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Abstract

The Covid-19 pandemic has severely wide spread worldwide. Online
purchases were increasing rapidly due to the pandemic. Customers
were afraid to shop in physical stores and preferred shopping online to
avoid people. Many companies were closing and moving to
digitalization. The rise of social media has become such an important
reference to customers in order to making purchasing decisions wisely
The goal of this study is to explore the factors influencing customers’
decision to Electronic purchase (E-Purchase) from social media during
the Covid-19 pandemic. The study uses unified theory of acceptance
and use of technology 2 (UTAUT2) model. Accordingly, a
questionnaire was conducted to analyze the factors with number of
responses equals 551, six hypotheses were tested using Structured
Equation Modeling (SEM). Results showed that Perceived Benefit,
Perceived Expectancy, Social Influence, Perceived Security have
positive significant impact on the E-purchase decision. Effort
Expectancy, Hedonic Motivation have positive impact on E-purchase
Decision but insignificantly.

Keywords:
Social Media, Electronic-Purchase Decision, Structured Equation

Modeling, Egypt.

409




The Effect of Social Media on Electronic-Purchase Decision during The COVID-19 In
Egypt.Dr. Lamiaa Mostafa Mohamed. Dr.Nermin Salah Eldin Essawy

1- Introduction

Decision making process is affected digitalized due to the existence of
social media. New horizons yet affecting domain of decision-making
process (Mero, et al., 2020). In retail industry, purchasing behavior of
customer has been evolved. Directional change has emerged compared
to the traditional concept of E-purchase (Huma,et al., , 2020). Coming
years expected that the sales would grow by 100% and the customers
preferring to buy online would grow by 2.14 billion (Statista, 2020).

Customer satisfaction is vital in business since they can manage new
approaches and provide competitive advantages between companies.
Electronic Social Customer Relationship Management (or ESCRM)
can enhance customer engagement. Constantinides, et al. (2015),
interviewed twenty five electronic social CRM leaders, they focused at
representing social E-CRM and its important effect on businesses
while determining main issues for further research.

The rise of social media has become such an important reference to
customers in order to making purchasing decisions wisely and this has
changed the customers‘ decision-making behavior (McKeown and
Shearer ,2019; Elzinga, et al., 2009).

Ismagilova, et al. (2020) examined the factors that affect the E-
purchase decision on social media. They examines the four dimensions
of website credibility to make recommendations for Pakistani online
retail customer.

Dhaliwal,et al. (2020) investigated the E-purchase decision of online
customer with a mediating role of attitudinal construct, he tested the
relationship between intentions to E-purchase counterfeit and
antecedents.

Different researchers approved that social media motivate customers
to E-purchase online (Adeola et al., 2020; Dhaliwal,et
al.,2020;Bhattarai,et al., 2021). online shoppers trust online purchase
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since they read opinions from other customers .Chetioui, et al. (2021)
recommended that social marketers worldwide should understand
importance of credible social media platforms and digitalize the E-
purchase process using online platforms.

This paper contains five major sections. Section two briefly described
the literature review that includes about social media E-purchase and
the factors affecting E-purchase decision, user behavior intention. In
section three, description of the research model and research
hypotheses were the main focus. Section four describes the research
methodology, research analysis and results. Lastly, conclusion and
implications of this research were presented in section six.

2- Literature Review

Information technology and information communication technologies
become part for customers decision making for commercial
purposes.(Alwan, 2020; Amalia and Indrawati, 2019; Dwived et al.,
2017). Many organizations change their business model as well as
customers by engaging in e-commerce. Facebook is derived from e-
commerce as it facilitates buying and selling goods and service through
internet. Facebook is social software that allows people to connect,
communicate 24/7 through computer mediated communication. Due to
rapid increase of Facebook some users believes that Facebook is a
developing e-commerce which provides benefits to both customers and
businesses. There are difference between people who are using the
internet and those who e-shopped.

2.1 Customer Purchase Decision

Customer engagement is defined in the social media field which
understand how customer deal with a business social media post.
Social media users express their opinions and emotions using posts.
Social media administrations created applications that can measure
the engagement and the interaction of users Example of this
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application is to understand the amount of customer joining social
media accounts (Michaelidou et al., 2011).

Cause-related marketing (CRM) is popular between marketers to
achieve financial corporate goals (Sung et al., 2021). They concluded
that the marketers need to focus on their products when the target
customers do not perceive a high Customer product Fit (CPF). When
customers perceive a low CPF, they suggested that CRM is a tool for
improving customers' product E-purchase intentions. They
recommended that CRM is a useful tool for enhance responses of
customer to products.

2.2 Unified Theory of Acceptance and Use of Technology (UTAUT)

The Unified Theory of Acceptance and Use of Technology (UTAUT)
was introduced by Venkatesh et al. (2003). UTAUT combined of the
following theories: Theory of Reasoned Action (TRA), Technology
Acceptance Model (TAM), the Motivational Model (MM), Theory of
Planned Behavior (TPB), the Model of PC Utilization (MPCU),
Innovation Diffusion Theory (IDT), the Social Cognitive Theory
(SCT), and the Integrated Model of TAM. There are four constructs
influencing the behavioral intention (BI) in wusing technology:
Performance Expectancy (PE), Effort Expectancy (EE), Social
Influence (SI), and Facilitating Condition (FC). Venkatesh et al. (2012)
enhanced the previous model by adding Hedonic Motivation (HM),
Price Value (PV), and Habit (Hb), known as UTAUT2 model (Nawaz,
et al., 2020). UTAUT2 variables were proved that they had a
significant impact on the behavioral intention to adopt a particular
technology using social media .

There are many factors affecting online purchase investigated by
different researchers. Van et al., (2003) identified two main factors
affecting customers online purchase decision; these factors are trust
and technology. Trust is an essential element for customers to make E-
purchase decisions and decrease uncertainty in both online and even
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offline.

Author in (Alshurideh,2019) designed a research for understanding
customers opinion on mobile phone programs. A quantitative
approach and data was collected from 478 customers .Structural
equation modelling (SEM) are used to test the proposed model of the
study and the developed hypotheses. They concluded that the study
found that e-loyalty programs drive loyal customers’ choices and
repeat buying.

Various frameworks have studied E-purchase decision offline and
online but few researches have investigated E-purchase behavior
through Facebook. According to Van et al., (2003) online stores and
purchasing online is becoming an important method of shopping
especially through Facebook and Instagram. The social network
became an important tool for customers as well as organizations.
Social media still needs more research. There is still limited literature
that illustrates customer E-purchase from social media (Oktriyanto et
al., 2021). Mishra and Maity (2021) stated that there is an increasing
value of online media among teens and a digital shift of media support
this, they concluded that differences must be clear between users and
media influence in the social media environment.

2.3 Impact of Social Media during Covid-19

There are four types of facebook commerce (Jeff, 2011): a) facebook
facilitated on site selling b) facebook initiated selling. ¢c) Complete
selling through facebook. D) frames vs facebook app.

Facebook user’s gains trust from reading reviews and comments of
other customers (Dwyer et al., 2007).The most trendy now in social
media is the Instagram; where more than two billion users use it after
the Facebook.(Oktriyantoa , et al. 2021). In order to gain competitive
advantage; organizations should accept the social media.(Ramadani,et.
al,. 2014).customers will use technology if he/she perceive it will be
useful to him (Alalwan et al., 2017).

Since buying and selling through Facebook and Instagram are in their
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early stages and even many customers use it but a study by (Elisabeth,
2010) showed that 48% of customers their age between 20-33 years
prefer to shop directly from store.

The Covid-19 encourage organizations and customers to run e-
commerce (Capistrano,2021)and depends more on online transactions
(Alaimo et al., 2020; Galati et al., 2020; Chang and Meyerhoefer, 2020;
Troise et al.,, 2021). According to Internet World Statistic, 2019
internet users are increasing every year; 4.574 million internet users
reported in 2019 representing 58.7 % of total population.

Previous researches proved that social media affects customer E-
purchase (Chen and Lin, 2019), despite that Astuti and Putri, (2018)
have illustrated that Instagram has weakness in achieving customer
trust due to the reviews on various products. The effects for many focal
relationships are stronger in recent publications, which confirms the
critical influence of the external environment, including access to the
Internet and social media. Age, culture, and publication year moderate
key relationships. The study contributes to customer socialization
literature and has practical implications for marketers interested in
teenage customers.

Measuring engagement with social media marketing should focus on
the effectiveness on marketing strategies (Barger et al., 2016), they
concluded that engagement is the most clear participation. Calder et
al. (2009) focuses on study of engagement with website advertising,
they concluded that interactive engagement works parallel with
advertising effectiveness. Interactive engagement are measured as
‘reactions to the ad’. Social media platforms are used for interaction.
Instagram allows for likes and comments but not shares comparing to
Facebook and Twitter.

Devereux,et al. (2020) investigates social media posts properties of
small firms in Tasmania located in Australia which provides higher
levels of customer engagement. They concluded that small retail firms’
social media postings on social media such as Facebook, Instagram and
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Twitter is equals to2,607. They illustrated that social media posts
contains the following variables: the content of the post, which divided
into businesses-related or non-business-related, the timing of the post,
the platform publish the post and the responses from followers. They
concluded that Facebook received significantly high level of
engagement when comparing with Twitter and Instagram. Weekend
customer engagement is very high compared to the weekdays. Social
media can affect the marketing of small businesses and they must focus
on the customers and the follower's engagement.

Kim et al. (2015), they tested the negative emotions that are extracted
from post-purchase behaviors. The paper enclosed collaboration of
social commerce companies and whether they deliver services to
customers with a satisfied level.

Chan, et al. (2020) had proven that social media marketing influences
online purchase intention with the mediation value of customer trust.
Social media marketing and adverting can affect the customer
behavior. Developing marketing strategies using social media is very
important since it will improve the customer's online purchase
intention. They support the idea that trusts variable in social media
has a very important role in creating online purchase intentions.

In this study, the proposed model is constructed based on UTAUT2 as
theoretical model to predict the effect of social media on the customer
purchase decision. Perceived security and social influence are very
critical factors for user acceptance of social media under The Covid-19
pandemic. Accordingly, these two variables were included in the
proposed model. As a result, applying the UTAUT2 in addition to
Mental accounting theory (MAT) including Perceived security and
perceived benefits which are used in social media decision (Thaler
,1985).

3. Research Variables and Hypotheses

The proposed model includes 6 independent variables namely
Perceived Benefit, Perceived Expectancy, Effort Expectancy, Hedonic
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Motivation, Social Influence, Perceived Security. Six Independent
variables are adopted for UTAUT2 model which are Perceived
Expectancy, Effort Expectancy, Hedonic Motivation, Social Influence.
Perceived Security and Perceived Benefit was adopted from MAT
model.

A. Perceived Benefit

Perceived benefit is the degree at which an individual believes that
online purchasing will be beneficial and have positive outcomes (Yu et
al., 2021;Tandon, et al., 2018).

H1. Perceived benefits have a positive influence on Social Media E-
purchase Decision during the Covid-19 pandemic.

B. Performance Expectancy

It is a vital factor in UTAUT model at the user’s level (Yu et al., 2021).
It refers to the expectation that customer believes that it helps them to
improve jobs performance (Venkatesh et al.,, 2003). Customers
intention to use new technology will increase as they have powerful
perception that technology will helps them to execute their tasks
(Alalwanet al., 2018). According to Oliveira et al. (2014) performance
expectancy is considered as an important variable for customer
acceptance.

H2. Performance expectancy has a positive influence on Social Media E-
purchase Decision during the Covid-19 pandemic.

C. Effort Expectancy

Customers decide to E-purchase from social media when he/she feels
that the usage of technology is easy (Venkatesh et al., 2003).1t is a vital
factor in UTAUT model at the user’s level(Tandon, et al., 2018; Sair
and Danish, 2018). When customer become familiar with using
technology; the perceived ease of use become more important and the
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barriers faced at the beginning won’t exist (Oktriyantoa et al., 2021).

H3.Effort expectancy has a positive influence on Social Media E-
purchase Decision during the Covid-19 pandemic.

D. Social Influence

It refers to customer’s perceptions toward using the technology.
Venkatesh et al. (2003) stated that customer opinion is an essential
factor whether customer decide to use new technology or not.
Researchers identified that the newest the technology; the highest
effect of social influence on the customer decision to use it or not
(Alalwan,2020 ; Tandon,et al., 2018).Also Dwivedi et al.(2017) and
Venkatesh et al.(2012) stated that the customer intention to use
technology increase when the social media influence increase

H4. Social influence has a positive influence on Social Media E-
purchase Decision during the Covid-19 pandemic.

E. Hedonic Motivation

It is a variable in UTAUT model refers to customer’s acceptance and
use of technology by the existing of some hedonic element like fun,
pleasure and satisfaction (Alalwan,2020, Tandon,et al., 2018; Tandon,
et al., 2018).

H5.Hedonic motivation has a positive influence on Social Media E-
purchase Decision during the Covid-19 pandemic.

F. Perceived Security

Security is important for protecting customers information and
transactions from un authorized person(Sharma, 2014). According to
Dangelico, et al. (2021) security is considered as a main dimension in e-
service, also it is important for customer satisfaction.

H6. Perceived security has a positive influence on Social Media E-
purchase Decision during the COVID-19 pandemic.
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G. Social Media E-purchase Decision

In this research, social media E-purchase decision which is the choice
of a person to E-purchase a service or a product online (Alalwan,2020)
is the only dependent factor.

4. Research Methodology

The research type is quantitative and the proposed model was
constructed based on UTAUT2 and MAT. The data collection is a
questionnaire that was employed using an online google form. The
target population were expressed as customers that E-purchase using
social media (Facebook).

Two statistical software, SPSS25.0 and AMOS23.0, were used to
measure the proposed model variables relationships. The following
tests are described descriptive analysis, reliability test, and validity
test. The structural equation model (SEM) conducted aligned with
confirmatory factor analysis and hypothesis verification analysis.

4.2Sample Type and Size

A questionnaire was employed using an online questionnaire. The
target population were expressed as customers that E-purchase online
using social media (Facebook) in Alexandria, Egypt. A questionnaire
was developed in English using Google Forms. Chaudhuri and Stenger
(2005), stated that stratified sampling is one of the sampling methods
to be used in social media data collection which is used in the research.
Questionnaire was conducted in Alexandria, Egypt. 571 participants
were invited by email and Facebook Messenger to participate in this
questionnaire. The Data collection lasted for 30 days. Of the 571
responses received, 551 responses (effective rate is 90.9 %) were
considered valid for further analysis after verifying incomplete
questionnaire and data. Detailed descriptive statistics of respondents’
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characteristics are shown in Table 1.

Table 1: Respondents’ Profile

Variable Items Frequency Percent

Age Under 31 202 36.6 %
31-35 130 23.5%
36-40 125 22.6%

Over 40 94 17 %
Gender Female 417 75.6 %
Male 134 24.3%

Income 1,000-7,999 60 10.8

8,000-15,000 371 67.3

More than 120 21.7
Profession Emploved 139 25.2%
Student 202 36.6%

Retired 54 9.8%
Unemployed 156 28.3%
Total - 551 -

5. Statistical Analysis Results

S.1Reliability Analysis

Thirty Three items are relevant to eleven constructs of the proposed
research model selected from existing literature and edited based on
the exact topic of this study. Cronbach's alpha coefficient was
employed to determine the reliability of the questionnaire. Based on
Kannan and Tan (2015), Cronbach’s alpha coefficient showed is equal
or greater than (.7, which is similar to constructs constraints. All items
in the questionnaire were measured using a five-point Likert scale
ranging from (1) strongly agree to (5) strongly disagree as shown in
Table 2.
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Table 2: Reliability Analysis

# | Construct Cronbach’s Number of
alpha Items

1 | Perceived Benefit (PB) 0.81 3

2 | Perceived Expectancy | 0.80 4
(PE)

3 | Effort Expectancy (EE) 0.97 4

4 | Hedonic Motivation 0.87 4
(HM)

5 | Social Influence(SI) 0.96 4

6 | Perceived Security (PS) 0.93 3

7 | Purchase Decision (PD) 0.97 1
Total 23

5.2Exploratory Factor Analysis (EFA)

Four assumptions were used to assists Exploratory factor (Hosain, et
al., 2021): (Kaisers—Mayesolkin) measure greater than 0.5; which is the
minimum value for each factor; the sample size factor loading is
equals to 0.50 . Based on EFA, all the items had factor loadings greater
than 0.50 as in table 3.
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Table 3: EFA

Latent Variable Item Factor | CR AVE
Perceived Benefit (PB) PB1 0.81 0.811 | 0.782
PB2 0.68
PB3 0.671
Perceived Expectancy (PE) | PE1 0.818 |0.781 | 0.711
PE2 0.721
PE3 0.829
PE4 0.775
Effort Expectancy(EE) EE1 0.788 |0.798 | 0.695
EE2 0.721
EE3 0.779
EE4 0.715
Hedonic Motivation (HM) | HM1 0.608 | 0.843 |0.701
HM2 | 0.829
HM3 | 0.889
HM4 | 0.831
Social Influence (SI) S11 0.854 0.871 | 0.782
SI12 0.819
SI3 0.681
SI4 0.779
Perceived Security (PS) PS1 0.832 |0.886 |0.677
PS2 0.886
PS3 0.678
A2 0.878
Purchase Decision PD 0.887 0.891 | 0.801

5.3Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) is a technique based on statistical
method, it is used to make sure that factor structure of the observed
variables are verified. The relative Chi-Square for this model was
4.521 that is smaller than 5.0 as recommended by Marsh and Hocevar
(1985). The comparative fit index (CFI) is 0.935 that greater than
threshold recommended by Bentler,(1990). The root mean residual
(RMR) value was found to be 0.061, which is less than 0.08 defined by
Hu and Bentler, (1998). Goodness of fit index (GFI) of the model is
0.979 which is more than the recommended value of 0.90 suggested by
Joreskog and Sorbom, (1993). The adjusted goodness of fit index
(AGFI) was found to be 0.892 which matches the threshold
recommended by Anderson and Gerbing (1984). The root mean square
error of approximation (RMSEA) is 0.065, which is also less than the
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suggested fit of Browne and Cudeck (1993). Finally, the standardized
means square residual (SRMR) is 0.059 which is less than 0.08
recommend by Browne and Cudeck, (1993).Table 4 defines the
confirmatory factor analysis model fit.

Table 4: Confirmatory Factor Analysis Model Fit

Level of
Model Fitting Index Value | Acceptance
Chi-square/df 4.521 |<5.0
Comparative fit index (CFI) 0.935 | >0.90
Root mean residual (RMR) 0.061 | <0.08
Goodness of fit index (GFI) 0.979 | >0.90
Adjusted goodness of fit index (AGFI) 0.892 | >0.85
Root mean square error of approximation (RMSEA) | 0.065 | <0.08
Standardized
means square residual (SRMR) 0.059 | <0.08

Structural equation modeling focuses on identifying the significant
relationships among ten different factors affecting E-purchase decision
for customers on Facebook. All variable have positive impact
meanwhile PB, PE, SI, and PS have positive significant impact with
values respectively: 0.421,0.512,0.221, and 0.497. Figure 1 represents
research model.
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Figure 1.Research Model

Results of hypothesis concerning Perceived benefit , perceived
expectancy and perceived security and social influence are similar to
findings in Yu et al.,(2021) and Alalwan,(2018). Hypothesis of Effort
Expectancy and Hedonic Motivation are not supported in E-purchase
demand that is equivalent to the results in Sair and Danish, (2018) and
Sharma (2014). However, results did not agree on Hedonic Motivation
variable alignment with the results on previous research (Tandon, et
al., 2018)since the differences in the culture of Egypt and Europe that
affects personality, E-purchase needs and E-purchase decision.
Cultural dimensions such as individualism, uncertainty avoidance
(UA), masculinity power distance (PD), and long-term orientation
leads to different customer decision (Hofstede,1980). Results agreed
with (Elisabeth, 2010) in that internet users represent 23.5% of
customers their age between 20-33. Results had shown that Female are
more likely to shop with a value 75.6% , this will help companies to
customize their advertising towards women.

6. Conclusion

Social Media E-purchase decision has many factors. The study aims to
examine the factors that affect the E-purchase decision including
UTAUT2 variables. Results had shown that Perceived Benefit,
Perceived Expectancy, Social Influence, Perceived Security have
positive significant impact on the E-purchase decision. Effort
Expectancy, and Hedonic Motivation have positive impact on E-
purchase Decision but insignificantly.
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6.1. Academic Implications

The research provide an important implication in which it focuses on
factors affecting online purchase decision on social media in Egypt.
Academic researchers working in customer behavior and social media
fields can benefit from the results of this research. This research
investage the online purchase decision of customers during the Covid-
19 duration that affects decision making process in different fields.

6.2. Practical Implications

The results of this research can be used by Social Media developers
and marketing departments located in companies to take the
opportunity and to promote more to their products using social media
since the online users are attached to the social media advertising.
Perceived Benefits was proved to have the highest significant positive
influence on online purchase decision. Thus, companies should
increase awareness and highlight the value obtained in social media
marketing. Online users realize how useful social media to find their
products.

Findings suggest that perceived security and social had a significant
positive effect on users’ behavioral intentions to E-purchase products
from social media. Consequently. Company's advertising using social
media must focus on perceived security.

6.3. Limitation and Future work

Limitation of the research is represented as follows: data collection
was limited to a sample of 551 person, Egyptian market is the only
tested market and should be expanded to Gulf Area. Examined factors
are UTAUT?2 variables. Factors like culture can be examined on future
work and a bigger sample of internet users can be tested.
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Appendix A

Questionnaire

Latent Variable Item
Perceived Benefit | PB1 | Social media commerce appears dependable

PB2 | Social media commerce appears secure
(PB) PB3 | Social media commerce is reliable
Perceived Expectancy | PE1 | | believe that Social media is useful

PE2 | I believe that the social media commerce provide faster service
(PE) PE3 | I think Social media is useful to me to make a faster and easier

PE4 | The interaction with Social media is clear and understandable
Effort EE1 | I feel that | am an active member of the society of Facebook

EE2 | Ifeel happy when I use social media commerce
Expectancy(EE) EE3 | luse all the features of Social media Like share tag etc

EE4 | | will miss Social media if for any reason | can not use the network
Hedonic Motivation HM1 | Learning the use of Social media was easy for me

HM2 | | enjoy using social media commerce
(HM) HM3 | | believe that the use of Social media purchases would be enjoyable

HM4 | | believe that the use of Social media purchases would be fun process
Social Influence (ST) SI1 Most of my friends make social media commerce

SI2 Most of my friends motivate me to use social media commerce

SI13 My family use social media commerce

Si4 My family members motivate me to use social media commerce
Perceived Security PS1 | I feel more confident while using social media in ecommerce

PS2 | Ithink it is more secure to make transaction through Social media
(PS) PS3 | Ithink that because of the nature of social networking my

PS4 | I think my transaction data in social media commerce is secure
Purchase Decision PD If I have the opportunity in the future | would like to use Social media
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