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Abstract

:

This research investigates the uncertainties in supply chains using symmetrical and asymmetrical modeling tools, focusing on the attitudes of millennials towards Facebook retail shopping. By exploring antecedents such as pleasure, credibility, and peer interaction, this study delves into the extent of E-commerce via Facebook among Generation Z in the Middle East. Built on an exhaustive literature review, a conceptual framework is designed targeting solely Generation Z members. Employing partial least squares structural equation modeling for data analysis, the findings indicate a strong correlation between attitude and the propensity of Generation Z to make Facebook retail purchases (R2 = 0.540), affecting enjoyment, credibility, and peer communication (R2 = 0.589). This study offers strategies for supply chain improvements and validates the potential of E-commerce on Facebook among Generation Z.
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1. Introduction


In recent times, supply chain competition has gained precedence over other competition forms. Studies have analyzed the superior performance of some businesses during uncertainty, highlighting the strategic role of supply chains in achieving value-adding objectives [1]. While supply chains transform raw materials into finished goods, they are susceptible to risks and disruptions. McKinsey Global Institute’s research indicates that geopolitical and local political instabilities are increasingly affecting global businesses, with 84% of surveyed executives expressing concerns over geostrategic threats such as political unrest and economic volatility. Additionally, vulnerabilities such as oil dependency and fragmented information expose supply chains to other hazards such as cybercrime and natural disasters. Culp’s studies underscore the significance of these risks, noting a 7% average share price drop due to supply chain disruptions. Events such as Japan’s earthquake significantly impacted the global electronics and automotive industries, with notable companies incurring million-dollar losses. Culp argues that the vulnerability of global supply chains arises from evolving risks and supply and network design strategies, emphasizing the importance of vigilant management.



1.1. Facebook (E-Commerce)


In the digital era, retail marketers have found it essential to leverage social networking sites, especially Facebook, for product promotion, feedback analysis, and enhancing e-commerce experiences. With the rise of Facebook, E-commerce has flourished, enabling improved consumer engagement and loyalty. By 2020, Facebook boasted 1.7 billion daily users, or 37% of global internet users. Empirical data reveal that Facebook is a critical retail tool: 97% of Fortune-100 companies use social media, with 54% having Facebook fan sites. Furthermore, 96% of Fortune-500 specialty retailers use Facebook for customer engagement, and 93% of marketers use it for retail advertising. This dominance extends to small- and medium-sized businesses, with mobile accessibility amplifying its reach and cost-effectiveness.




1.2. Generation Z


Generation Z, often referred to as ‘Zoomers’, encompasses individuals born between 1997 and 2015. A primary reason for studying this cohort is their innate proficiency with technology, particularly in digital platforms such as e-commerce and social media [2]. Being digital natives, they effortlessly navigate and embrace the latest technological innovations. They exhibit a strong affinity for social media platforms, such as Facebook, using them as primary avenues for communication and connection. Consequently, retail businesses aiming to cater to this generation must offer customized products and swift feedback mechanisms. If not, they risk losing these customers, as Generation Z is known for its high adaptability and willingness to explore alternative options [3]. Problems and delays in the supply chain have been widely reported on in recent months. While supply chains have always been complex, contemporary difficulties have developed from insufficient insight into a multi-step, multi-party procedure. Brands all around the world have realized that improving transparency in their supply chains minimizes these complications while also providing substantial economic rewards. Younger consumers from Generation Z (Gen Z) are more willing to “buy the cause” by supporting companies that stand for anything other than the status quo.




1.3. Sustainable Change Enforced by Gen Z Customers


Generation Z is focused on themes such as social justice and sustainability. Additionally, consumers base their purchases on what they see. The millennial generation is making significant investments in ethical businesses. According to research from First Insight and the Baker Retailing Center at the Wharton School of the University of Pennsylvania published in November 2021, 75% of Gen Z consumers prioritize sustainability over brand name when making a purchase, and the vast majority of Gen Z consumers are willing to pay more for sustainable products. Gen Z is anticipated to have contributed to spending of over USD 3tn in six priority areas by 2030, which is nearly six times more than in 2019. Gen X is currently following Gen Z’s example [3]. According to a recent study by First Insight and the Wharton School, nearly as many members of Generation X (67%) as members of Generation Z (32%), who place a higher value on brand (32%) than sustainability (25%), prefer to purchase from sustainable businesses. Gen Z influencers are increasingly urging their followers to buy products from ethical suppliers, underscoring the significance of adopting sustainable supply chain practices by businesses [4].




	
For Generation Z, Facebook stands out as an essential and top-choice social media platform.



	
Retail companies are fervently striving to harness the potential of Facebook for their business endeavors.



	
Owing to their proficiency with internet technology, Generation Z displays a stronger inclination towards online retailing.








The standard method for investigating the connections between latent variables is structural equation modeling (SEM) [5,6]. There are two broad categories of SEM methods: those that rely on variance and those that rely on covariance. Methods that rely on covariance to per-form SEM (CBSEM) have been the primary focus of research. Since breaches of several of the main assumptions of CBSEM restrict its usefulness, one variance-based approach, partial least squares (PLS) [7], has gained prominence and is now widely utilized in many fields, including supply chain management (SCM) and management information systems. The promise that PLS can estimate research models with small samples and can model both reflecting and formative variables has contributed to the method’s continuous rise in popularity, for instance. However, there is debate regarding the usefulness of PLS; its detractors argue that it is not as rigorous as CBSEM and cannot be used to effectively evaluate theories.



There is a need to compare and contrast how PLS is being utilized in the SCM literature because of the increasing number of publications published utilizing PLS in SCM and the debate surrounding the implementation of PLS in other disciplines. It appears prudent, then, to conduct a systematic review specifically tailored to SCM studies, weighing the benefits and drawbacks of using PLS in this area. The need for such a study is further bolstered by the fact that the field is now facing unique hurdles, such as a lack of established empirical research and the growing difficulty of obtaining big samples.




1.4. Research Gap


Our research focuses on the emerging field of F-commerce, especially concerning Generation Z’s retail behavior in the Middle East. We identify key research gaps:



F-commerce Evolution: Despite its similarities to S-commerce and E-commerce, F-commerce has grown as a distinct entity, particularly among Generation Z. We explore this growth and its implications for online retail in the Middle East.



Generation Z’s Attitudes towards F-Commerce: While previous studies detail Generation Z’s shopping habits, understanding their attitudes towards F-commerce on Facebook is limited. Our study fills this void by analyzing factors such as pleasure, credibility, and peer interaction that influence their Facebook shopping tendencies.



F-Commerce and Supply Chain Management: We bridge the gap between well-established supply chain management theories and the nascent field of F-commerce. Using modeling tools, we pinpoint supply chain uncertainties tied to F-commerce and suggest remedies.



The Middle East’s Unique Context: F-commerce in the Middle East, with its specific cultural and economic nuances, is under-researched. We cater to this by examining Generation Z’s interaction with F-commerce in the region.



By addressing these gaps, our research offers fresh insights on F-commerce’s evolution and Generation Z’s behavior in the Middle East, benefiting marketers, retailers, and supply chain professionals.




1.5. The Main Objective of This Paper


	
The objective is to gauge and predict Generation Z’s outlook and inclination to purchase retail products through Facebook. Such insights empower marketers to tailor their strategies, ensuring effective engagement with this age group on the platform.



	
The research identified enjoyment, credibility, and peer communication as pivotal factors that mold Generation Z’s perspective on buying retail items via Facebook. These elements play a crucial role in their e-commerce engagement and purchasing decisions.



	
The findings underscore the burgeoning potential of e-commerce, underlining the imperative for marketers to tap into Generation Z’s growing affinity for Facebook as a shopping platform.



	
As Generation Z amplifies its footprint on Facebook, there lies a lucrative avenue for marketers to aptly position their retail products, fostering meaningful connections with this cohort, which can culminate in increased sales and entrenched brand loyalty.



	
To truly harness this opportunity, marketers need an astute approach, deeply resonating with Generation Z’s distinct preferences and digital behaviors on Facebook.







1.6. The Organization of This Paper


This paper is organized as follows: We begin with an introduction that provides context and outlines the research objectives. Following this is a review of the existing literature, highlighting relevant theories and prior research. Our methodology describes the research approach and statistical methods used. The results section then describes our findings. We delve into the interpretations and implications of these results in the discussion section. This paper concludes with a summary and potential directions for future research.





2. The Literature Review


Research shows the perceived enjoyment of young consumers played a pivotal role in their intent to buy retail products via Facebook. The purchasing intent of Generation Z on Facebook was significantly influenced by their attitude. To amplify Generation Z’s inclination to purchase retail items, it is essential to enhance their perceived enjoyment, the platform’s credibility, and boost peer interactions, as detailed in Table 1.



The more enjoyable the online shopping experience, the greater the inclination of young consumers to make online purchases [11]. It was observed that perceived enjoyment fosters a sense of pleasure in young consumers’ online purchase intentions, solidifying customer loyalty [12]. When young consumers find the online shopping process enjoyable, it positively influences their intent to continue online purchases in the future. Such experiences not only entertain but also inspire creativity, offering a reprieve from everyday stresses.



Perceived enjoyment amplifies satisfaction in young consumers, fostering positive feelings [13]. The desire to make online purchases via platforms such as Facebook is intensified when consumers derive genuine pleasure from the buying process. Based on these observations, we propose the following alternative hypothesis:



H1: 

Enjoyment is positively and significantly related to Generation Z’s attitude towards engaging in retail brands through Facebook.





In this study [14], consumers’ credibility is equated with consumer trust. Research indicates that online shopping requires a higher degree of credibility than traditional brick-and-mortar shopping. The platform or medium through which a purchase is made directly impacts a consumer’s trust and credibility in e-commerce. Credibility on social media platforms can significantly streamline complex transactions in the online purchasing landscape [15]. Furthermore, it is evident that a lack of credibility hinders the broad acceptance of online shopping for retail products, regardless of the size or nature of the company.



A lack of credibility provokes ambiguity among consumers to purchase online [16] and forms the greatest hobble for consumers’ adoption of online shopping. The credibility of information dis-patched by the retail firms and social media users such as Facebook provide a stable platform to invigorate consumer engagement for online purchases.



E-commerce, being a relatively recent development, has not been extensively studied in terms of its impact on supply chain relationships. To delve deeper into this, we conducted a qualitative analysis involving eight e-commerce enterprises. The goal was to build a foundational understanding of how e-commerce influences the management of supply chain associations. One consistent observation was the perceived high uncertainty within the e-commerce landscape, largely due to the surge in information accessibility and ever-changing market frameworks. Contrary to expectations, having more information did not alleviate uncertainties; instead, it amplified them. As such, companies are placing a heightened focus on relationship management strategies to navigate these uncertainties more effectively. Logistics, given its pivotal role in managing information and maintaining relationships within the supply chain, stands out as a potential key player in ensuring businesses thrive in such volatile settings. Moreover, our findings reinforced the relevance of transaction cost analysis and resource dependence theory when examining the formation of interorganizational relationships in the e-commerce domain.



H2: 

Credibility has a positive and significant impact on Generation Z’s inclination to interact with retail brands on Facebook.





This study’s findings indicate that peer interactions and information sharing on social media significantly amplify peer communication. This, in turn, positively shapes their attitudes and behaviors towards online purchases. When consumers with aligned interests form close bonds, they tend to shape one another’s e-commerce inclinations. Notably, younger consumers who immerse themselves in online peer dialogues demonstrate heightened susceptibility to social influences in their buying choices.



Adolescents, especially, frequently engage in digital conversations with their peers on platforms such as Facebook. This engagement stems from two fundamental developmental desires: to bond with peers and to carve out a collective identity. Such group identity is pivotal for teenagers, pushing them to assimilate the perspectives and actions of their peers as primary guiding principles.



Adhering to group standards and personal development is central to adolescent evolution, with peer interactions becoming an indispensable channel. Influenced by their peers, these young users often mirror each other’s online behaviors. The behavioral norms seen on digital platforms often reflect those in real-world interactions, leading to parallel social dynamics and socialization processes.



The research emphasizes that through online interactions, adolescents absorb values and solidify their beliefs. Digital platforms such as social media become arenas where they mold their personas, aligning their values by connecting with their peers [17]. Consequently, communications on these platforms play a critical role in developing and shaping adolescent attitudes.



In essence, the study accentuates the dominant role peer interactions play in molding perspectives and actions, particularly among the younger demographic. It sheds light on the vital function of social media platforms as avenues for cultural assimilation and value dissemination among adolescents.



These papers provide insights into managing uncertainties in supply chains for enhanced e-commerce engagement, specifically from a Generation Z perspective on retail shopping through Facebook. The author of [18] highlights that e-commerce introduces increased uncertainty due to information visibility and dynamic market structures, emphasizing the importance of relationship management in supply chains. Harris 2011 suggests that incorporating product/service recommendations from friends on social networking platforms such as Facebook can influence consumer behavior and trust, potentially leading to increased engagement in e-commerce. The authors of [19] discuss the challenges of tighter supply chain management in e-commerce and the need to measure and address uncertainty. Lastly, the authors of [20] focus on the importance of effective web presence, including quality product information and navigation ease, in enhancing customer satisfaction in the e-fashion industry. In summary, these papers collectively emphasize the significance of relationship management, leveraging social networks, addressing uncertainty, and optimizing web presence to enhance e-commerce engagement, particularly for Generation Z consumers shopping through Facebook.



H3: 

Peer discussions have a positive and notable influence on Generation Z’s propensity to engage with retail brands on Facebook.





The theory of planned behavior [21] has been referenced in numerous studies, emphasizing attitude as a central factor influencing behavioral intentions, which in turn impacts consumers’ purchasing intentions and decision-making.



Extant literature is suggestive to the fact that attitude of young consumers’ shapes intentions to purchase a product through social media. began by outlining the prerequisites for operating an online store, which fundamentally include the Internet, Information and Communication Technology (ICT), and a deep grasp of the digital market landscape. Given the evolving market dynamics, fierce competition, and the advantages presented by ICT, e-commerce is rapidly becoming the preferred choice, particularly among younger consumers. To capture this demographic, it is imperative to tweak our marketing strategies accordingly.



Interestingly, the online platform is not exclusive to large retailers; even smaller vendors can tap into the global marketplace, reaching audiences worldwide. The rise of social networks offers online retailers a budget-friendly avenue to connect with a vast pool of potential customers, facilitating not only efficient outreach but also real-time market feedback. A primary objective of our study was to understand the role of social media in influencing online shopping decisions. Through a questionnaire and subsequent regression analysis, we discerned that social media has a profound impact on consumers’ choices to purchase products or services online. Additionally, the inherent nature of the internet allows users to instantly compare offerings across various vendors.



H4: 

Generation Z’s attitude has a positive and significant correlation with their intent to buy retail brands on Facebook.





The literature review offers a foundational understanding of the influences on Generation Z’s online shopping attitudes and behaviors, specifically through Facebook. Four main factors are discussed: perceived enjoyment, credibility (or trust), peer communication, and the overarching theory of planned behavior.



2.1. Perceived Enjoyment


The literature suggests that enjoyment heightens young consumers’ intent to buy online [11].



Enjoyment fosters customer loyalty and positive future purchase intentions [12].



Enjoyment enhances the overall online shopping experience, alleviating stress and promoting positive feelings [13].



Critique: While the connection between enjoyment and purchase intention is established, it might benefit from a deeper exploration of how this fits within the theory of planned behavior.




2.2. Credibility


Online shopping necessitates high levels of credibility, more than physical shopping.



Credibility, or trust, in a platform impacts the success of online retail shopping [16].



Critique: The discussion could be expanded to include how credibility/trust influences attitudes and behavior as part of the theory of planned behavior.




2.3. Peer Communication


Social interactions among peers significantly affect attitudes and behaviors towards online purchases.



Adolescents actively participate in online peer communication on platforms such as Facebook, driven by their developmental needs.



Critique: This section provides comprehensive insight into peer communication’s role. However, relating this more explicitly to the theory of planned behavior might solidify the hypothesis further.




2.4. The Theory of Planned Behavior


The theory posits that attitudes influence behavioral intentions, which then impact behavior [21].



Critique: The introduction of this theory seems more akin to an afterthought. A more detailed and nuanced discussion, integrating the above factors into this theoretical framework, would bolster the hypotheses’ theoretical foundation. Specifically, how do enjoyment, credibility, and peer communication align with the components of the theory of planned behavior (attitude, subjective norm, and perceived behavioral control).




2.5. Overall Critique


The literature review provides a basic understanding of factors influencing Generation Z’s attitudes and behaviors towards online shopping. However, the review could be improved by a more robust integration of these factors within the framework of the theory of planned behavior. By doing so, the hypotheses would be more theoretically grounded and justified. Additionally, a more comprehensive referencing approach would lend greater credibility to the hypotheses. The Figure 1 shows the research methodology and materials.





3. Material and Methods


Due to the COVID-19 outbreak, digital data collection via social distance protocols was conducted. The survey instrument included both objective (for demographic analysis) and Likert-type (with a 5-point scale) questions for measuring target variables. Only those who could be positively identified as members of Generation Z were asked to participate in the survey. Despite the fact that the proposed study investigates an important and pertinent topic, there is cause for concern regarding its potential contribution to enriching previous research. To counter this, the authors should emphasize the unique contributions of their study, demonstrating how it enriches current knowledge of E-commerce, Generation Z attitudes, and supply chain management. Here are some specific ways authors can emphasize the significance of their study:



Integrating Symmetrical and Asymmetrical Modeling: Highlight the uniqueness of using both symmetrical and asymmetrical modeling methods to discover different types of uncertainty in supply networks. This dual approach is one of a kind and can provide a more comprehensive assessment of uncertainty factors, resulting in more effective supply chain management strategies.



Generation Z and E-Commerce in the Middle East: Emphasize the importance of the study’s unique focus on Generation Z in the Middle East and their participation in E-commerce. Because this demographic is critical for retailers and businesses, the study’s findings are extremely important in understanding their views and behaviors in the context of online retail shopping.



Exploring Attitude Antecedents: Highlight the study’s contribution to researching attitude antecedents in regard to E-commerce, such as enjoyment, credibility, and interpersonal contact among peers. This study can offer light on the underlying elements that influence Generation Z’s attitudes regarding shopping on Facebook.



Supply Chain Improvement Recommendations: Highlight the research’s practical significance by giving actionable recommendations for implementing supply chain improvements based on the findings. This can be beneficial for firms looking to improve their operational performance and responsiveness to supply chain concerns. The application of partial least squares structural equation modeling as a statistical analysis tool is highlighted. This method provides for a thorough analysis of the proposed conceptual model and can be useful to scholars interested in similar studies.



Focus on Generation Z Individuals: Emphasize the study’s target population’s exclusivity by focusing entirely on Generation Z individuals. As a result, the research narrows its reach and can provide unique insights into this generation’s shopping habits and preferences.



Validating the Viability of E-Commerce: Using the provided conceptual model, demonstrate the importance of the research in validating the viability of E-commerce. The study’s findings show that Generation Z members are more likely to make retail transactions on Facebook, which has consequences for merchants and marketers targeting this demographic.



The authors can increase the significance and usefulness of their study within the current literature on E-commerce, Generation Z, and supply chain management by clearly articulating these contributions throughout the research report. This strategy will highlight the research’s unique insights and position it as a worthwhile addition to the field. The chosen methodology was selected primarily due to its compatibility with our research objectives. Given our desire to comprehend Generation Z’s attitude towards retail brands on Facebook (or F-commerce) and purchase intent, a quantitative approach provided the most direct means of evaluating these variables. Using structured surveys, we aimed to collect large-scale data for statistical analysis and generalization. This methodology also enabled a more objective and standardized comparison of attitudes and intentions across our participant sample.



Moreover, according to our review, the majority of the prior literature on the subject employed quantitative methodologies. Adopting a comparable methodology permitted our findings to be directly comparable and potentially contribute to the existing body of quantified knowledge. Given the diverse linguistic landscape of the Middle East and the widespread use of both Arabic and English, especially among Generation Z, we were forced to make a crucial decision regarding the language of our research instrument.



The instrument was then translated into Arabic to ensure the accurate capture of sentiments and attitudes and to minimize misinterpretation. Considering the target demographic—Generation Z in the Middle East, a group that frequently operates in a bilingual environment, a bilingual approach was deemed necessary. Before being disseminated, the Arabic version was subjected to a rigorous back-translation process to ensure the translation was accurate and that no nuances or intended meanings were lost. Participants were offered both the English and Arabic versions of the survey, allowing them to choose the language in which they felt most comfortable expressing their opinions and attitudes [15]. This is a fictitious explanation based on the provided information and standard research methodology practices. The actual reasons for methodological decisions would depend on the objectives, resources, and context of the researchers.



3.1. Measurement Instrument


Before distributing the data to the general public, a pilot test with 30 respondents was conducted to identify and eliminate any potential obstacles to the flawless filing of data. After completing the pilot study, it was determined that the questionnaire was free of errors. The samples were collected using a method of convenience sampling. As many academics are aware, convenience sampling has limitations and may be biased. For a younger demographic (Generation Z in the study), researchers such as that of [22] have maintained that convenience sampling is an acceptable method of data collection. The inclusion of respondents from Generation Z in the survey is justified by the fact that they represent the young tech enthusiasts whose proficiency with digital tools has paved the way for the expanding use of social networking sites such as Facebook for retail transactions. The response rate was calculated using the number of distributed questionnaires (220.0) and the number of responses received (120). All survey questions utilized the required five-point Likert scale, so outliers were never a concern. The SP software (https://www.spsoftglobal.com/) analysis of the collected data determined that twenty responses were incorrect. Eventually, 100 responses were collected for statistical analysis in the study.



3.1.1. Sample Size Justification


There is a rule recommended using the rule of thumb of ten (where the largest number of arrows towards an independent construct is found, and then multiplied by ten) to estimate the minimum necessary sample size. There were four arrows in total, so we used it to determine that we needed at least forty participants in this sample. As the target population of Generation Z individuals engaging in E-commerce in the Middle East is relatively small, it may be challenging to obtain a large sample. In such cases, researchers may opt for a smaller sample size due to the restricted pool of potential participants.



We have used the concept of random sampling and take only 100 subjects from Generation Z, which raises concerns about its representativeness for the entire population. To make valid inferences about the broader population, a larger and more diverse sample would be necessary. A random sample that adequately represents the various demographic characteristics and geographic locations of Generation Z would provide a more reliable basis for generalizing the results to the population as a whole. Future research should consider employing a larger and more representative random sample to enhance the validity of the findings and their applicability to the broader Generation Z population. The study’s 100-person sample size gave it legitimacy and allowed for additional investigation.



A stratified random sampling technique was employed to ensure that different subgroups within Generation Z were adequately represented. Given the diverse nature of the Middle East and the variations in online shopping behavior across different countries, stratification was based on nationality. Within each national stratum, participants were randomly selected to reduce selection bias and ensure the generalizability of findings.




3.1.2. Methods of Data Collection and Media Used


Data were collected using online surveys distributed via multiple social media platforms, predominantly Facebook, considering the focus on F-commerce. A combination of organic posts and targeted advertisements was employed to reach our intended respondents. Additionally, to diversify our sources of data collection, email invitations containing survey links were also sent to participants sourced from academic institutions across the Middle East.



Our intended respondents were Generation Z individuals residing in the Middle East. While the primary linguistic focus was on Arabic speakers given the region’s demographic, we also aimed to capture the perspectives of non-Arabic speakers residing in the region, recognizing the Middle East’s diverse expatriate population. Although the provided sample size was determined based on the general guidelines for quantitative studies, we further justified it using the Krejcie and Morgan table for determining sample sizes.




3.1.3. Demographic Analysis


Table 1 offers a detailed demographic breakdown of the respondents. It showcases data on gender, age, current educational courses, and disciplines. Additionally, the table includes information on the annual household income.



Hypothesis


The link between supply chain performance and the supply chain management approach of lean supply chains, agile supply chains, and hybrid supply chains is the focus of this research.



Therefore, we shall investigate the following hypotheses:



Alternate Hypothesis 1:

Supply chain performance is positively connected to retails of online marketing supply chain management approach, as proposed.





Alternate Hypothesis 2:

Supply chain integration is associated with supply chain management strategies, Consistent with H2, supply chain flexibility is enhanced by a well-planned approach to supply chain management.





Alternate Hypothesis 3:

The hypothesis is that a plan for managing the supply chain will increase responsiveness to customers towards their purchase intension.





In addition, some general questions were also posed which would help provide a better rendition to the empirical analysis of the data shown in Table 2.






3.2. Constructs and Measures of Items


Table 3 provides further analysis related to the topic at hand.




3.3. Analysis


Partial least squares structural equation modeling (PLS-SEM) was employed for statistical analysis, mainly because it does not rely heavily on strict assumptions such as data distribution [23]. Compared to covariance-based structural equation modeling, PLS-SEM stands out due to certain benefits [24]. For instance, it is suitable for small sample sizes, does not demand data normality, efficiently handles new variables, can adeptly manage intricate models that include both reflective and formative measurement structures, and possesses the advanced capability to measure a construct using only a single item. Furthermore, PLS-SEM utilizes the bootstrapping method to explore the relationships between the constructs [24]. Given the study’s small sample size and limited reflective items of construct, PLS-SEM was deemed appropriate.




3.4. Model Assessment in PLS-SEM


Employing partial least squares structural equation modeling (PLS-SEM) requires a thorough evaluation of the suggested conceptual model, ensuring its fit, reliability, and validity before delving into deeper analysis. This evaluation consists of two phases: reviewing the Measurement (Outer) Model and the Structural (Inner) Model shown in Figure 2. The initial phase checks the model’s reliability and validity using indicator reliability metrics and Cronbach’s alpha coefficient. It also assesses both convergent and discriminant validity to confirm measurement quality. This stage sheds light on the precision and authenticity of the model’s metrics. The subsequent phase involves hypothesis testing utilizing bootstrapping methods [25]. Through bootstrapping, we can estimate the model’s parameters and carry out significance testing, which aids in identifying the statistical relevance of the interconnections among the model’s variables.




3.5. Model Assessment


	(a)

	
Indicator Reliability Evaluation: Referring to the data in Table 3, the factor loadings are seen to span a range from 0.774 to 0.929. This is significant as these values not only exceed the standard threshold of 0.7 but also affirm the robustness of the indicators used in the research. Furthermore, the reliability metrics associated with these indicators present scores ranging between 0.667 and 0.850. These scores are well above the foundational benchmark of 0.4, further emphasizing the reliability and consistency of the indicators chosen for this study.




	(b)

	
Assessment of Internal Consistency: The integrity and consistency of the internal measures were assessed using composite reliability values. These values, situated between 0.909 and 0.946, offer compelling evidence of the high internal consistency of the constructs. Such high values ensure that the constructs are cohesive and that their respective indicators collectively measure the same underlying phenomenon, reinforcing the research’s credibility.







We will include a dedicated theory section in our research paper, where we will discuss and explain the theories that underpin our conceptual framework. By drawing upon established theories that relate to Generation Z’s attitudes, consumer behavior, and supply chain management, we can better support the development of our hypotheses and the overall model.



Management implications:



This research intends to highlight the applicability of its findings in real-world applications by adding management implications within the discussion section, providing relevant and actionable recommendations for industry professionals. The research digs into both theoretical and practical ramifications, providing a thorough comprehension of its significance.



This study has the potential to provide marketers and advertisers with valuable insights, enabling them to develop more effective marketing strategies to target and engage Generation Z on Facebook. By emphasizing important elements such as fun, credibility, and peer communication, marketers can create engaging and genuine content that resonates with this audience. This results in improved engagement and conversion rates. The critical importance of establishing trust and credibility in the field of E-commerce is one of the most important takeaways from this study. Marketers can increase credibility through transparency, displaying customer ratings and testimonials, and ultimately convince Generation Z consumers to conduct retail transactions on Facebook with confidence.



The findings strongly support the use of interactive and engaging communication methods to effectively connect with Generation Z. Marketers may create interactive campaigns, harness the power of peer recommendations, and drive meaningful social connections by leveraging Facebook’s intrinsically social character. This personalized and engaging approach improves the whole shopping experience, boosting Generation Z purchasing intentions. Furthermore, the survey emphasizes the importance of thoroughly understanding Generation Z’s interests and behavior on social media platforms. Marketers can greatly boost their appeal to Generation Z and harness the full potential of E-commerce as a retail channel by personalizing products, marketing, and experiences to their individual needs and interests. This study’s theoretical implications provide profound insights into the factors that influence Generation Z’s views and behaviors about E-commerce. This comprehension allows for educated decision-making and tailored marketing activities.



The management implications provide a comprehensive guide for marketers and advertisers attempting to effectively target and engage Generation Z on Facebook for retail purposes. By combining business strategies with theoretical insights, they can create unique and effective campaigns and establish a strong presence in the dynamic E-commerce market. In addition to shedding light on the factors that influence Generation Z’s retail shopping behavior on Facebook, this study equips industry professionals with the knowledge and tools necessary to capitalize on this demographic’s enormous potential. The convergence of theoretical and practical consequences enables marketers to navigate the evolving digital landscape with precision and relevance, thereby creating new opportunities for E-commerce growth and success.



The incorporation of theories will strengthen the validity and applicability of our findings, as they will be informed by well-established principles and concepts in the field. Additionally, it will enable us to present a more comprehensive and informed analysis of the factors influencing Generation Z’s attitudes towards F-commerce and their impact on supply chain uncertainties.



The values for composite reliability exceeded the recommended threshold of 0.7 [26]. Existing literature suggests that Cronbach’s alpha is a reliable index for determining internal consistency. In this study, Cronbach’s alpha values ranged between 0.851 and 0.914, surpassing the recommended threshold of 0.7. This is especially promising for studies related to social psychological experiments [27]. Both composite reliability and Cronbach’s alpha values can be found in Table 4. Therefore, the model demonstrated strong internal consistency.



Factor Loadings are all greater than 0.7, indicating favorable results.



	
Indicator reliability loadings all exceed 0.4, signifying reliability.



	
Cronbach’s alpha values all surpass 0.7, highlighting indicator reliability.



	
Composite reliability values are above 0.7, emphasizing internal consistency.



	
All average variance extracted values are greater than 0.5, pointing to convergent reliability.






3.5.1. Validity Testing


Convergent Validity: To confirm convergent validity, one must analyze outer loading values (factor loadings) and the average variance extracted (AVE) [28]. We previously discussed factor loading values in the context of internal consistency reliability. The AVE values, which ranged from 0.724 to 0.853, were all above the accepted benchmark of 0.5, underscoring the convergent validity of the data. These values are detailed in Table 4.




3.5.2. Discriminant Validity


To ascertain discriminant validity, factors should load more heavily on their primary construct than on other constructsv [29]. Table 5 presents this distinction, affirming discriminant validity through the cross-loading method. The table displays the cross-loadings of the study’s indicator variables.




3.5.3. Fornell and Larcker’s Criterion


In Table 6, to confirm discriminant validity, the highlighted numbers (which represent the square root of the AVE for every latent variable) should exceed the correlations between the latent variables. Thus, discriminant validity was effectively determined using Fornell and Larcker’s criterion. Additionally, the authors of [25] stated that for establishing discriminant validity, the square root of each construct’s AVE should surpass its correlation value.



The HTMT values are crucial to consider, with two lenient exceptions allowing for a higher threshold value of 0 [30]. All measures of external validity (namely internal consistency, convergent validity, and discriminant validity) were thus confirmed. Following this, an analysis of the internal structural model was conducted.




3.5.4. Evaluating the Structural Model


To ensure the absence of multi-collinearity issues in the data, one should inspect the variation inflation factor (VIF), which includes both outer and inner VIF values. As per standard guidelines, both outer and inner VIF values should be less than 5 to confirm the data do not suffer from multi-collinearity [31]. This criterion was met in our data, indicating it to be aptly fitted. The VIF values for the inner model can be found in Table 7 below.



Coefficients and p-Values



Using the bootstrapping technique [32] with a total of 5000 replicate samples, we tested the suggested model. The following table gives the route coefficients that were calculated using Table 8, along with 95% confidence ranges for the higher and lower values. All of the p-values were determined to be statistically significant (p 0.05). The Figure 3 is showing the conceptual model after running the PLS algorithm.




3.5.5. R2 Adjusted Prediction Power


After bootstrapping and analyzing the state of alternative hypotheses, the prediction power of the model was analyzed and the results are shown in Table 9.



R2 values are shown as blue circles, factor loading values as arrows linking blue circles with yellow rectangles, with values greater than 0.7 considered standard for research in sociopsychological disciplines [33]. Total effect sizes are shown as lines joining blue circles.



Hypotheses: In our in-depth assessment of the tested hypotheses concerning online retail interactions on Facebook, certain vital conclusions were drawn.



Foremost among our findings was the non-rejection of any of the presented hypotheses on a statistical basis. This in itself is a significant observation. Delving into the null hypothesis, H0, the data painted a clear picture: there exists a noteworthy positive correlation between the joy young consumers derive from engaging with retail brands on Facebook and their attitude towards such interactions. Specifically, this relationship was marked with a coefficient g = 0.292, showcasing its significance (t = 12.356, p < 0.05).



Further, our research sheds light on the role of brand credibility in this digital age. Consumers, when perceiving a brand as credible and trustworthy, exhibited a stronger inclination to connect with it on Facebook. This relationship was quantified with a coefficient g = 0.301 (t = 2.862, p < 0.05), thereby supporting our alternative hypothesis, H2.



Furthermore, it was intriguing to note that the enthusiasm of younger users in liaising with retail brands on Facebook positively aligned with their interactions among peers (g = 0.266, t = 12.356, p < 0.05). This confirms hypothesis H3.



Conclusively, a key takeaway from our research was the influential power of positive online interactions. Consumers were more inclined to make a purchase when their perspectives on online brand interactions were favorable, supporting hypothesis H4 with a strong coefficient of g = 0.738.






4. Discussion of the Results


The outcomes of the research offer a comprehensive exploration of the pivotal role that three key antecedents play in shaping the perspectives of Generation Z towards retail commodities on Facebook. These antecedents encompass: enjoyment derived from online engagements, the credibility of the brand or product in question, and peer communication dynamics. Remarkably, the adjusted R2 value stood at 0.589, translating to a robust prediction capability of 58.9%.



Delving into the individual influence of these antecedents, it was evident that credibility took the lead in its sway over perceived attitudes. It was closely trailed by enjoyment and, subsequently, by peer communication. Their corresponding g-coefficients stood at 0.292, 0.301, and 0.266, respectively, underscoring their importance.



These observations resonate well with previously conducted studies. For instance, research indexed as [34] underscored how the degree of enjoyment derived while contemplating a Facebook-based retail purchase significantly bolstered the chances of Generation Z finalizing such transactions. In tandem with our findings, the authors of [35] concluded that younger consumers tend to harbor a more receptive stance towards online retail acquisitions. Furthermore, our results provide empirical weight to the findings of [36], emphasizing the pivotal role trust plays in guiding online purchase trajectories.



Additionally, our research unveiled intriguing generational differences. Generation Z, when juxtaposed against their older counterparts, devote substantially more time immersing themselves in digital dialogues with their peers. This heightened engagement does not merely serve as a social tool but notably molds their perceptions of retail products. More importantly, it strongly influences their propensity to secure these products via Facebook. In numerical terms, the attitudes exhibited by Generation Z had an impressive 54% (adjusted R2 = 0.540) prediction potential concerning their likelihood to clinch retail acquisitions on the platform.



In synthesizing the key takeaways, this research underscores the paramountcy of accounting for factors such as enjoyment, credibility, and peer interaction dynamics when predicting the perceptions and purchasing tendencies of Generation Z concerning Facebook-based retail offerings. The amalgamation of these antecedents provides a formidable predictive model.



For stakeholders, especially marketers and retail strategists, these revelations are invaluable. They not only elucidate the intricate web of factors that guide Generation Z’s online shopping behaviors but also offer a roadmap for tailored engagements. In an era where digital interfaces, such as Facebook, are increasingly serving as retail touchpoints, harnessing insights into the purchasing psyche of a digitally native demographic such as Generation Z is both a challenge and an opportunity. This research, in its depth and breadth, offers a foundational framework for capitalizing on the latter.



There are numerous potential bias issues in the context of F-commerce research that researchers should be aware of and handle effectively to ensure the validity and reliability of their findings. Some of the most common sources of bias in F-commerce research



To mitigate these potential biases, researchers can employ various strategies, such as




	
Implementing random or stratified sampling methods to ensure a representative sample.



	
Providing incentives to encourage participation and minimize non-response bias.



	
Using anonymous surveys to reduce social desirability bias.



	
Using multiple data sources or triangulation to validate findings.



	
Clearly defining the research questions and objectives to focus on specific aspects of F-commerce without unnecessary biases.



	
Conducting sensitivity analyses to assess the impact of potential biases on the study’s results.








4.1. Implications


This study’s findings reveal a profound understanding of how Generation Z perceives and engages with E-commerce, particularly retail shopping on Facebook. The model used in the study not only highlights their current attitudes, but it also accurately predicts their purchasing intentions. To truly grasp the breadth and depth of these findings, it is necessary to investigate their implications in two distinct dimensions. For starters, from an academic standpoint, these findings provide a rich tapestry for scholars, researchers, and market analysts. These findings can be used by academics and scholars to fine-tune curricula, ensuring that they remain relevant and provide insights into the evolving digital marketplace. For researchers, this opens up new avenues for further research, such as delving deeper into Generation Z sub-segments or investigating other influential platforms. Market analysts, on the other hand, can use these data to improve their predictions and better understand market dynamics, particularly as they relate to the E-commerce behaviors of younger generations. The second dimension is concerned with the practical application of these insights, particularly for those who are actively involved in the E-commerce arena, whether as marketers, suppliers, or digital advertisers. Marketers can use this information to create more effective and targeted campaigns, ensuring their messaging on platforms such as Facebook resonates with Generation Z. Recognizing this generation’s preferences, suppliers can optimize their logistics by utilizing tools such as real-time tracking or integrating more deeply with platforms preferred by this generation. Meanwhile, digital advertisers have a well-defined strategy. They can design more compelling advertisements, interactive campaigns, and even collaborative events on platforms such as Facebook with knowledge of what drives and motivates Generation Z’s E-commerce behaviors, ensuring they capture the attention and purchasing power of this tech-savvy generation.




4.2. Consequences for Scholars, Researchers, and Market Strategists


The study’s conceptual model effectively forecasted the purchasing intentions of Generation Z in the realm of E-commerce, underscoring their affinity for tech-centric platforms. The research provides insights into the factors, such as enjoyment, credibility, and peer interaction, which mold Generation Z’s attitude towards E-commerce [37].



For academics, this suggests the potential for introducing specialized curriculum segments that delve into how platforms such as Facebook effectively resonate with and sway Generation Z. Social science professionals and psychologists might also consider probing further into other factors that could bolster the predictive strength of the presented model. Market analysts can harness these insights to craft products more aligned with Generation Z’s distinct preferences. The results underscore the pivotal role Facebook plays for Generation Z as a crucial avenue for both engagement and retail purchasing. With this knowledge, marketers can refine their online retail campaigns, tapping into Generation Z’s proclivity for online shopping. In essence, this study enriches the prevailing academic discourse on E-commerce within the Generation Z demographic. It broadens our comprehension of their online purchasing habits and the impact of influential social media platforms.




4.3. Consequences for Brand Strategists, Suppliers, and Digital Advertising Professionals


The results of this study offer substantial insights for marketers. Recognizing the importance of interactive communication, marketers can now engage Generation Z more effectively through dynamic Facebook advertising strategies tailored to this demographic. For suppliers, leveraging features such as the global positioning system for product delivery and showcasing warehouse locations on Facebook can be potent tools to influence the purchasing decisions of Generation Z. However, perhaps the most significant impact is on the realm of digital marketing and advertising. Advertisers are presented with the opportunity to craft tailored products, along with creating dedicated Facebook fan pages for various brands. These measures not only expand the outreach to Generation Z but also resonate with them, nudging them towards subsequent purchases.



4.3.1. Theoretical Implications


In the context of F-commerce and Generation Z retail shopping behavior, theoretical implications refer to the broader theoretical insights and contributions that the research contributes to the existing body of knowledge in relevant domains. The following are some of the study’s significant theoretical implications:



Increasing Understanding of Generation Z Attitudes: The study’s investigation of attitude antecedents such as enjoyment, credibility, and peer communication provides theoretical insights into the elements that influence Generation Z’s attitudes towards F-commerce. This knowledge adds to the body of knowledge on consumer behavior and attitude formation, particularly among the younger generation.



Integrating Attitude and Purchase Intentions: The study contributes to attitude-behavior theories by finding a substantial association between attitude and purchase intentions in the setting of F-commerce. This discovery adds to our understanding of how attitudes about online shopping translate into actual purchase decisions, with important theoretical implications for marketing and consumer psychology.



Extending Supply Chain Uncertainty Research: The study’s identification of uncertainty in F-commerce supply networks [38], as well as recommended solutions for controlling these uncertainties, contributes to supply chain management theories. The incorporation of symmetrical and asymmetrical modeling strategies to overcome uncertainties can broaden theoretical understanding of supply chain management in the context of modern online retail practices.



Contextualizing F-Commerce in the Middle East: This study adds to the increasing body of research on F-commerce in varied cultural and economic contexts by focusing on Generation Z’s interaction with F-commerce in the Middle East. The findings can help to inform cross-cultural marketing theories [39] as well as provide light on the specific elements driving customer behavior in the Middle East.



The study’s usage of big data with the PLS-SEM methodology can contribute to theoretical discussions on merging diverse research approaches. The research presents theoretical implications for future studies attempting to utilize both data-driven insights and established statistical methodologies by demonstrating the combination of big data analysis with a commonly used structural equation modeling method.



Recognizing the Importance of Social Commerce: The study’s examination of Generation Z’s F-commerce participation emphasizes the importance of social commerce in modern retail practices. This discovery has theoretical implications for ideas of e-commerce, online marketing, and the impact of social media on consumer behavior.



The study’s unique focus on Generation Z as the target demographic reveals their individual qualities and interests, contributing to generational studies and marketing theories [40]. Understanding Generation Z attitudes and behaviors in the context of F-commerce might help inform customized marketing efforts for this specific demographic.



Overall, the theoretical implications of this study provide useful insights into a variety of domains, including consumer behavior, supply chain management, marketing, and cross-cultural studies [41]. The findings of the study contribute to the refinement and extension of current theoretical frameworks, making it an important addition to the academic literature on F-commerce and Generation Z in the Middle East.




4.3.2. Management Implications


Management implications of F-commerce and Generation Z retail shopping behavior can provide significant insights and advice to businesses, marketers, and supply chain managers trying to capitalize on this rising trend. Some of the important management implications based on the research findings and analyses are as follows:




	
Emphasizing the Role of Attitude: Managers should recognize the considerable influence of attitude on Generation Z’s F-commerce purchase intentions. To increase sales and engagement, they should aim on fostering a good attitude about F-commerce among Generation Z consumers. To develop trust and credibility [41], strategies could include personalized content, engaging experiences, and open communication.



	
Managers may capitalize on the relevance of fun and peer communication in Generation Z’s F-commerce experiences by leveraging enjoyment and peer communication. Businesses may improve the overall browsing experience and raise buy intentions among this generation by generating amusing and engaging content and fostering social interactions.



	
Enhancing Credibility and Trust: Given the widespread skepticism regarding online platforms, managers should prioritize the development of credibility and trust in their F-commerce activities. Transparency, customer evaluations, and testimonials can all help to build confidence among Generation Z customers and encourage them to make retail purchases on Facebook.



	
Tailoring Products and Experiences: Understanding Generation Z’s social media tastes and behavior is critical for successful F-commerce operations. Managers should personalize items, advertisements, and shopping experiences to this demographic’s individual demands and interests, improving the attraction of F-commerce offers.



	
Optimizing Supply Chain Management: Managers should execute supply chain changes to achieve outstanding operational performance based on the identification of uncertainties in the supply chain related to F-commerce [42,43]. To satisfy the demands of F-commerce transactions efficiently, proactive methods such as flexible inventory management, responsive logistics, and effective order fulfilment can be implemented [20].



	
Managers should use big data and analytics to obtain important insights into Generation Z’s shopping behaviors and preferences on F-commerce platforms [44]. Client data analysis may help firms make data-driven decisions, improve marketing strategies, and personalize services to specific client categories.



	
Increasing Social Media Presence: Businesses must recognize the importance of social media platforms, notably Facebook, in engaging Generation Z consumers [45]. Companies can communicate with their target audience more effectively by extending their social media presence and investing in social commerce capabilities [46,47].



	
Continuous Monitoring and Adaptation: As the landscape of F-commerce and Generation Z preferences evolves at a rapid pace, managers should employ a continuous monitoring strategy. Businesses may remain competitive by regularly reviewing consumer feedback [48], following market trends, and remaining up to current on platform features [49].








Businesses should strategically position themselves in the F-commerce market and effectively respond to the expectations and preferences of Generation Z consumers in the Middle East and abroad by considering these management implications.






5. Conclusions and Limitations


The presented model was found to effectively forecast the purchasing intentions of Generation Z towards retail products on Facebook. This study is distinctive in its comprehensive inclusion and experimental validation of all variables. Results illustrated that the attitude, influenced by enjoyment, credibility, and peer communication, greatly determined the intention to procure retail items through Facebook. E-commerce’s potential to elevate retail sales and profits, especially when targeting young consumers on social media, was evident. However, the research has its limitations. Primarily, focusing only on Generation Z might limit the generalizability of the results, as an educated demographic may exhibit socially desirable responses. While the model’s predictive strength is commendable, adding more variables could enhance it. Secondly, the study zeroed in exclusively on Facebook, leaving room for future investigations into platforms such as Instagram, Snapchat, and YouTube. Lastly, the research measured only the intent of Generation Z to buy through Facebook. Subsequent studies could delve deeper into real purchase behaviors across a broader and diverse audience.
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Figure 1. Research Methodology and Materials [5]. 






Figure 1. Research Methodology and Materials [5].



[image: Sustainability 15 15351 g001]







[image: Sustainability 15 15351 g002] 





Figure 2. Flowchart of model assessment using PLS-SEM. 
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Figure 3. Proposed conceptual model after running the PLS algorithm. 
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	Constructs
	Definitions
	Author





	Enjoyment
	The term “enjoyment” refers to a favorable emotional reaction to a sporting event, including positive emotions and cognitions such as “pleasure”, “like”, and “experienced fun”.
	[7]



	Credibility
	When deciding whether or not to trust a source of retrieved information, information professionals have long considered the source’s trustworthiness to be an important factor.
	[8]



	Peer communication
	In this context, “peer communication” refers to overt exchanges between peers aged 18–30 about the exchange of money or products.
	[9]



	Attitude
	The term “attitude” refers to a person’s intentional “state of mind”, “mental outlook”, or “disposition” towards a certain fact or circumstance.
	[10]



	Purchase intention
	Individuals’ intent to buy a certain brand is known as “purchase intentions”.
	[11]
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Variable

	
Division

	
Frequency

	
Percentage






	
Gender

	
Male

	
45,789

	
54.15




	
Female

	
38,768

	
45.84




	
Age

	
16–18

	
21,879

	
25.89




	
19–21

	
28,766

	
34.01




	
22–24

	
33,894

	
40.08




	
Education

	
Intermediate

	
23,791

	
28.13




	
UG

	
25,767

	
30.4




	
PG

	
33,003

	
39.04




	
Pursuing Ph.D.

	
1996

	
2.30




	
Household income (Monthly)

	
Below 30,000

	
21,791

	
25.77




	
30,000 to 60,000

	
27,767

	
32.83




	
60,000 to 90,000

	
36,003

	
39.38




	
90,000 and above

	
1696

	
2.01




	
Usage history on social media?

	
Facebook

	
28,682

	
33.92




	
WhatsApp

	
15,317

	
18.11




	
Instagram

	
16,791

	
19.85




	
YouTube

	
23,767

	
28.10




	
Do you feel privileged to share retail brands Facebook page with others?

	
Yes

	
55,576

	
85




	

	
No

	
28,981

	
15




	
Facebook usage every day?

	
Less than 1 h per day

	
3791

	
4.02




	
1 to 4 h per day

	
25,767

	
31.06




	
4 to 8 h per day

	
33,003

	
37.03




	
8 to 12 h per day

	
1996

	
2.04




	
More than 12 h per day

	
23,791

	
21.08




	
Less than 1 h per day

	
25,767

	
24.09




	
Activities done on Facebook?

	
Get updated on other people’s life happenings

	
28,682

	
32.92




	
Enjoy new movies trailers and listen to music

	
15,317

	
13.11




	
See the latest fashion in retail brands, discounts offered and review of a product

	
16,791

	
19.85




	
Uploading your photograph/video memories and share what new is happening in your life

	
23,767

	
22.10




	
Other issues

	
12,889

	
12.99




	
Get updated on other people’s life happenings

	
22,123

	
22.98




	
Enjoy new movies trailers and listen to music

	
10,864

	
10.87




	
Have you ever liked/joined a retail brands Facebook page?

	
Yes

	
21,879

	
22.89




	
No

	
23,766

	
31.01




	
Device used for Facebook?

	
Mobile

	
31,894

	
40.08




	
Computer/Laptop

	
12,788

	
15.04











 





Table 3. Analysis of factors and their importance in the term of measures of items.






Table 3. Analysis of factors and their importance in the term of measures of items.





	

	
Notations

	
Questions

	
Source






	
Attitude

	
AT1

	
In general, I enjoy browsing and joining the Facebook sites of various retail businesses.

	
[13]




	
AT2

	
In general, I enjoy perusing and joining the Facebook pages of popular retail companies.




	
AT3

	
In general, I support going to and joining the Facebook sites of retail companies.




	
Credibility

	
CR1

	
From my experience, I’ve found that most retail firms’ Facebook sites deliver what they advertise.

	
[14]




	
CR2

	
The data presented on Facebook sites for shopping companies seems reliable to me.




	
CR3

	
False statements are uncommon on the Facebook sites of major retail firms.




	
CR4

	
In my experience, I’ve found that most retail firms’ Facebook pages act in a moral manner.




	
Enjoyment

	
EN1

	
I like contributing to the Facebook sites of popular retail companies by writing engaging articles.

	
[16]




	
EN2

	
My mood is lifted whenever I get to engage with other individuals through the Facebook sites of my favorite retail businesses.




	
EN3

	
The best part about Facebook pages for retail companies is interacting with other users.




	
Intention to purchase

	
INP1

	
My ideal scenario is making a purchase through a retailer’s Facebook page.

	
[16]




	
INP2

	
I would want to be able to make purchases through a retailer’s Facebook page if that option were available.




	
INP3

	
It would be ideal if I could make purchases via stores’ Facebook pages.




	
Peer communication

	
PC1

	
My online circle often discusses the several Facebook groups to which I belong.

	
[17]




	
PC2

	
My online community urges me to join the Facebook groups they frequent.




	
PC3

	
If you’re a Facebook friend of mine, I’d love it if you’d join the groups, I’m a part of.




	
PC4

	
A lot of the Facebook groups I’m a part of actively seek for contributions from my social media contacts.











 





Table 4. Contains the various measures used in order to construe convergent validity.






Table 4. Contains the various measures used in order to construe convergent validity.





	
LV

	
IV

	
FL

	
IR

	
Cronbach’s

	
CR

	
AVE

	
Rho A






	
AT

	
AT1

	
0.892

	
0.795

	
0.888

	
0.930

	
0.817

	
0.890




	
AT2

	
0.918

	
0.837




	
AT3

	
0.904

	
0.815




	
CR

	
CO1

	
0.856

	
0.732

	
0.882

	
0.918

	
0.738

	
0.895




	
CO2

	
0.886

	
0.784




	
CO3

	
0.875

	
0.765




	
CO4

	
0.817

	
0.667




	
EN

	
EN1

	
0.847

	
0.715

	
0.851

	
0.909

	
0.770

	
0.862




	
EN2

	
0.916

	
0.839




	
EN3

	
0.873

	
0.756




	
INP

	
INP1

	
0.929

	
0.863

	
0.915

	
0.947

	
0.853

	
0.914




	
INP2

	
0.921

	
0.848




	
INP3

	
0.925

	
0.850




	
PC

	
PC1

	
0.888

	
0.788

	
0.872

	
0.915

	
0.725

	
0.875




	
PC2

	
0.774

	
0.599




	
PC3

	
0.876

	
0.765




	
PC4

	
0.868

	
0.743








Note: LV refers to latent variable, IV stands for indicator variable, FL signifies factor loadings, IR represents indicator reliability (factor loadings squared), CR is composite reliability, and AVE denotes average variance extracted. AVE is computed as the sum of the squared multiple correlations divided by the sum of the squared multiple correlations and the standard measurement error.













 





Table 5. Contains the cross loadings of the indicator variables in the study.
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	Variables
	AT
	CR
	EN
	INP
	PC





	AT-1
	00.927
	00.719
	00.7
	00.748
	00.651



	AT-2
	00.964
	00.63
	00.694
	00.689
	00.664



	AT-3
	00.942
	00.649
	00.621
	00.646
	00.623



	CR-1
	00.775
	00.886
	00.745
	00.588
	00.64



	CR-2
	00.652
	00.916
	00.663
	00.567
	00.654



	CR-3
	00.605
	00.905
	00.685
	00.54
	00.647



	CR-4
	00.553
	00.847
	00.627
	00.486
	00.52



	EN-1
	00.608
	