 4.1. The Descriptive Statistics of Demographics of Participants  ...........................33 

Table 4.2. Types of Retailers Respondents Visited ...........................................................34 

Table 4.3. Exploratory Factor Analysis Results for Variables (n = 239) ..........................37 

Table 4.4. Participants’ Overall Ratings for Each Scale  ...................................................39 

Table 4.5. Bivariate Correlation Among All Variables  .....................................................39 

Table 4.6. Stepwise Multiple Regression Analysis for a Relationship between Perceived 
Usefulness, Perceived Enjoyment and Continued Intention to use retailer’s Facebook.41 

 
Table 4.7. Stepwise Multiple Regression Analysis for a Relationship between 

Information Quality, Vividness of Information, Interactivity, Sense of Community, 
Entertainment and Perceived Usefulness. ....................................................................42 

 
Table 4.8. Stepwise Multiple Regression Analysis for a Relationship between 

Information Quality, Vividness of Information, Interactivity, Sense of Community, 
Entertainment and Perceived Enjoyment  ....................................................................44 

 

 

 

 



 

 

 

viii 

LIST OF FIGURES 

Figure 2.1. The theoretical model of relationships among Information quality, vividness 

of information, interactivity, sense of community, entertainment, and continued 

intention to use retailers’ Facebook pages ...................................................................26 

Figure 4.1. Hypotheses testing results for this study. ........................................................44



1 

 

CHAPTER 1. INTRODUCTION 

There is no doubt that social networking, called the “digital revolution,” has had a 

significant impact on consumer behavior (Solomon, 2013, p. 18). Social network sites (SNSs) 

such as Facebook not only allow people to present and share their personal profiles, including 

demographic information (e.g., educational backgrounds), psychographic information (e.g., 

interests, philosophies), and daily life events with their friends, but also to voice and share their 

opinions about products, brands, and services through various “virtual brand communities” 

(Solomon, 2013, p. 18). Consumers’ ability to generate information on SNSs, called “user-

generated content” (p. 19), has become the most important phenomenon in current marketing 

(Solomon, 2013). SNSs provide retailers with the opportunity to develop a relationship with their 

customers and speak to them on an individual basis (Teuber, 2012). Most of the top 250 Internet 

retailers use Facebook (97%), Twitter (96%), or YouTube (90%) as a marketing tool (Erickson, 

2012) to acquire insights about their customers and communicate their marketing strategies. 

SNSs such as Facebook, Twitter, LinkedIn, and Pinterest have attracted 1.47 billion users 

in 2012 worldwide. It is estimated that the number of SNS users will rise to 1.73 billion (nearly 

one in four people worldwide) in 2013 and to 2.55 billion by 2017 (“Social Networking Reaches,” 

2013). Facebook is the most popular SNS worldwide with more than one billion active users 

every month (Fowler, 2012), and is also the most widely used SNS in marketing (Erickson, 

2012). About 38% of U.S. SNS users use Facebook to interact with companies or brands, and 48% 

of them seek companies’ and brands’ information on Facebook (“Cone Consumer,” 2010). 

Consumers use retailers’ Facebook pages to acquire the latest information on retailers’ products 
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and to write their own comments and read comments from groups of people with similar 

interests. 

Companies use Facebook pages for various purposes. Victoria’s Secret, a retailer that has 

the most Facebook followers, uses its Facebook page to understand its customers’ interests about 

products and engage them in the brand (e.g., “Decisions, decisions …Teal or True Blue nails this 

weekend? What nail color are you feeling?” for its cosmetic lines) (Wakefield, 2012). Through 

its Facebook, the company provides its users exclusive discount and promotion information to 

encourage immediate action (e.g., “Last day to get your panties in a bunch! 7/$26 panties in 

select stores and online ends today”) (Victoria’s Secret Facebook, 2013a). Companies also create 

events in which customers participate to find different ways to use the companies’ products, to 

create their own designs for existing product lines, or to be involved in the brand as a part of the 

community. For instance, Converse, an American shoe company, launched a web-

based campaign to allow its Facebook users to design their own Converse tennis shoes. The 

brand’s Facebook fans shared their designs with other Facebook fans, and Converse rewarded 

the advocates with a free pair they designed for every five they sell (Chaney, 2011). In addition, 

companies use their Facebook page to direct traffic to their online stores by adding links to 

particular products or events featured on their websites and to their other SNSs such as Twitter 

and Pinterest. Therefore, SNSs, particularly Facebook, are important marketing tools in current 

retailing and are worth studying to help companies better communicate with their customers.   

The Technology Acceptance Model (TAM) developed by Davis (1989) has been widely 

used to explain user acceptance of information systems such as e-commerce (e.g., O’Cass & 

Fenech, 2004; Vijayasarathy, 2004) and social network sites (e.g., Lin & Lu, 2011; Kwon & 

Wen, 2010). TAM suggests that perceived usefulness and perceived ease of use are two key 
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factors that determine an individual’s intention to adopt a technology. Davis, Bagozzi, and 

Warshaw (1992) later identified perceived enjoyment as another predictor of intent to use 

computers in the workplace and added the variable to TAM. The researchers found that 

perceived enjoyment has a significant impact on intention to use computers (Davis et al., 1992). 

Researchers have applied TAM in the context of SNSs and found that perceived usefulness and 

enjoyment were significant predictors of intent to use SNSs (Kang & Lee, 2010; Kwon & Wen, 

2010; Lin & Lu, 2011; Qin, Kim, Hsu, & Tan, 2011; Sledgianowski & Kulviwat, 2009). Some of 

these studies even found that perceived enjoyment or playfulness (Lin & Lu, 2011; 

Sledgianowski & Kulviwat, 2009) was a stronger predictor of intent to use SNSs than was 

perceived usefulness. 

This study identified the factors influencing users’ perceived beliefs and continued 

intentions to use technology, particularly online technologies, based on previous literature (e.g., 

Cao, Zhang, & Seydel, 2005; Huang, 2011; Jiang & Benbasat, 2007) to examine if the factors 

also predict user’s beliefs and behavioral intention in the SNS context. These factors include 

information quality, vividness of information, interactivity, sense of community, and 

entertainment that reflect the consumer’s needs for cognition (i.e., information), social 

connection, and hedonic experiences in using online technologies (Lai & Chen, 2008; Lin & Lu, 

2000; Kim & Niehm, 2009). Information quality refers to consumers’ overall judgment and 

evaluation of the quality of information (Kim & Niehm, 2009), which is measured by accuracy 

(Baullou & Prazer, 1982; Liu & Arnett, 2000; Miller, 1996), relevancy, completeness, format 

(Liu & Arnett, 2000; Miller, 1996), timeliness, and understandability (Salaün & Flores, 2001). 

Information quality has been found to be one of the important components in websites including 

online shopping sites that influences perceived usefulness (Lin & Lu, 2000), information 
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satisfaction (Park & Kim, 2003), consumers’ purchasing behaviors (Ahn, Ryu, & Han, 2004; 

Cao et. al., 2005), and loyalty intentions (Kim & Niem, 2009).  

Vividness is the function of online product presentation which enables individuals to 

indirectly experience the virtual environment (Coyle & Thorson, 2001). Vivid information is 

likely to catch people’s eyes and stimulate a thorough review because people tend to consider 

vivid information to be interesting (Nisbett & Ross 1980). Jiang and Benbasat (2007) found that 

vivid information about products is likely to arouse the interest of a user searching a retailer’s 

website. Interactivity is an important marketing component, which can increase consumers’ 

satisfaction, save their time when searching for products (Cross & Smith, 1996), and attract and 

retain customers (Kim, Shaw, & Schneider, 2003). Teo, Oh, Liu, (2003) found that a high level 

of interactivity influenced online users’ satisfaction and efficiency in using websites.  

Although the Theory of Reasoned Action (TRA), which was the theoretical background 

of TAM, considered subjective norm to predict intention, Davis et al. (1989) omitted the variable 

from the original TAM because they found that subjective norm had no significant influence on 

intent to use technology over and above perceived usefulness and ease of use. However, Davis et 

al. (1989) suggested that the results might be due to the specific application (word processing) 

used in the study and that additional research should be done to “investigate the conditions and 

mechanisms governing the impact of social influences on usage behavior” (p. 999). In addition, 

Hsu and Lin (2008) tested social norm and community identification as social influences to 

predict intention in blogging and found that community identification was a significant predictor 

of intent to blog. Therefore, this study examines the impact of social influence - sense of 

community - on consumers’ intent to use retailers’ SNSs. Sense of community indicates a feeling 

and a shared faith that members belong to a group and that needs of members are met by the 
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group (McMillan & Chavis, 1986). SNSs are the ideal system for companies to connect with 

their customers because they create “psychological urge” among users to talk and share with 

others who have similar desires and interests (Teuber, 2012). Therefore, perceived sense of 

community may be a driver for users to join retailers’ Facebook pages. Although no studies have 

tested the influence of sense of community on consumers’ beliefs about using retailers’ SNSs, 

research has found that sense of community is associated with enjoyment and playfulness in 

virtual communities (Koh & Kim, 2003). In addition, Hsu, Liu, and Lee (2010) found that sense 

of community influences users’ behavioral intention toward enterprises’ micro-blogs.  

Consumers visit websites not only for information, but also for entertainment (Huang, 

2003). Therefore, entertainment has been one of the attributes to measure the quality of e-

commerce website (Loiacono, Watson, & Goodhue, 2007). Entertainment values reflect the 

hedonic aspects of the website experienced from sensory channels such as sight, hearing, 

smelling, and touching and are represented by the website’s visual appeal and innovativeness 

(Lioacono et al., 2007). Researchers have found that visual attractiveness of the website 

influenced perceived usefulness and enjoyment (van der Heijden, 2003). Entertainment 

(innovativeness, creativeness, and emotional appeal) of the website was also found to affect 

consumers’ perceptions about the information quality. Although visual components such as 

images and videos are critical in SNSs to communicate with their fans, no studies examined the 

relationships between entertainment (innovativeness and creativeness) of retailers’ Facebook 

pages and consumers’ perceived usefulness and enjoyment of the site.  

Problem Statement and Purpose of Study 

Researchers examined the factors influencing consumers’ intent to use SNSs. Qin et al. 

(2011) used TAM to examine the drivers of usage intention toward online social networks (e.g., 
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Facebook and MySpace). The study found that subjective norm and critical mass significantly 

influenced perceived usefulness, which in turn affects usage intention. However, perceived ease 

of use was not a significant predictor of usage intention in the study. Kang and Lee (2010) used 

TAM to examine the predictors of intention to continue to use a Korean online social network 

service (Cyworld.com). They found that perceived usefulness and enjoyment significantly 

influenced customer satisfaction and users’ intent to continue to use the social network service. 

Sledgianowski and Kulviwat (2009) found that playfulness, critical mass, trust, normative 

pressure, perceived ease of use, and perceived usefulness had a significant influence on intention 

to use SNSs (e.g., Facebook, Friendster, or MySpace). Perceived playfulness also had a 

significant direct effect on actual usage of SNSs. However, these studies focused on consumers’ 

personal use of SNSs, not the use of retailers’ SNSs.  

Researchers have also investigated consumers’ motivations or drivers to use retailers’ 

SNSs. Jia (2013) examined the influence of consumer psychographic characteristics such as 

fashion innovativeness and fashion product involvement on their beliefs and behavioral intention 

using fashion retailers’ Facebook pages based on TAM. The researcher found that consumers’ 

fashion product involvement influenced perceived usefulness and enjoyment of using fashion 

retailers’ Facebook pages. Those beliefs in turn affected their intent to use the retailers’ 

Facebook pages. Despite the fact that SNSs, including Facebook, are a prevalent phenomenon in 

retailing and marketing areas and have the potential to offer considerable business opportunities, 

the factors influencing consumer’s beliefs about using retailers’ Facebook pages and their 

continued intention to use those pages have not been widely investigated.  

Thus, the purpose of this study is to investigate the predictors of consumers’ beliefs 

(perceived usefulness and perceived enjoyment) about using retailers’ Facebook pages and their 
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continued intention to use retailers’ Facebook pages based on TAM. Specifically, this study 

examines (1) the influence of perceived usefulness and perceived enjoyment of retailers’ 

Facebook pages on continued intention to use the retailers’ Facebook pages and (2) the influence 

of the factors related to cognitive benefits (information quality, vividness of information, and 

interactivity), social integrative benefits (sense of community), and hedonic benefits 

(entertainment) on consumers’ perceived usefulness and enjoyment of the retailers’ Facebook 

pages. The findings of this study will provide retailers using Facebook valuable insights about 

what drives customers to use their Facebook pages and how to design their Facebook to attract 

customers and expand their fan base.  
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Definition of Terms 

The Technology Acceptance Model (TAM): A model to predict and explain technology 

acceptance among potential users, including such components as perceived enjoyment, 

perceived ease of use, and perceived usefulness as well as behavioral intention and actual 

behavior to use a new technology (Davis et al., 1992) 

Perceived Usefulness: The degree to which an individual believes that using a specific retailer’s 

Facebook would improve his or her efficiency in obtaining information, sharing 

information, and connecting and interacting with people who have similar interests  

Perceived Enjoyment: The degree to which an individual believes that using a specific retailer’s 

Facebook would provide them with fun and enjoyable experience  

Information Quality: The judgment and evaluation that consumers develop in relation to 

product/service quality (Zeithaml, 1988) 

Vividness of Information: “The representational richness of a mediated environment as defined 

by its formal features; that is, the way in which an environment presents information to 

the senses” (Steuer, 1992, p. 81) 

Interactivity: A direct communication among participants without the constraints of time and 

distance (Blattberg & Deighton, 1991), including reciprocal communication and control 

(Liu, 2003) 

Sense of Community: “A feeling that members have of belonging, a feeling that members 

matter to one another and to the group, and a shared faith that members’ needs will be 

met through their commitment to be together” (McMillan & Chavis, 1986, p. 4) 

Entertainment: Hedonic aspects of the website measured by such dimensions as visual appeal, 

innovativeness, and emotional appeal (Loiacono et al., 2007) 
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CHAPTER 2. LITERATURE REVIEW 

Theoretical Framework 

The Technology Acceptance Model (TAM) (Davis, 1989) was used as the theoretical 

framework in this study to examine the factors influencing consumers’ beliefs about using 

retailers’ Facebook pages and the influence of these beliefs on their behavioral intention. TAM 

was developed based on Fishbein and Ajzen’s (1975) Theory of Reasoned Action (TRA) to 

predict and explain technology acceptance among potential users. TAM suggests that system 

usage is a response which can be predicted by users’ motivation and is directly influenced by 

external stimuli, including a system’s features and capability (Davis, 1989). Davis (1989) 

proposed two beliefs, perceived ease of use and perceived usefulness, as the major predictors of 

behavior in current and future use of computer technologies. Perceived ease of use refers to “the 

degree to which a person believes that using a particular system would be free of effort” (Davis, 

1989, p. 320). Perceived usefulness is defined as “the degree to which a person believes that 

using a particular system would enhance his or her job performance” (Davis, 1989, p. 320).  

Later, Davis et al. (1992) added enjoyment as an intrinsic motivation to TAM and found 

that the enjoyment that a user gains from using computer technology is also a significant 

predictor of intent to use the technology. Enjoyment refers to 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” (Davis et al., 1992, p. 1113). Some researchers have 

found that perceived enjoyment has an even stronger impact than perceived usefulness and ease 

of use on individuals’ intent to use information technology (Childers, Carr, Peck, & Carson, 

2001; Koufaris, 2002). Jia (2003) found that perceived enjoyment was a much stronger predictor 

(β* = .907) of intent to use retailers’ Facebook pages than was perceived usefulness (β* = .197). 
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TAM is one of the most popular theoretical models to predict the usage of technology, 

and researchers have successfully applied the model in various contexts of technologies such as 

computer games (e.g., Hsu & Lu, 2004), portal websites (e.g., van der Heijden, 2003), online 

shopping (e.g., O’Cass & Fenech, 2003; Vijayasarathy, 2004), and social network sites (SNSs) 

(e.g., Lin & Lu, 2011; Kwon & Wen, 2010). For example, van der Heijden (2003) found that 

perceived usefulness, ease of use, and enjoyment significantly affected attitude towards use of 

portal websites, and perceived usefulness and enjoyment significantly influenced intent to use 

these websites. Childers et al. (2001) found that perceived usefulness, ease of use, and enjoyment 

significantly affected attitude towards use of online shopping. Koufaris (2002) found that 

perceived usefulness and enjoyment significantly influenced online customers’ intent to return to 

a website.  

In the SNS context, Sledgianowski and Kulviwat (2009) used TAM to predict users’ 

intent to use social network sites such as Facebook, Friendster, or Myspace and found that 

playfulness (used interchangeably with enjoyment), perceived ease of use, and perceived 

usefulness were significantly associated with intent to use the social network services. Kang and 

Lee (2010) applied TAM in the context of the Korean social network site Cyworld and found 

that perceived usefulness and enjoyment were positively related not only to customer satisfaction 

but also to intent to continue to use the social network service. Kwon and Wen (2010) found that 

perceived usefulness and perceived ease of use significantly affected the actual use of Korean 

SNSs. In this study, perceived enjoyment was not included, but perceived encouragement was 

tested in the model. Lin and Lu (2011) tested TAM in the context of Facebook and found that 

perceived usefulness and enjoyment significantly influenced intent to use the site. However, Qin 

et al. (2011) also tested the original TAM, including perceived usefulness and ease of use, in the 
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context of online social networks and found that only perceived usefulness was a significant 

predictor of usage intention.  

Although TAM has effectively predicted and explained the acceptance of technological 

innovations, researchers have also found additional factors that influence consumers’ acceptance 

of specialized technology. For example, Hsu and Lu (2004) applied TAM to test consumers’ 

acceptance of online games and found that social norms, attitude, and flow experience 

significantly affected the consumers’ intent to play online games. Kwon and Wen (2010) and 

Qin et al (2011) added social factors to the original TAM, including social identity, critical mass, 

and subjective norm, to predict the usage intention of SNSs. These studies found that social 

factors significantly influenced perceived usefulness.  

In the original TAM model, perceived ease of use is one of the predictors of dependent 

variables. However, some researchers have found no significant relationship between perceived 

ease of use and dependent variables (e.g., attitude toward using and intention to use technology). 

Koufaris (2002) found that perceived ease of use of a web store was not significantly related to 

intention to return to the site. Ha and Stoel (2009) found that perceived ease of use was not 

significantly related to consumers’ attitude toward online shopping. Lu, Zhou, and Wang (2009) 

found no relationship between perceived ease of use and attitude toward using instant messaging 

services. Wu and Wang (2005) found that there was no relationship between perceived ease of 

use and intention to use mobile commerce. In the context of SNSs, Qin et al. (2011) also found 

that perceived ease of use was not related to usage intention of online social networks. These 

findings may be due to consumers’ increased familiarity with the technologies. Furthermore, on 

retailers’ Facebook pages, users have limited options to use the Facebook functions. Therefore, 

consumers may not perceive retailers’ Facebook as hard to operate. In addition, according to a 
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research study conducted by the EDUCAUSE Center for Applied Research using a sample of 

36,950 students from the U.S. and Canadian universities, about 90% students reported that they 

use SNSs, and among them 97% reported that they use Facebook (Smith & Caruso, 2010). These 

findings show that Facebook is an environment with which college students are familiar. 

Therefore, perceived ease of use was not tested in this study as one of the predictors of continued 

intention to use retailers’ Facebook pages. 

Perceived Usefulness and Continued Intention to Use Retailers’ Facebook 

An individual’s decision about whether or not to use a technology depends on the degree 

to which he or she believes it will help their performance (Davis, 1989). When individuals feel 

that a system helps them perform their job better, they are likely to think that the technology is 

useful (Davis, 1989). Retailers’ Facebook pages allow their users to acquire information about 

the brand, products, and promotions, to participate in special events as a member of the 

community, and to connect with other users who have a similar interest in sharing their opinions. 

Therefore, perceived usefulness is defined in this study as the degree to which an individual 

believes that using a specific retailer’s Facebook would improve his or her efficiency in 

obtaining information, sharing information, and connecting and interacting with people who 

have similar interests. When users believe that the retailer’s Facebook improves their efficiency 

in performing these activities, they may perceive that the Facebook page is useful, a perception 

which in turn influences their intent to continue to use the retailer’s Facebook. Researchers have 

consistently found that a system’s perceived usefulness has a direct influence on intent to use the 

system in a variety of contexts such as online portal services (e.g., van der Heijden, 2003), online 

shopping (e.g., Ahn, Ryu, & Han, 2004; Chen, Gillenson, Sherrell, 2002; Gefen, Karahanna, & 

Straub, 2003; Koufaris, 2002), and SNSs (e.g., Lin & Lu, 2011; Kang & Lee, 2010; Kwon & 
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Wen, 2010; Qin et al., 2011; Sledgianowski & Kulviwat, 2009). Therefore, based on the previous 

literature, it is plausible to assume that perceived usefulness positively influences continued 

intention to use the retailers’ Facebook pages.  

Hypothesis 1: Perceived usefulness positively predicts continued intention to use retailers’ 

Facebook pages. 

Perceived Enjoyment and Continued Intention to Use Retailers’ Facebook 

Enjoyment refers to a person’s subjective feeling of pleasure when he or she performs a 

specific behavior or carries out a particular activity (Moon & Kim, 2001). Davis et al. (1992) 

argued that while perceived usefulness plays a major role in predicting intentions to use a 

computer in the workplace, “enjoyment will explain significant variance in usage intentions 

beyond that accounted for by usefulness alone” (p. 1113). Researchers have found that perceived 

enjoyment is a significant predictor of intention to use technology in various contexts such as 

portal websites (e.g., van der Heijden, 2004) and online shopping (Ahn, Ryu, & Han, 2007; 

Koufaris, 2002). Compared to traditional communication technologies such as mobile phones or 

email, SNSs have a more hedonic context to bring enjoyment and pleasure to users 

(Sledgianowski & Kulviwat, 2009). Retailers’ Facebook pages can also seen as a source of 

hedonic pleasure for users due to the nature of the visual-oriented communication platform. 

Researchers have found that perceived enjoyment is significantly related intent to use SNSs 

(Sledgianowski & Kulviwat, 2009) and continuance intention (Kang & Lee, 2010; Lin & Lu, 

2011). In addition, research has supported the idea that SNSs are pleasure-oriented information 

systems by finding that perceived enjoyment or playfulness is a stronger predictor of intent to 

use SNSs than is perceived usefulness (Jia, 2013; Lin & Lu, 2011; Sledgianowski & Kulviwat, 

2009). Therefore, it is plausible to assume that when users find that a retailer’s Facebook page 
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provides them enjoyable experiences, such as photos, videos, and other fun features or activities, 

they are likely to continue to use the page. Accordingly, the following hypothesis is proposed: 

Hypothesis 2: Perceived enjoyment positively predicts the continued intention to use 

retailers’ Facebook pages. 

Factors Influencing Consumers’ Beliefs (Perceived Usefulness and Enjoyment) 

Based on Katz, Blumler, and Gurevitch’s (1974) “uses and gratifications” approach, 

which discusses the general benefits that people can derive from the use of media, Nambisan and 

Baron (2007) identified the four types of benefits that individuals may obtain from their 

interactions in virtual environments (i.e., online) and that may influence their future participation 

in the environment. The four benefits include: (1) cognitive benefits, which can be achieved 

through acquiring information and increasing the understanding of the environment, (2) social 

integrative benefits, which can be obtained by strengthening the consumers’ ties with relevant 

others, (3) personal integrative benefits, which can be realized by strengthening the credibility, 

status, and confidence of the person, and (4) hedonic benefits, which can be gained through 

aesthetic experiences. Katz et  al. (1974) indicated that personal integrative benefits were related 

to “gains in reputation or status and the achievement of the self-efficacy” (p. 45). The use of 

retailers’ Facebook may not involve users’ comprehensive reviews about the products or brands, 

but brief comments about the specific postings. Therefore, users may not necessarily think that 

retailer’s Facebook is a perfect place for them to gain reputation or status by posting their 

reviews. Therefore, only three types of benefits, cognitive, social integrative, and hedonic 

benefits, were included in this study to investigate the antecedents of consumers’ beliefs about 

using retailers’ Facebook. Factors related to cognitive benefits include information quality, 
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vividness of information, and interactivity. Social integrative benefits include sense of 

community. Finally, entertainment represents hedonic (aesthetic) benefits.   

Factors Related to Cognitive Benefits 

Information Quality. Information is a critical part of websites in general. Information 

quality has been found to be one of the most important criteria to evaluate websites, including 

shopping websites (Lin & Lu, 2000), because the ultimate goal of the website is to provide target 

users with information needed to complete their tasks (Bhatti, Bouch, & Kuchinsky, 2000). In 

online shopping, information quality is defined as the judgment and evaluation that consumers 

develop in relation to product/service quality (Zeithaml, 1988). It includes multiple dimensions 

such as accuracy (e.g., Liu & Arnett, 2000; Miller, 1996), relevancy (Liu & Arnett, 2000; Salaün 

& Flores, 2001), completeness and format (Liu & Arnett, 2000; Miller, 1996), timeliness (Salaün 

& Flores, 2001), and understandability (Salaün & Flores, 2001). In this study, information 

quality is defined as consumers’ overall judgment and evaluation of the retailers’ Facebook 

pages as assessed by the degree of relevance and timeliness of their information.  

Information presented on retailers’ Facebook pages includes new arrivals, ad campaigns, 

promotions, events, product tutorials, news related to the brand or store, and examples showing 

different ways to use a product, as well as customers’ comments and feedback about the 

information. Therefore, when customers perceive that the information presented on the retailer’s 

Facebook page is updated and relevant to their needs or wants, they are likely to consider that the 

page provides them quality information. In this study, perceived usefulness of a retailer’s 

Facebook is measured by the degree to which a user believes that using the retailer’s Facebook 

would improve his/her efficiency in obtaining information. Therefore, when consumers think 

that the retailer’s Facebook provides them quality information, they are likely to perceive that the 
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Facebook helps them to achieve valued outcomes (e.g., acquisition of new information or 

discounts) and therefore is useful. Although no previous studies have examined the relationship 

between perceived information quality of retailers’ Facebook pages and perceived usefulness, 

Lin and Lu (2000) found a positive association between information quality and perceived 

usefulness using an electronic newspaper site.  

 Additionally, Liu and Arnett (2000) found that a website with quality information attracts 

customers, makes them feel that the site is trustworthy, and creates customer satisfaction. Ahn et 

al. (2007) suggested that quality information (i.e., complete, site-specific, accurate, timely, and 

reliable information in an appropriate format) is likely to provide users with an enjoyable 

experience for their task, stimulate their curiosity, and lead to exploration in the online retailing 

system. Researchers have found that consumers tend to be interested in innovative information in 

online shopping (Koufaris, 2002). An innovative and pleasing information format was found to 

be associated with customers’ perceived information quality on retailers’ websites (Klein, 1998). 

Retailers’ Facebook pages are hedonic in nature because of their use of various types of visual 

information such as pictures and video clips. When a retailer’s Facebook page presents its 

information using visually pleasing formats, customers may perceive that the page provides them 

with quality information, which in turn affects their perceived enjoyment of the Facebook. 

Therefore, although no studies have investigated the relationship between information quality 

and perceived enjoyment in the context of retailers’ Facebook pages, based on previous literature, 

the following hypotheses are proposed:  

Hypothesis 3a: Information quality positively predicts perceived usefulness of retailers’ 

Facebook pages. 
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Hypothesis 3b: Information quality positively predicts perceived enjoyment of retailers’   

Facebook pages. 

Vividness of Information. Vividness is defined as “the representational richness of a 

mediated environment as defined by its formal features; that is, the way in which an environment 

presents information to the senses” (Steuer, 1992, p. 81). According to Nisbett and Ross (1980), 

vivid information is likely “to attract and hold our attention and to excite the imagination to the 

extent that is (a) emotionally interesting, (b) concrete and imagery-provoking, and (c) proximate 

in a sensory, temporal, or spatial way” (p. 45). Because vivid information is more interesting and 

conveys more information cues, it is more likely to be stored in one’s memory, remaining “in-

thought” (p. 55) for a longer time, and therefore is more likely to be available when the person 

tries to retrieve the information (Nisbett & Ross, 1980). Vividness is one of the functions of 

online product presentation which helps individuals indirectly experience the virtual environment 

(i.e., telepresence) and influences attitude toward the website (Coyle & Thorson, 2001). On 

websites, multimedia such as video, audio, and animation may be considered as mediums that 

improve the vividness of the website because those mediums increase the richness of individuals’ 

experience with the environment (Coyle & Thorson, 2001). Jiang and Benbasat (2005) 

investigated the effect of different levels of information vividness (i.e., static images vs. videos) 

on perceived diagnosticity and shopping enjoyment in a website product presentation. In the 

study, perceived diagnosticity was defined as “consumers’ perceptions of the ability of a website 

to convey relevant product information that can assist them in understanding and evaluating the 

quality and performance of product sold online” (p. 457). The researchers found that vividness in 

product presentations significantly influenced perceived diagnosticity and shopping enjoyment. 

Vivid presentations can depict products in a way that is closer to experiencing the actual product 
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and communicate more information cues than a less-vivid product presentation (Lim, Benbasat, 

& Ward, 2000). Therefore, customers can better examine the product when it is presented in a 

vivid format (Lim et al., 2000). On Facebook pages, retailers focus heavily on visual information 

and multimedia features such as images and videos, which are considered as vivid information 

based on the previous literature. When consumers are exposed to vivid information on retailers’ 

Facebook pages, they may pay more attention to the information, scrutinize it more carefully, 

and engage in more information processing. Through these processes, customers may perceive 

the retailer’s Facebook page to be useful because it provides them with relevant information 

about the brand or products and improves efficiency in performing their tasks. 

Consumers’ shopping enjoyment has been found to be one of the critical components in 

online shopping (Jarvenpaa & Todd, 1996-1997; Koufaris, 2002). More vivid information 

generally implies more information cues, involves more sensory channels, and therefore is more 

emotionally attractive (Nisbett & Ross, 1980). Appiah (2006) suggested that online users tend to 

favor websites with more vivid information (i.e., audio/video testimonials of the product) 

compared to less vivid information (i.e., text/picture testimonials of the product). Vivid product 

information tends to arouse users’ interest in searching for information about retailers (Jiang & 

Benbasat, 2007). As discussed earlier, Jiang and Benbasat (2007) found that the vividness of 

product presentation in websites significantly affected consumers’ online shopping enjoyment. 

Therefore, it is plausible to assume that vivid information on retailers’ Facebook pages will 

attract consumers and provide them with enjoyable experiences. Accordingly, the following 

hypotheses are proposed: 

Hypothesis 4a: Vividness of information positively predicts perceived usefulness of retailers’ 

Facebook pages. 
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Hypothesis 4b: Vividness of information positively predicts perceived enjoyment of retailers’ 

Facebook pages. 

Interactivity. Researchers have examined interactivity in computer-mediated 

communications (e.g., Hoffman & Novak, 1996; Rafaeli & Sudweeks, 1997) as well as e-

commerce sites (e.g., Huang, 2012), and their definitions of interactivity are mainly focused on 

two aspects, reciprocal communication and control (Liu, 2003). Focusing on the aspect of 

reciprocal communication, which emphasizes the two-way flow of information, Rafaeli and 

Sudweeks (1997) defined interactivity as “the extent to which messages in a sequence relate to 

each other, and especially the extent to which later messages recount the relatedness of earlier 

messages.” Blattberg and Deighton (1991) also defined interactivity as a direct communication 

among participants without the constraints of time and distance. On the other hand, Jensen (1998) 

and Rogers (1995) suggested control as the main aspect of interactivity; the participants in 

communication, both the sender and receiver of the information, should be able to control the 

information exchanged in an interactive communication. Later, Liu (2003) argued that both 

reciprocal communication and control are important components in online interactivity and 

defined interactive communication as “a communication that offers individuals active control 

and allows them to communicate both reciprocally and synchronously” (p. 208). However, 

consumers using retailers’ Facebook pages may not have full control over manipulating the 

Facebook functions because retailers’ Facebook pages mainly focus on business-customer and 

customer-customer communications. Therefore, this study will focus on the reciprocal 

communications of the interactivity.  

Interactivity has been found to be one of the important characteristics of shopping 

websites to attract and retain customers (Kim, Shaw, & Schneider, 2003) and one of the ways to 
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facilitate individuals’ indirect experiences in online environments, called telepresence (Coyle & 

Thorson, 2001; Steuer, 1992). Klein (1998) suggested that interactivity of a website offers 

utilitarian benefits such as saving time or effort by providing consumers with a convenient way 

to search product information. Cross and Smith (1996) also found that high interactivity is a 

marketing strategy that increases consumers’ satisfaction and saves their time in searching 

products. Teo, Oh, and Liu (2003) found that interactivity had a positive impact on users’ 

effectiveness and efficiency in using shopping websites. In their study, effectiveness refers to the 

accuracy and completeness with which consumers complete specific goals and was measured by 

such items as “the website increased my awareness of the merits or demerits of the products,” 

“the website provided me with relevant information to facilitate my decision,” and “the website 

helped me to meet my decision-making need.” Efficiency was measured by how easy it was to 

search for information, how accessible product information was, how much effort was needed to 

find the information, and how quickly the website allowed the user to make a decision. Therefore, 

it is plausible to assume that on retailers’ Facebook pages, interactivity (reciprocal 

communication) is positively related to consumers’ perception that the site enables them to 

obtain more information and improve their efficiency in sharing information, and therefore is 

useful. 

The interactive features of online shopping have been found to influence consumers’ 

hedonic value (enjoyment) (Fiore & Jin 2003; Fiore, Jin, & Kim, 2005). Regarding two-way 

communication interactivity, Huang (2012) found that reciprocal communication positively 

influenced affective involvement in the context of Taiwanese consumers using Facebook. In 

Huang’s study, affective involvement was measured by such items as “using virtual goods of 

Facebook is interesting, exciting, and appealing.” Therefore, it is assumed that interactivity 
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induces enjoyable, fun experiences in using retailers’ Facebook pages. Accordingly, the 

following hypotheses are proposed: 

Hypothesis 5a: Interactivity positively predicts perceived usefulness of retailers’ Facebook 

pages. 

Hypothesis 5b: Interactivity positively predicts perceived enjoyment of retailers’ Facebook 

pages. 

Factor Related to Social Integrative Benefits 

Sense of Community. Social group or community largely influences not only individuals’ 

beliefs but also their behaviors. Individuals construct group norms from respected in-group 

members and in-group behaviors and internalize and enact these norms as a part of their social 

identity (Turner, 1982). According to social identity theory, a group is formed when three or 

more individuals construe and evaluate themselves based on shared characteristics that 

differentiate them collectively from others (Hogg, 2006). Community is created when a group of 

individuals are socially interdependent, participate in group discussions and decisions, and share 

particular practices that reflect the community and are developed by it (Bellah, Madsen, Sullivan, 

Swidler, & Tipton, 1985).  

Researchers have examined factors related to social influences such as social identity and 

sense of community in the context of virtual communities (Dholakia, Bagozzi, & Pearo, 2004) 

and SNSs (Kwon & Wen, 2010; Hwang, 2012). Social identity is defined as “the individual’s 

knowledge that he belongs to certain social groups together with some emotional and value 

significance to him of this group membership” (Tajfel, 1972, p. 292). Sense of community refers 

to “a feeling that members have of belonging, a feeling that members matter to one another and 

to the group, and a shared faith that members’ needs will be met through their commitment to be 
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together” (McMillan & Chavis, 1986, p. 4). McMillan and Chavis (1986) proposed four elements 

of sense of community: membership, influence, integration and fulfillment of needs, and 

emotional connection. Membership refers to “the feeling of belonging or of sharing a sense of 

personal relatedness” (p. 4). Influence means “a sense of mattering, of making a difference to a 

group and of the group mattering to its members” (p. 4). Integration and fulfillment of needs 

means “the feeling that members’ needs will be met by the resources received through their 

membership in the group” (p. 4). Finally, emotional connection means “the commitment and 

belief that members have shared and will share history, common places, time together, and 

similar experiences” (p. 4).  

The concepts of social identity and sense of community appear to be related to each other 

in that they involve cognitive and affective components that lead individuals to perceive 

themselves as group members in relation to others (Alegeshemier et al., 2005; Bhattacharya & 

Sen, 2003). Cognitive components include categorization processes through which individuals 

realize group distinctiveness and maintain a self-awareness of their group memberships within 

the community (Muniz & O’Guinn, 2001) while affective components consist of “a sense of 

emotional involvement with the group” (Algesheimer et al., 2005, p. 20), which is also 

characterized as an “affective commitment” to the group (Ellemers, Kortekaas, & Ouwerkerk, 

1999, p. 372).  

One of the most typical characteristics of group and intergroup relation is positive 

distinctiveness, which is a belief that in-group members are better than out-group members in 

every possible way; people tend to strive for positive intergroup distinctiveness (Hogg, 2006). 

Motivations for positive social identity include self-enhancement and self-esteem (Sedikides & 

Strube, 1997). Therefore, positive distinctiveness may be motivated by self-esteem (e.g., Turner, 
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1982); low self-esteem motivates group identification and intergroup behavior and identification 

promotes self-esteem (Abrams & Hogg, 1988). Researchers have also found that people prefer a 

group that provides them with positive self-image (Clement, Noels, & Doeneault, 2001). Another 

motivation of social identity is uncertainty reduction (Hogg, 2000). Individuals build group 

norms or group prototypes from appropriate group members and behaviors. These norms or 

prototypes recognized by group members become the most reliable source of information about 

identity-consistent behaviors among group members, and self-concept is validated by 

conforming these norms (Hogg, 2006). This phenomenon is called “referent informational 

influence” (Turner, 1982, p. 31).   

Social influences are the major factors in determining an individual’s participation in 

virtual communities (Dholakia, Bagozzi, & Pearo, 2004). In SNSs, social identity is the 

perception of belonging to the SNS group which motivates people to interact socially with others 

(Kwon & Wen, 2010). Hwang (2012) found that social identity positively affected cognitive and 

affective involvement with the virtual goods of Facebook. In Hwang’s study, cognitive 

involvement was measured by perceived importance and relevance of the products of Facebook, 

while affective involvement was measured by the degree of interest, excitement, and 

attractiveness of virtual goods of Facebook. Kwon and Wen (2010) also found social identity to 

be a determinant of perceived usefulness in Korean commercial SNS services.  

 A social network site is a virtual community where people can share information and 

develop relationships and emotional connections with others (Howard, 2000; Solomon, 2013), 

and therefore it is considered a “relationship-oriented information system” (Kwon & Wen, 2010, 

p. 261). People with a strong sense of virtual community are likely to communicate with others 

in the community (Hsu et al., 2010; Lai & Chen, 2008). Research found that consumers are 



 

 

 

24

willing to exchange ideas about products they purchased and these activities greatly influence 

their attitude toward products and services (Mukhopadhyay & Yeung, 2010). Thus, on retailers’ 

Facebook pages, individuals who perceive greater sense of community are more likely to interact 

and communicate with other members. Through these activities, they may feel that retailers’ 

Facebook pages are an effective way to gather information and to share it with other members 

who have similar interests. In addition, sharing information with other members and building 

group prototypes (i.e., what the group likes or considers good) allows individuals to reduce 

uncertainty in making product-related decisions because the shared information or group 

prototypes are considered as reliable source of information (Hogg, 2000). Therefore, consumers 

may think that the retailer’s Facebook increases their efficiency in achieving their goals by 

helping them make a better decision and therefore is useful.  

Koh and Kim (2003) argued that a virtual community has different characteristics from 

other types of communities in that virtual community members tend to show immersive (or 

addictive) behavior toward their community through daily on-line communication. The 

researchers suggested three dimensions of the sense of virtual community: membership, 

influence, and immersion. Membership refers to feelings of belonging to the virtual community. 

Influence indicates members’ influence on other members in the virtual community. Immersion 

means the state of flow people feel when they navigate the virtual community. Koh and Kim 

(2003) found that these three dimensions are related to enjoyment or playfulness experienced in 

the connection with the virtual community’s content and interactions with other members. 

Researchers found that individuals with a strong sense of virtual community are more willing to 

interact and develop a comfortable atmosphere for the community (Hsu et al., 2010; Lai & Chen, 

2008). Therefore, the sense of belongingness individuals perceive toward a Facebook group may 
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help them create a positive self-image as a valuable member of the group. These perceptions may 

induce positive feelings toward a retailer’s Facebook and be related to perceived enjoyment. 

Thus, based on the previous literature, the following hypotheses were proposed: 

Hypothesis 6a: Sense of community positively predicts perceived usefulness of retailers’ 

Facebook pages. 

Hypothesis 6b: Sense of community positively predicts perceived enjoyment of retailers’ 

Facebook pages. 

Factor Related to Hedonic Benefits 

Entertainment. Consumers visit websites not only for information, but also for 

entertainment (Huang, 2003). One of the functions of a website is to provide users with 

opportunities to fulfill their hedonic needs. According to Loiacono et al. (2007), entertainment 

reflects hedonic aspects of the website and is measured by such dimensions as visual appeal, 

innovativeness, and emotional appeal. Researchers have found that a positive website interface 

or entertaining components of a website are somewhat associated with consumers’ perceptions 

about information provided by the website. For example, Klein (1998) found that when 

information was presented in an innovative format, people tended to perceive it as quality 

information. Isen (1987) found that consumers tended to handle more information and predicted 

more positive outcomes in positive online environments. Kim and Niehm (2009) found that 

entertainment (innovativeness, creativeness, and emotional appeal) positively influenced 

consumers’ perceptions of information quality in online shopping. Therefore, when consumers 

perceive that a retailer’s Facebook is innovative, creative, and entertaining, they may feel that the 

site allows them to obtain quality information, acquire more information, and improve their 

efficiency in sharing information with others. In addition, van der Heijden (2003) found that the 
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visual attractiveness of a website positively affected perceived usefulness and enjoyment of the 

website. Thus, the creative use of visual images, videos, and other types of multimedia will 

provide users with an enjoyable experience of a Facebook page. Accordingly, the following 

hypotheses are proposed: 

Hypothesis 7a: Entertainment positively predicts perceived usefulness of retailers’ Facebook 

pages. 

Hypothesis 7b: Entertainment positively predicts perceived enjoyment of retailers’ 

Facebook pages. 

 

Figure 2.1 shows the conceptual model designed to test the hypothesized relationships in 

this study.  
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Figure 2.1. The theoretical model of the relationships among Information quality, vividness 
of information, interactivity, sense of community, entertainment, perceived 
usefulness, perceived enjoyment, and continued intention to use retailers’ 
Facebook pages 
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CHAPTER 3. METHODOLOGY 

Sampling and data collection procedure 

An online survey was utilized to collect data to test the hypothesized relationships (see 

Figure 2.1). A convenience sample was used to collect data using male and female college 

students enrolled in various courses at Auburn University (e.g., courses in the Department of 

Consumer and Design Sciences, Human Development Family Studies, Psychology, Marketing, 

etc.). College students were an appropriate sample for this study because Justin (2010) indicated 

that a significant number of Facebook users (52%) are between 18 and 34 years old. As the first 

step of the data collection process, we obtained an approval from the Institutional Review Board 

(IRB) of Auburn University for research involving human subjects to ensure the ethical 

performance of this study and protect the rights and welfare of human subjects. Then, the 

principal investigator contacted the course instructors from various departments on campus to 

obtain permission to collect data in the courses. With the permission of the instructor, a 

recruitment email including a survey website link was sent to students by the instructor or the 

principal investigator. After reading the recruitment email, subjects were able to access the 

survey website by clicking on the link included in the email if they agreed to participate in the 

study. The first page of the survey included the information letter that presented information 

regarding the purpose of the study, time required to complete the survey, protection of 

confidentiality, voluntary nature of the research, risks and benefits, and contact information of 

the researchers. A reminder email was sent to students a week after the first email was sent out. 

With the agreement of the instructors, extra credit was offered to participants in 11 courses out of 

36 courses to which the recruitment occured.  
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Retailers’ Facebook pages were used as the context of the study because Facebook is the 

most-visited SNS in the U.S. with 150 million U.S. users (“Social Media Report,” 2012) and is 

therefore the most effective online tool for retailers to communicate with their customers. In the 

beginning of the questionnaire, respondents were asked to recall their experience with a retailer’s 

Facebook that they have recently visited and answer the questions based on their experience with 

the specific retailer’s Facebook page. In addition, a screening question asked whether they have 

visited retailers’ Facebook pages. Responses from respondents who have not visited retailers’ 

Facebook pages were removed from the data set because respondents without such experience 

may not be able to provide meaningful responses. Finally, at the end of the survey, respondents 

were directed to a page where they were asked to leave their names and course numbers if they 

would like to obtain extra credit for participating in the survey. However, the respondents’ 

identification information (i.e., name and course number) was saved in a different website to 

ensure that it was not associated with their responses to the survey questions. 

Instruments 

A questionnaire was developed for this study (see Appendix E). To measure information 

quality, seven items developed by Cao, Zhang, and Seydel (2005) and Kim and Niehm (2009) 

were used. Kim and Niehm (2009) included three additional items to the original scale to 

examine the variable in the online shopping context: “The website provides timely information,” 

“The information on the website is relevant to me,” and “I can find what I need in the website.” 

The original items were modified in this study to test the information quality of the retailers’ 

Facebook pages (e.g., “The retailer’s Facebook is informative”). The reliability of the scale 

reported by Cao et al. (2005) was .94 and by Kim and Niehm (2009) was .96.  
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Vividness of information was measured using four items developed by Jiang and 

Benbasat (2007). The researchers tested the scale in the context of online product presentation. 

Therefore, the original items were modified to test the vividness of information in the context of 

retailers’ Facebook pages (for example, “I can acquire product information on the retailer's 

Facebook from different sensory channels [e.g., sight or hearing]”). The reliability of the scale 

reported by Jiang and Benbasat (2007) was .81.  

Interactivity was measured by five items borrowed from Lee and Cho (2011) and Huang 

(2012). One item (“Facebook facilitates two-way communication”) was used in both studies. 

Two interactivity items (“Facebook gives me the opportunity to talk with other users” and 

“Facebook is effective in gathering feedback from others”) were from Lee and Cho (2011). 

These three items were originally developed by Liu (2003) in the context of online shopping 

websites, but Lee and Cho (2011) used the items to measure two way-communication in SNSs. 

Two other items were from Huang (2011): “Facebook makes me feel like it wants to listen to its 

members” and “Facebook enables conversation among members.” In the context of SNSs, Lee 

and Cho (2003) and Huang (2012) reported the reliability of the scales as .88 and .91, 

respectively. The items were further modified for this study to use in the context of retailers’ 

Facebook pages (e.g., “The retailer's Facebook facilitates two-way communication among 

users”). 

Sense of community was measured using eight items. Four items were from the 

membership dimension of the sense of virtual community scale developed by Koh and Kim 

(2004). The researchers reported the reliability of the dimension as .93. Two items were from 

Wade, Cameron, Morgan, and Williams (2011): “I feel connected to the retailer’s Facebook and 

its members” and “The retailer’s Facebook members exhibit a spirit of community.” Two items 
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were borrowed from Hsu et al. (2010): “I care about the opinion of other members of the 

retailer’s Facebook” and “I think it is worthwhile to spend time on the retailer’s Facebook.” 

Entertainment was measured by four items. Three items were developed by Loiacono et 

al. (2007) to measure the innovativeness and creativeness of the website. The reliability of the 

three items reported by Loiacono et al. (2007) was .87. One entertainment item (“The retailer’s 

Facebook is entertaining”) was developed for this study.  

Perceived usefulness was measured using five items developed by Kwon and Wen (2010) 

based on Davis’s (1989) study to be used in the context of social network services. However, one 

of the items was a double-barreled question (e.g., “Using the SNS would improve my efficiency 

in sharing information and connecting with others”). Therefore, the questions were modified and 

separated into two different items (e.g., “Using the retailer’s Facebook improves my efficiency in 

sharing information” and “Using the retailer’s Facebook improves my efficiency in connecting 

with others that have same interest with me”). The reliability reported by Kwon and Wen (2010) 

was .89. One item (“Using the retailer's Facebook enables me to acquire information more 

effectively”) was additionally developed for this study. Therefore, a total of six items were used 

to measure perceived usefulness. 

Perceived enjoyment was measured by five items borrowed which Lin and Lu (2011) 

developed based on the studies of Agarwal and Karahanna (2000) and Kim, Chan, and Gupta 

(2007). The reliability of the scale reported by Lin and Lu (2011) was .91.  

Continued intention to use the retailer’s Facebook page was measured using four items. 

Two items were from Kim, Park, and Oh (2008) and the reliability of the scale reported by Kim 

et al. (2008) was .86. One item was borrowed from Qin et al. (2011). One item (“I intend to share 

the retailer’s Facebook with other friends”) was developed for this study. All Items were 
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measured using a 7-point Likert scale, ranging from “strongly disagree” (1) to “strongly agree” 

(7). 

The survey included demographic questions, such as the respondents’ gender, age, 

ethnicity, and school year, in addition to questions about respondents’ use of retailers’ Facebook 

pages. Respondents were asked to identify the retailer’s Facebook on which they based their 

answers (open-ended question). Questions included “How frequently do you visit the retailer’s 

Facebook?” (a 7-point Likert-type scale) and “Have you ever purchased from the retailer?” (yes 

or no). 
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CHAPTER 4. DATA ANALYSIS AND RESULTS 

Sample 

 The recruitment email was sent to 36 courses and 2,326 students at Auburn University. A 

total of 364 responses were collected for a response rate of 15.65%. Eleven incomplete responses 

and 114 responses from respondents who had not visited retailers’ Facebook pages were deleted 

from the data set. Therefore, a total of 239 usable responses were used for further analysis.  

Demographic Characteristics of Participants 

 Table 4.1 shows the characteristics of respondents in terms of age, ethnic background, 

class standing, frequency of visiting retailers’ Facebook, and purchase experience with the 

retailers. The mean age of the respondents (n = 239) was 22 years, with a range of 18 to 47 years. 

About 60% of respondents (143) were female, while 40% (96) of them were male. About 84% of 

respondents were Caucasian Americans. Others were African American (5.9%), Hispanic 

American (2.5%), Native American (1.3%), Asian (2.9%), Asian American (0.8%), and other 

(2.1%). A majority of the respondents were undergraduate students (89.54%); about 72.8% of 

them were seniors (40.13%) or juniors (32.65%). The retailers’ Facebook pages that the 

respondents had visited (i.e., retailers’ Facebook pages that the respondents’ responses were 

based on) were classified into several categories: apparel stores (29.3%), boutiques (23.4%), 

department stores (1.7%), supermarkets (5.5%), category specialists (20.1%), restaurants (7.5%), 

cafés & bars (3.3%), and other (9.2%) (See Table 4.2). About 61.8% of respondents indicated 

that they very infrequently, infrequently, or somewhat infrequently visited retailers’ Facebook, 

while about 21.4% of respondents indicated that they very frequently, frequently, or somewhat 

frequently visited retailers’ Facebook. About 77 % of respondents reported that they had 

purchased from the retailers they visited.  
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Table 4.1 

Descriptive Statistics of Demographics of Respondents 

Demographics Frequency Percent 

Age (n = 239; Mean age = 22.18) 
Under 20 28 11.72% 

20-24 177 74.05% 

25-30 25 10.46% 

Over 30 9 3.77% 

Total 239 100% 

Gender (n = 239) 
Male 96 40.17% 

Female 143 59.83% 

Total 239 100% 

Ethic Background (n = 239) 

Caucasian Americans 202 84.52% 

African American 14 5.86% 

Asian 7 2.93% 

Hispanic American 6 2.50% 

Native American 3 1.25% 

Asian America 2 0.84% 

Others 5 2.10% 

Total 239 100% 

Class Standing (n = 239) 

Freshman 6 2.52% 

Sophomore 34 14.24% 

Junior 78 32.65% 

Senior 96 40.13% 

Graduate Student 25 10.46% 

Total 239 100.00% 

Frequency of last time visiting Facebook (n = 239) 
1 Very Infrequently                                                                    95 39.7% 

2 Infrequently 29 12.1% 

3 Somehow Infrequently 24 10.0% 

4 Neutral 40 16.7% 

5 Somehow Frequently 30 12.6% 

6 Frequently 9 3.8% 

7 Very Frequently 12 5.0% 

Total 239 100.0% 

 

 



 

 

 

34

Purchased from retailers (n = 239)     

Yes 183 76.60% 

No 56 23.40% 

Total 239 100.00% 

 

Table 4.2 

Types of Retailers Respondents Visited  

Retailer Format Frequency Percent 

Apparel specialty stores (e.g., Nike, Ann Taylor, and Gap.) 70 29.3% 

Local apparel retailers (e.g., U&I boutique,  Ellie boutique,  and The 
Pink Room boutique) 

56 23.4% 

Department stores (e.g., Kohls and Macy's) 4 1.7% 

Supermarket (e.g., Wal-Mart and Target) 13 5.5% 

Category Specialists (e.g., BestBuy, Gamestop) 48 20.1% 

Restaurants  (e.g., Zaau Gasro Pub) 18 7.5% 

Café & Bars (e.g., Overall Company ) 8 3.3% 

Others 22 9.2% 

Total 239 100.0% 

Note: Respondents indicated the retailer (retailer’s Facebook) their answers are based on (i.e., the 
retailer’s Facebook they have more recently visited). 
 

 

Factor Analysis and Reliability 

 The reliability and validity of the scales were assessed using exploratory factor analysis 

and Cronbach’s alpha. The goal of factor analysis was to understand underlying structure of the 

variables (Tabachnick & Fidell, 2007) such as information quality, vividness of information, 

interactivity, sense of community, entertainment, perceived usefulness, perceived enjoyment, and 

continued intention to use retailers’ Facebook. Principal components analysis with Varimax 

rotation was used; “principal components analysis uses the correlations among the variables to 

develop a small set of components that empirically summarizes the correlations among the 

variables” (Tabchnick & Fidell, 2007, p. 25). The reliability of each dimension was calculated 
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using Cronbach’s alpha. Cronbach's alpha is the measure of internal consistency which helps us 

understand how closely related a set of items are as a group (Cronbach & Shavelson, 2004). A 

Cronbach alpha value of .70 or higher is considered to indicate sufficient reliability of the multi-

item scores (Nunnally & Bernstein, 1994). 

Table 4.3 shows the results of factor analysis and reliability test for the variables. As 

shown in the table, factor analysis confirmed that each construct is uni-dimensional. The factor 

loadings of each item loaded under each factor were higher than .5 in all variables, showing that 

all items are under the factor (Kline, 1998). The Cronbach’s alpha of each construct was higher 

than .70, indicating the internal consistency of the measurement scales (Cronbach & Shavelson, 

2004).  

As a result of exploratory factor analysis, the seven information quality items confirmed 

the uni-dimensionality of the scale with an eigenvalue of 5.49. The seven items explained 78.4% 

of the variance in information quality. Cronbach’s alpha of the information quality scale was .95. 

As a result of factor analysis for vividness of information items, one factor with four items was 

confirmed with an eigenvalue of 2.44 and Cronbach’s alpha of .78. The items explained 61.1% 

of the variance in vividness of information.  

The result of exploratory factor analysis using five interactivity items revealed the uni-

dimensionality of the scale. The eigenvalue was 3.67 and Cronbach’s alpha was .91. The items 

explained 73.3% of the variance in interactivity. In addition, one dimension was yielded as a 

result of the factor analysis of sense of community items. The eigenvalue was 5.65, and 

Cronbach’s alpha was .94. The items accounted for 70.7% of the variance in sense of 

community. As a result of factor analysis of four entertainment items, one-dimensionality was 

confirmed with an eigenvalue of 3.36 and Cronbach’s alpha of .94. The four items explained 
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84.1% of the variance in entertainment.  

A series of factor analysis was performed to test the dimensionality of perceived 

usefulness, perceived enjoyment, and continued intention to use the retailer’s Facebook and one-

dimensionality was confirmed for the scales. The factor analysis of six perceived usefulness 

items showed an eigenvalue of 4.26 and Cronbach’s alpha of .92. The items accounted for 71.1% 

of the variance in perceived usefulness. The eigenvalue of five perceived enjoyment items was 

4.38 and Cronbach’s alpha was .97. The items explained 87.7% of the variance in perceived 

enjoyment. As a result of the factor analysis of four items on the continued intention to use the 

retailer’s Facebook scale, the items showed an eigenvalue of 3.60 and Cronbach’s alpha of .96, 

explaining 90.0% of the variance in the scale.   

Because one factor was confirmed for all scales, the item scores of each variable were 

summed and averaged to calculate the overall variable score. For instance, scores from the 

information quality items were summed and averaged to calculate the composite score of 

information quality. Higher scores indicated greater or more positive variable scores. For 

instance, higher scores for continued intention to use retailer’s Facebook mean greater intent to 

use the retailer’s Facebook. Table 4.4 shows the mean score, observed range, and standard 

deviation of each scale. In addition, Table 4.5 presents correlations among all variables; 

correlations were significant at the 0.01 level. 
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Table 4.3 

Exploratory Factor Analysis Results for Variables (n = 239) 

Measurement Item Factor Loading 

Information Quality  

The retailer's Facebook is informative. .894 

The retailer's Facebook provides updated information. .894 

The retailer's Facebook provide high quality information. .897 

The retailer's Facebook provides timely information. .890 

The information on the retailer’s Facebook is relevant to me. .835 

I can find what I need in the retailer’s Facebook. .850 

The retailer’s Facebook provides relevant information. .934 

Eigenvalue 5.49 

Variance Explained 78.4% 

Cronbach's alpha .95 

Vividness of Information  

The information presentation on the retailer's Facebook is lively. .730 

The information presentation on the retailer's Facebook is animated. .732 

I can acquire product information on the retailer's Facebook from different. 
sensory channels (e.g., sight or hearing). 

.798 

The retailer’s Facebook presents information in a way that is exciting to sense 
(e.g., sight or hearing). 

.860 

Eigenvalue 2.44 

Variance Explained 61.1% 

Cronbach's alpha .78 

Interactivity  

The retailer's Facebook facilitates two-way communication among users. .842 

The retailer's Facebook gives me the opportunity to talk with other users. .864 

Using the retailer's Facebook is effective in gathering feedback from others. .860 

The retailer’s Facebook makes me feel like it wants to listen to its members. .840 

The retailer's Facebook enables conversation among members. .873 

Eigenvalue 3.66 

Variance Explained 73.3% 

Cronbach's alpha .91 

Sense of Community  

I feel as if I belong to the retailer’s Facebook community. .882 

I feel membership in the retailer’s Facebook community. .879 

I feel as if the retailer’s Facebook community members are my close friends. .793 

I like the retailer’s Facebook community members. .836 

I feel connected to the retailer’s Facebook and its members. .916 

The retailer’s Facebook members exhibit a spirit of community. .844 

I care about the opinions of other members of the retailer’s Facebook. .794 
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I think it is worthy to spend time on the retailer’s Facebook. .770 

Eigenvalue 5.65 

Variance Explained 70.7% 

Cronbach’s alpha .94 

Entertainment  

The retailer's Facebook is innovative. .936 

The retailer's Facebook is creative. .924 

The retailer's Facebook has innovative features. .922 

The retailer's Facebook is entertaining. .884 

Eigenvalue 3.36 

Variance Explained 84.1% 

Cronbach's alpha .94 

Perceived Usefulness  

Using the retailer's Facebook enables me to acquire more information. .809 

Using the retailer's Facebook improves my efficiency in sharing information. .858 

Using the retailer's Facebook improves my efficiency in connecting with 
others that have same interests with me. 

.851 

Using the retailer’s Facebook is useful for interacting with people who have 
similar interest with me. 

.800 

Using the retailer's Facebook enables me to acquire information more 
effectively. 

.884 

Overall, I find the retailer's Facebook to be useful. .853 

Eigenvalue 4.26 

Variance Explained 71.1% 

Cronbach's alpha .92 

Perceived Enjoyment  

Using the retailer's Facebook provides me with a lot of enjoyment. .936 

I have fun using the retailer’s Facebook. .953 

I enjoy using the retailer’s Facebook. .959 

I have fun when interacting with the retailer’s Facebook. .933 

Using the retailer's Facebook doesn't bore me. .899 

Eigenvalue 4.38 

Variance Explained 87.7% 

Cronbach's alpha .97 

Continued Intention to Use Retailer’s Facebook  Pages  

I intend to keep using the retailer's Facebook in the future. .947 

I intend to recommend my friends to use the retailer's Facebook in the future. .954 

I intend to continue using the retailer's Facebook in the future. .954 

I intend to share the retailer’s Facebook with other friends. .941 

Eigenvalue 3.60 

Variance Explained 90.0% 

Cronbach's alpha .96 
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Table 4.4 

Participants’ Overall Ratings for Each Scale.  

Variable n Min. Max. M S.D. 

Information quality 239 1 7 5.1  1.5 

Vividness of information 239 1 7 4.5  1.4 

Interactivity 239 1 7 5.0  1.4 

Sense of community 239 1 7 3.7  1.5 

Entertainment 239 1 7 4.8  1.4 

Perceived enjoyment 239 1 7 4.3  1.6 

Perceived usefulness 239 1 7 4.8  1.4 

Continued intention to use 
retailer's Facebook 

239 1 7 4.9  1.6 

 

 

Table 4.5 

Bivariate Correlations Among Variables  

  1 2 3 4 5 6 7 8 

1.Infomration Quality 1 
       

2.Vivdness of Information .429** 1 
      

3.Interactivity .601** .522** 1 
     

4.Sense of Community .403** .440** .551** 1 
    

5.Entertainment .533** .695** .609** .554** 1 
   

6.Perceived Usefulness .525** .531** .546** .706** .668** 1 
  

7.Perceived Enjoyment .552** .490** .645** .684** .637** .714** 1 
 

8.Continued Intention to 
Use  Retailer's Facebook 

.501** .381** .537** .573** .505** .667** .641** 1 

Note. ** Correlation is significant at the 0.01 level (2-tailed) 
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Hypotheses Testing 

 To test the hypotheses (H1 ~ H7), stepwise multiple regression analyses were 

used. Stepwise multiple regression was designed “to develop a subset of independent variables 

that is useful in predicting the dependent variable, and to eliminate those independent variables 

that do not provide additional prediction to the independent variables already in the equation” 

(Tabachnick & Fidell, 2007, p. 140). Because the objective of this study was to identify the most 

significant, parsimonious predictors of the dependent variable, the use of stepwise multiple 

regression was considered to be proper. Figure 4.1 shows hypotheses testing results in this study. 

Hypotheses 1 and 2 were developed to test if perceived usefulness and perceived 

enjoyment were the significant predictors of continued intention to use retailers’ Facebook pages.  

H1: Perceived usefulness positively predicts the continued intention to use retailers’ 

Facebook pages. 

H2: Perceived enjoyment positively predicts the continued intention to use retailers’ 

Facebook pages. 

 Stepwise multiple regression analysis was performed with perceived usefulness and 

perceived enjoyment as independent variables and continued intention to use retailer’s Facebook 

page as a dependent variable. As a result, perceived usefulness (Std. β* = .336) and perceived 

enjoyment (Std.β* = .427) were the significant predictors of intent to continue to use retailers’ 

Facebook page (F(2,237) = 118.73, p = .000, adj R2 = .496) and the nature of the relationships 

were positive (see Table 4.6). Thus, Hypothesis 1 and 2 were supported. Based on the 

standardized beta coefficient, it was found perceived enjoyment (Std. β* = .427) was a stronger 

predictor of continued intention to use retailers’ Facebook pages than perceived usefulness (Std. 

β* = .336).  
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Table 4.6 

Stepwise Multiple Regression Analysis for a Relationship between Perceived Usefulness, 
Perceived Enjoyment and Continued Intention to Use Retailer’s Facebook page 
 

  SS df MS F p 

Regression 311.031 2 155.515 118.73 .000 

Residual 310.428 237 1.31 

Total 621.458 239       

Note. SS = sum of square; MS = mean square  

Coefficients  

  β SE Std.β* t p 

            

Perceived enjoyment .424 .065 .427 6.52 .000 

Perceived usefulness .396 .077 .336 5.12 .000 

Note. Std.β*: Standardized regression coefficient, β: Unstandardized regression coefficient 

Hypotheses 3a, 4a, 5a, 6a, and 7a were designed to identify the significant predictors of 

perceived usefulness among such variables as information quality, vividness of information, 

interactivity, sense of community, and entertainment.  

H3a: Information quality positively predicts perceived usefulness of retailers’ Facebook 

pages. 

H4a: Vividness of information positively predicts perceived usefulness of retailers’ Facebook 

pages. 

H5a: Interactivity positively predicts perceived usefulness of retailers’ Facebook pages. 

H6a: Sense of community positively predicts perceived usefulness of retailers’ Facebook 

pages. 

H7a: Entertainment positively predicts perceived usefulness of retailers’ Facebook pages. 

Stepwise multiple regression analysis was performed with information quality, vividness 



 

 

 

42

of information, interactivity, sense of community, and entertainment as independent variables 

and perceived usefulness as a dependent variable. The results revealed that sense of community 

(Std.β* = .389), interactivity (Std. β* = .208), entertainment (Std. β* = .210), and information 

quality (Std.β* = .158) were the significant predictors of perceived usefulness (F(4,235) =96.551, 

p = .000, adj R2 = .615) (see Table 4.7). However, vividness of information was not significantly 

related to perceived usefulness. Thus, Hypothesis 3a, 5a, 6a and 7a were supported while 

Hypothesis 4a was not supported. Based on the standardized beta coefficients, sense of 

community, which showed the highest coefficient (Std. β* = .389), was found to be the strongest 

predictor of perceived usefulness among the independent variables. 

Table 4.7 

Stepwise Multiple Regression Analysis for a Relationship between Information Quality, Vividness 
of Information, Interactivity, Sense of Community, Entertainment and Perceived Usefulness 
 

  SS df MS F p 

Regression 277.935 4 69.484  96.551 .000 

Residual 169.120  235 .72 
  

Total 447.055 239       

Note. SS = sum of square; MS = mean square 

Coefficients 

  β SE Std.β* t p 

Sense of community .357 .047 .389 7.634 .000 

Interactivity .197 .055 .208 3.596 .000 

Entertainment .201 .053 .210 3.807 .000 

Information Quality .146 .048 .158 3.037 .003 

Note. Std.β*: Standardized regression coefficient, β: Unstandardized regression coefficient 

Hypotheses 3b, 4b, 5b, 6b, and 7b were developed to identify the significant predictors of 

perceived enjoyment among information quality, vividness of information, interactivity, sense of 

community, and entertainment.  
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H3b: Information quality positively predicts perceived enjoyment of retailers’ Facebook 

pages. 

H4b: Vividness of information positively predicts perceived enjoyment of retailers’ 

Facebook pages. 

H5b: Interactivity positively predicts perceived enjoyment of retailers’ Facebook pages. 

H6b: Sense of community positively predicts perceived enjoyment of retailers’ Facebook 

pages. 

H7b: Entertainment positively predicts perceived enjoyment of retailers’ Facebook pages. 

Stepwise multiple regression analysis was performed with information quality, vividness 

of information, interactivity, sense of community, and entertainment as independent variables 

and perceived enjoyment as a dependent variable. The stepwise multiple regression results 

revealed sense of community (Std. β* = .458), entertainment (Std. β* = .325), and information 

quality (Std. β* = .167) were the significant predictors of perceived usefulness (F(3,236) 

=132.998, p = .000, adj R2 = .624) (see Table 4.8). However, vividness of information and 

interactivity were not significantly related to perceived enjoyment. Thus, hypothesis 3b, 6b and 

7b were supported, while hypothesis 4b and 5b were not supported. Based on the standardized 

beta coefficients, sense of community, which shows the highest coefficient (Std. β* = .458), was 

found to be the strongest predictor of perceived enjoyment among the independent variables. 
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Table 4.8 

Stepwise Multiple Regression Analysis for a Relationship between Information Quality, Vividness 
of Information, Interactivity, Sense of Community, Entertainment and Perceived Enjoyment 
 

  SS df MS F p 

Regression 397.287 3 132.429  132.998 .000 

Residual 234.990  236 .996 
  

Total 632.277 239       

Note. SS = sum of square; MS = mean square 

Coefficients 

  β SE Std.β* t p 

Sense of community .500 .053 .458 9.493 .000 

Entertainment .369 .059 .325 6.234 .000 

Information Quality .183 .052 .167 3.522 .001 

Note. Std.β*: Standardized regression coefficient, β: Unstandardized regression coefficient 

 

 

              Positive significant relationship 
              Insignificant relationship 
Notes. *** Significant at p < .001; ** significant at p < .01, * significant at p< .05 
 
Figure 4.1. Hypotheses testing results  

 



 

 

 

45

CHAPTER 5. DISCUSSION AND CONCLUSIONS 

 This chapter summarizes the findings of this study and provides theoretical and 

managerial implications of the findings. Finally, the limitations of this study are discussed, and 

suggestions are made for future research.  

Discussion 

Perceived Usefulness and Perceived Enjoyment as Predictors of Continued Intention to Use 

Retailer’s Facebook 

 This study demonstrated that perceived usefulness was a significant predictor of 

continued intention to use retailers’ Facebook pages. When consumers perceived that a retailer’s 

Facebook page enabled them to acquire more information and to improve their efficiency in 

sharing information and interacting with other people in the Facebook community, they were 

likely to continue to use the page. This finding is consistent with those of previous studies which 

found that perceived usefulness is a significant predictor of intent to use a system in the context 

of online portal services (e.g., van der Heijden, 2003), online shopping (e.g., Ahn, Ryu, & Han, 

2004; Chen, Gillenson, Sherrell, 2002; Gefen, Karahanna, & Straub, 2003; Koufaris, 2002), and 

SNSs (e.g., Lin & Lu, 2011; Kang & Lee, 2010; Kwon & Wen, 2010; Qin et al., 2011; 

Sledgianowski & Kulviwat, 2009). 

  This study also found that consumers with higher perceived enjoyment tended to show 

greater continued intention to use a retailer’s Facebook page. Consumers were more likely to 

continue to use the retailer’s Facebook page when they found the page to be fun and enjoyable. 

This finding supports previous studies which found that perceived enjoyment is a significant 

predictor of intent to use a system in the context of online portal services (e.g., van der Heijden, 

2004), online shopping (Ahn, Ryu, & Han, 2007; Koufaris, 2002) and SNSs (Kang & Lee, 2010; 
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Lin & Lu, 2011; Sledgianowski & Kulviwat, 2009). This study also revealed that perceived 

enjoyment was a stronger predictor than perceived usefulness of continued intention to use 

retailers’ Facebook pages. This finding is likely due to the nature of Facebook as a pleasure-

oriented information system. This finding is consistent with those of previous studies that found 

a positive relationship between perceived enjoyment or playfulness and intent to use SNSs (Jia, 

2013; Lin & Lu, 2011; Sledgianowski & Kulviwat, 2009). 

Information Quality, Interactivity, Sense of Community, and Entertainment as Predictors of 

Perceived Usefulness 

  This study examined the predictors of perceived usefulness among variables associated 

with cognitive benefits, social integrative benefits, and hedonic benefits. Among them, we found 

the significant predictors of perceived usefulness to be information quality, interactivity, sense of 

community, and entertainment. In this study, consumers tended to think that a retailer’s Facebook 

page allowed them to acquire information more effectively when they perceived the retailer’s 

Facebook page to provide them with quality information (i.e., the retailer’s Facebook was 

informative and provided them with updated, high quality, timely, and relevant information). 

Consumers also tended to believe that retailers’ Facebook pages with quality information 

improved their efficiency in connecting, interacting, and sharing information with other people 

who share similar interests. While no previous studies have examined the predictors of perceived 

usefulness in the context of SNSs, this finding supports a previous study of electronic newspaper 

sites which found that quality information led customers to perceive that what they were 

browsing was useful (Lin & Lu, 2000).  

The finding of this study revealed that interactivity positively influenced consumers’ 

perception that a retailer’s Facebook page enables them to acquire information effective share 
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information efficiently, and interact with other people within the retailer’s Facebook community. 

In other words, consumers tended to think that a retailer’s Facebook page was useful when they 

perceived that the page facilitated two-way communication among members, gave them an 

opportunity to talk with other members, and enabled conversation among members. In addition, 

consumers tended to perceive a higher degree of usefulness when they believed that the retailer’s 

Facebook page was effective in gathering others’ feedback about the retailer’s products and 

services and felt that the retailer wanted to listen to its members. Although this study is the first 

to examine the relationship between interactivity and perceived usefulness in SNSs, this finding 

supports previous literature which found that interactivity influenced users’ perceived 

effectiveness and efficiency in decision making in online shopping (Cross & Smith, 1996; Teo, 

Oh, & Liu, 2003).  

This study revealed that sense of community not only influenced consumers’ perceived 

usefulness but also was the most powerful predictor of perceived usefulness among the variables 

examined. Consumers were likely to perceive a retailer’s Facebook page to be useful for 

acquiring information and sharing the information with other members when they felt as if they 

belonged to, felt a sense of membership in, and felt connected to the retailer’s Facebook 

community. Consumers also reported a higher degree of perceived usefulness of retailers’ 

Facebook pages when they felt that the retailers’ Facebook community members were their close 

friends, they liked the other members, and they cared about the other members’ opinions. In 

addition, a higher perceived usefulness was positively associated with their perception that 

spending time on the retailer’s Facebook page was worthwhile. Although no previous studies 

have examined the relationship between sense of community and perceived usefulness in SNSs, 

the findings of this study support previous literature that found a relationship between social 
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influence, including social identity, and perceived usefulness in Korean commercial SNS 

services (Kwon & Wen, 2010). 

In this study, entertainment was found to be a significant predictor of perceived 

usefulness (i.e., effectiveness in acquiring information and efficiency in sharing the information 

with other members of a retailer’s Facebook community). Consumers who thought positively 

about using the retailer’s Facebook and perceived it to be innovative, creative, pleasant, and 

entertaining tended to report a higher degree of perceived usefulness. Although no previous 

research has examined the relationship between entertainment and perceived usefulness in SNSs, 

this finding was consistent with those of previous studies which found a relationship between 

entertainment and information quality (Kim & Niehm, 2009) and between website attractiveness 

and perceived usefulness in the context of online shopping (van der Heijden, 2004).  

Information Quality, Sense of Community, and Entertainment as Predictors of Perceived 

Enjoyment 

The findings showed that the predictors of perceived enjoyment were information quality, 

sense of community and entertainment. Consumers who perceived that a retailer’s Facebook 

page provided them with quality information were likely to think that using the page was 

enjoyable and fun. No previous research has empirically tested the relationship between 

information quality and perceived enjoyment in online shopping or in SNSs. Therefore, the 

findings of this study fill a gap in the literature by showing that perceived enjoyment of a 

retailer’s Facebook page was positively associated with consumers’ perceptions that the page 

was informative and provided updated, high quality, timely, and relevant information.  

  The findings of this study also revealed that consumers’ sense of belongingness in the 

retailer’s Facebook community stimulated perceived enjoyment; consumers who reported 
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stronger sense of community tended to perceive that using the retailer’s Facebook page was 

enjoyable and fun. This finding supports the previous study of Koh and Kim (2003), who found 

that three characteristics of sense of virtual community (membership, influence, and immersion) 

were positively associated with enjoyment and playfulness experienced in the connection with 

the virtual community’s content and interactions with other members. In addition, this study 

found that among the variables examined, sense of community was the strongest predictor of 

perceived enjoyment, showing that consumers’ perceived sense of belongingness in the retailer’s 

Facebook community is key to influencing their perceptions of usefulness and enjoyment.  

Finally, this study found a positive relationship between entertainment and perceived 

enjoyment. The higher consumers’ perception that a retailer’s Facebook page was creative, 

innovative, pleasant, and entertaining, the greater the perceived enjoyment. Although no previous 

studies have tested the relationship between entertainment and perceived enjoyment in SNSs, 

this finding supports the finding of van der Heijin (2003) that visual attractiveness of a website 

influenced perceived enjoyment in online shopping.  

Insignificant Relationships between Vividness of Information and Interactivity and Consumers’ 

Beliefs 

Although the correlations between vividness of information and perceived usefulness and 

perceived enjoyment were significant, based on the results of stepwise multiple regression, 

vividness of information was a predictor of neither perceived usefulness nor perceived 

enjoyment. This result differed from the findings of Jiang and Benbasat (2005), who found 

significant relationships between information vividness and perceived shopping enjoyment and 

perceived diagnosticity (i.e., consumers’ perceptions that the website presents relevant product 

information to help them understand and evaluate product quality and performance). In Jiang and 
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Benbasat’s study, static images were defined as less vivid information and videos were defined 

as more vivid information. This study also measured vividness of information by asking users 

whether they were able to acquire product information on retailers’ Facebook pages from 

different sensory channels (e.g., sight or hearing), whether the information presentation on the 

retailer’s Facebook was animated (e.g., video), and whether the information presentation on the 

retailer’s Facebook was exciting to sense (e.g., sight or hearing). However, retailers use static 

photo images more frequently than videos on their Facebook pages. This fact might explain the 

difference in findings. Because retailers’ Facebook pages present the information using mainly 

static images, consumers might rate lower scores on those items, resulting in insignificant 

relationships between vividness of information and perceived usefulness and perceived 

enjoyment.  

This study also found that interactivity was not a significant predictor of perceived 

enjoyment even though the correction between the variables was significant. On retailers’ 

Facebook pages, consumers comment on the postings and read those of other members, but do 

not have instance reciprocal communication such as can be found with the Facebook chat 

function. Consumers find that other members’ comments are useful because those comments 

improve their effectiveness in obtaining information and efficiency in sharing it with other 

members, but they may not necessarily think that those comments are enjoyable or fun due to the 

lack of real-time conversation.  

 

Theoretical Implications 

 The present study provides a number of theoretical implications. First, this study sheds 

additional light on the Technology Acceptance Model (TAM) in the context of social network 
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sites by showing that information quality, interactivity, sense of community, and entertainment 

are critical determinants influencing consumers’ beliefs about using retailers’ Facebook pages. 

TAM has been more frequently applied to e-commerce (e.g., O’Cass & Fenech, 2003; 

Vijayasarathy, 2004) than to SNSs. Therefore, this study expended the applicability of the model 

to the social network context and filled a gap in the literature by incorporating additional external 

factors of information quality, interactivity, sense of community, and entertainment, which had 

not previously been tested in the context of SNSs. This study also confirmed that perceived 

enjoyment has a better predictive power than perceived usefulness in hedonic-oriented 

information platforms such as Facebook.  

 As discussed earlier, although TAM was derived from the theory of reasoned action, 

Davis et al. (1989) excluded social influence (i.e., subjective norm) from the original TAM 

because they did not find the variable to predict the use of technology systems. However, by 

finding a significant relationship between sense of community and consumers’ perceptions of 

usefulness and enjoyment, this study confirmed that social influence, including sense of 

community, is also an important external factor predicting consumers’ perceptions, which in turn 

influence intent to use the system. Therefore, social influence might be a critical factor to 

increase the predictive power of the model in the context of SNSs. 

 

Managerial Implications 

 The findings of this study provide retailers who use Facebook as a marketing tool with 

valuable implications for better communication with their customers through this channel. First, 

this study found that while consumers’ perceived enjoyment and perceived usefulness were both 

significant predictors of their continued intention to use retailers’ Facebook pages, perceived 
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enjoyment was the stronger predictor. These findings demonstrate that both hedonic and 

utilitarian values are important in predicting consumers’ intent to use the system. The significant 

relationships between the external factors (i.e., information quality, interactivity, sense of 

community, and entertainment) and consumers’ beliefs (i.e., perceived usefulness and perceived 

enjoyment) further provide retailers with useful information about how they could improve their 

Facebook pages to influence customers’ perceived usefulness and enjoyment.  

 In this study, information quality influenced both perceived usefulness and perceived 

enjoyment. These findings imply that retailers can improve consumers’ effectiveness and 

efficiency in acquiring and sharing information with other members within the community as 

well as satisfy customers’ hedonic needs (i.e., enjoyable and fun experiences) by providing them 

with updated, timely, and relevant information in their Facebook pages. When customers realize 

that they can find the information they need from the retailer’s Facebook page, they may 

perceive the retailer’s Facebook to be useful and enjoyable. For example, Victoria’s Secret, the 

retailer that has the most Facebook fans, updates its Facebook on daily basis with one or two 

postings. The information ranges from different ways to try their products (e.g., “We love 

statement leggings! They’re the perfect way to make your look pop”) (Victoria’s Secret 

Facebook, 2013b), to new products or trendy colors (e.g., “Lacy little somethings in stunning 

magenta”) (Victoria’s Secret Facebook, 2013c) and special promotions (e.g., “Good news: It’s 

almost the weekend! Even better news, right here. Ends Sunday! Free shopping on $50 + $20 off 

$150”) (Victoria’s Secret Facebook, 2013d). Therefore, retailers need to ensure that they update 

their Facebook pages frequently to provide customers with information that fits their current 

needs and desires.  

This study found that interactivity, or two-way communication, significantly influenced 
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perceived usefulness. This finding emphasizes the importance of postings that provide customers 

with an opportunity to communicate with other members and encourage them to exchange their 

ideas. For instance, Victoria’s Secret encourages their members to participate in the conversation 

by postings such as “My perfect weekend needs ________, ________, and ________” 

(Victoria’s Secret Facebook, 2013e).  Providing their members with an opportunity to talk and 

listen to other people will enable retailers to improve consumers’ perceived usefulness in using 

their Facebook pages.  

Further, this study found that sense of community influenced both perceived usefulness 

and perceived enjoyment, and in fact was the most critical predictor of both. Therefore, retailers 

should find ways to create a sense of membership and increase the spirit of community among 

their Facebook users. For instance, Victoria’s Secret posted a birthday greeting for one of its top 

models along with her picture asking its Facebook members to join in congratulating her 

birthday. More than 300 members made comments on the posting similar to those they made 

their close friends or family members. Such strategies may be effective in helping customers feel 

connected to the retailer’s Facebook and its members who have similar interests and therefore 

increase the sense of community.   

Finally, this study found that entertainment was a predictor of both perceived usefulness 

and enjoyment. Entertainment was the second most important factor after sense of community in 

predicting perceived enjoyment. These findings provide retailers an important insight by 

demonstrating that innovative, creative, and entertaining Facebook pages not only influence 

users’ hedonic value (i.e., enjoyable and fun experiences) but also utilitarian value (i.e., 

efficiency and effectiveness in obtaining and sharing information with other). Therefore, retailers 

need to provide their Facebook users with innovative, creative, and entertaining features and 
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events to improve perceived usefulness and perceived enjoyment.  

 

Limitations and Recommendations 

 This study has several limitations in its scope. First, this study used a sample consisting 

of college students drawn from Auburn University. Therefore, the findings of this study may be 

applicable to only younger consumers and may not be generalizable to other consumer groups.  

According to a report, 52% of Facebook users are between 18 and 34 years old (Justin, 2010), 

indicating that younger consumers have more exposure to Facebook and that their technological 

familiarity with the system might influence their perceived usefulness and perceived enjoyment 

in using retailers’ Facebook pages. Therefore, future research should examine the use of retailers’ 

SNSs using other consumer groups. For instance, eMarketer (2011) reported that seniors ages 65 

or older account for approximately 13% of the U.S. population in 2010 and will make up almost 

25% of the U.S. population in 2030. Although seniors currently use SNSs mostly to 

communicate with friends and family, their use of SNSs increased nearly six-fold from 4.7% to 

28% between 2008 and 2010 and will rise from 31% of senior Internet users in 2011 to 36% in 

2013 (“Seniors Slowly Shift,” 2011). The statistics provides retailers and marketers with an 

important implication in that this cohort is a promising market that they should not ignore in 

developing their marketing and communication strategies. Therefore, it is important that future 

research investigates the motivations of senior consumers for using retailers’ Facebook pages.  

The external factors examined in this study (i.e., information quality, vividness of 

information, interactivity, sense of community, and entertainment) were identified based on 

previous literature, mainly in the areas of online shopping and websites. Therefore, the factors 

examined in this study may not comprehensively cover consumers’ motivations for using 
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retailers’ Facebook pages. Therefore, future research should explore consumers’ motivations for 

using retailers’ Facebook pages utilizing a quantitative research approach to identify additional 

factors that may influence consumers’ beliefs and intent to use the system and to better 

understand the phenomenon.  

In addition, future research could investigate the impact of the ethnic background and 

gender on consumers’ beliefs about using retailers’ Facebook pages and continued intention to 

use them. For example, compared to female consumers, male consumers may seek more 

utilitarian features on retailer’s Facebook pages rather than hedonic features. In this study, only 

about 21% of respondents reported that they very frequently, frequently, or somewhat frequently 

visited retailers’ Facebook, while 62% reported that they very infrequently, infrequently, or 

somewhat infrequently visited retailers’ Facebook. Therefore, future research could investigate 

differences between frequent users and non- frequent users of the retailers’ Facebook pages in 

terms of the hypothesized relationships tested in this study. 
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APPENDIX A 

IRB Approval for Protocol #13-145 EX 1304 

 

 



 

 

 

75

 
 
 
 
 
 



 

 

 

76

 
 
 
 
 
 



 

 

 

77

 
 
 
 
 
 



 

 

 

78

 
 
 
 
 
 



 

 

 

79

 
 
 
 
 
 



 

 

 

80

 
 
 
 
 
 



 

 

 

81

 
 
 
 
 
 



 

 

 

82

 
 
 
 
 



 

 

 

83

APPENDIX B 

IRB Approval for Protocol Modification 
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APPENDIX C 

Information Letter  
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APPENDIX D 

Email Invitation 
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Appendix E 

Survey Questionnaire 

Please recall a retailer’s Facebook that you have most recently visited and answer the 
questions based on your experience with the retailer’s Facebook.  
 
Have you ever visited any retailer’s Facebook? 

___ Yes 
___ No 
 

Please indicate the retailer (retailer’s Facebook) your answers are based on (i.e., the retailer’s 
Facebook you have most recently visited): 

_________________________________________ 
 
 

How frequently do you visit the retailer’s Facebook? 
 

Very 
Infrequently 

------------------------------------------------------------ Very  
Frequently 

1 2            3 4 5 6                  7 
 
Have you ever purchased from the retailer? 

___ Yes 
___ No 
 
 

Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  
 
Again, please answer the questions based on your experience with the retailer’s 
Facebook you have most recently visited. 

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 
Agree 

1 3 4 5 7 

The retailer's Facebook is informative. 1 2 3 4 5 6 7 

The retailer's Facebook provides updated information. 1 2 3 4 5 6 7 

The retailer's Facebook provide high quality information. 1 2 3 4 5 6 7 

The retailer's Facebook provides timely information. 1 2 3 4 5 6 7 

The information on the retailer’s Facebook is relevant to 
me. 

1 2 3 4 5 6 7 

I can find what I need in the retailer’s Facebook. 1 2 3 4 5 6 7 

The retailer’s Facebook provides relevant information. 1 2 3 4 5 6 7 
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Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  
Please answer the questions based on your experience with the retailer’s Facebook you 
have most recently visited. 

 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 

Agree 

1 3 4 5 7 

 

 Level of Agreement 

1 2 3 4 5 6 7 

The information presentation on the retailer's Facebook 
is lively (e.g., interesting pictures and graphics). 

1 2 3 4 5 6 7 

The information presentation on the retailer's Facebook 
is animated (e.g., video). 

1 2 3 4 5 6 7 

I can acquire product information on the retailer's 
Facebook from different sensory channels (e.g., sight 
or hearing). 

1 2 3 4 5 6 7 

The information presentation on the retailer’s Facebook 
is exciting to sense (e.g., sight or hearing). 

1 2 3 4 5 6 7 

 

 Level of Agreement 

1 2 3 4 5 6 7 

The retailer's Facebook facilitates two-way 
communication among members. 

1 2 3 4 5 6 7 

The retailer's Facebook gives me the opportunity to talk 
with other members. 

1 2 3 4 5 6 7 

Using the retailer's Facebook is effective in gathering 
others’ feedback about the retailer’s products and 
services. 

1 2 3 4 5 6 7 

The retailer’s Facebook makes me feel like the retailer 
wants to listen to its members. 

1 2 3 4 5 6 7 

The retailer's Facebook enables conversation among 
members. 

1 2 3 4 5 6 7 

 
Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  
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Please answer the questions based on your experience with the retailer’s Facebook you 
have most recently visited. 
 
Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 
Agree 

1 3 4 5 7 

I feel as if I belong to the retailer’s Facebook community. 1 2 3 4 5 6 7 

I feel a sense of membership in the retailer’s Facebook 
community. 

1 2 3 4 5 6 7 

I feel as if the retailer’s Facebook community members 
are my close friends. 

1 2 3 4 5 6 7 

I like the retailer’s Facebook members. 1 2 3 4 5 6 7 

I feel connected to the retailer’s Facebook and its 
members. 

1 2 3 4 5 6 7 

The retailer’s Facebook members exhibit a spirit of 
community. 

1 2 3 4 5 6 7 

I care about the opinions of other members of the 
retailer’s Facebook. 

1 2 3 4 5 6 7 

I think it is worthwhile to spend time on the retailer’s 
Facebook. 

1 2 3 4 5 6 7 

 
 
Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 
Agree 

1 3 4 5 7 

The retailer's Facebook is innovative. 1 2 3 4 5 6 7 

The retailer's Facebook is creative. 1 2 3 4 5 6 7 

The retailer's Facebook has innovative features. 1 2 3 4 5 6 7 

The retailer's Facebook is entertaining. 1 2 3 4 5 6 7 
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Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  

 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 
Agree 

1 3 4 5 7 

Using the retailer's Facebook enables me to acquire 
more information. 

1 2 3 4 5 6 7 

Using the retailer's Facebook improves my efficiency in 
sharing information. 

1 2 3 4 5 6 7 

Using the retailer's Facebook improves my efficiency in 
connecting with others who have the same interests 
that I do. 

1 2 3 4 5 6 7 

Using the retailer’s Facebook is useful for interacting 
with people who have similar interests similar to 
mine. 

1 2 3 4 5 6 7 

Using the retailer’s Facebook enables me to acquire 
information more effectively. 

1 2 3 4 5 6 7 

Overall, I find the retailer's Facebook to be useful. 1 2 3 4 5 6 7 

 
Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  
 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 

Agree 
1 3 4 5 7 

Using the retailer's Facebook provides me with a lot of 
enjoyment. 

1 2 3 4 5 6 7 

I have fun using the retailer’s Facebook. 1 2 3 4 5 6 7 

I enjoy using the retailer’s Facebook. 1 2 3 4 5 6 7 

I have fun when interacting with the retailer’s Facebook. 1 2 3 4 5 6 7 

Using the retailer's Facebook doesn't bore me. 1 2 3 4 5 6 7 

 
Please indicate the extent to which you agree or disagree with each of the following statements 
using the scale.  
 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 

Agree 
1 3 4 5 7 

I intend to keep using the retailer's Facebook in the 
future. 

1 2 3 4 5 6 7 
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I intend to recommend that my friends use the retailer's 
Facebook in the future. 

1 2 3 4 5 6 7 

I intend to continue using the retailer's Facebook in the 
future. 

1 2 3 4 5 6 7 

I intend to share the retailer’s Facebook with other 
friends. 

1 2 3 4 5 6 7 

 
Please answer the following questions. 

 
What is your gender?             Male            Female  

 
What is your age?                   

 
What is your ethnic background? 

 
African American 
Caucasian American 
Hispanic American  
Native American  
Asian American 
Asian  
Other or two or more races  
Please indicate___________ 

 
What is your class standing? 

 
Freshman 
Sophomore 
Junior 
Senior 
Graduate student 


