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Abstract

This study aims at providing insights to the understanding of consumer beha-
viour which has become very complicated with the existence of the world of
social media. Although research on consumer behaviour field has been seeking
lately to understand the digital behaviour of the consumers. Marketers and
academics risk offloading their market understanding to the algorithms,
keeping marketers out of the loop, and losing the ability in understanding
their consumer and their reactions. The lack of a well understanding of the
consumer’s perception and attitude towards social media recommended Ads
generated from the Recommender Systems, may impede the ability of organi-
zations to build a marketing orientation and may negatively influence pre-
dicted consumer response. Previous studies were restricted to explaining the
evolving role of perception and attitude of Facebook recommended adver-
tisements in the context of impulse buying behaviour. Thus, structural equa-
tional modelling was done to understand the effects of the variables under in-
vestigation. The findings revealed that impulse buying is affected by the posi-
tive attitude towards the recommended advertisings, which are influenced by
both informativeness and credibility as values perceived from the recom-
mended advertisings. This study provides some useful practical implications
for the F-commerce administrators, advertisers, promoters, and consumers.

Keywords

Attitude, Consumer Behavior, Facebook, Impulse Buying, Perception,
Recommended Advertisings

1. Introduction

The challenge being faced by all marketers today is how to influence consumers’
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purchasing behaviour in favour of their products or services. Consumer beha-
viour studies shed light on how consumers think, feel, use, dispose of any prod-
uct or service including consumers’ emotional, mental, and behavioural res-
ponses. Quester et al. (2007) defined “All marketing decisions are based on as-
sumptions and knowledge of consumer behaviour”. The field has gradually
broadened to understand the consumer behaviour of the digital world especially
after the COVID-19 pandemic where people are seeking to shop everything on-
line from home and are very active in using social networks. Online shopping
has been growing very fast worldwide with the current COVID pandemic, con-
sumers are relying on it (Arrafi & Ghabban, 2021).

There is a need for a deep understanding of the difference in the consumer
behavior toward the online shopping and offline shopping.

In the past several decades and until now, brick-and-mortar stores have
played an important role and a great opportunity for researchers to understand
the consumer behaviour toward buying or not buying a product and all the fac-
tors that can influence the decision-making process whether planned or on im-
pulse. Nowadays, everything has become different, the spending experience has
been transformed due to a variety of collaborative aspects; the social media plat-
forms have seen so much an important part of the consumers daily life, espe-
cially the Facebook and businesses, are increasingly investing in social media
advertising (Chi, 2011; Duffett, 2015; Saxena & Khanna, 2013).

Social media advertisings have numerous collaborative stimulators that have
the potential to influence IB (Chen et al., 2016). Consumers who make sponta-
neous and frequently psychologically motivated purchases in response to a sti-
mulus are known as IB consumers. In this study, IB is defined as “any purchase
which a shopper makes but has not planned in advance” (Stern, 1962: p. 59). In
the case of advertisings through Facebook, there is a need to consider how the
perception and attitude towards advertising value of recommended ads per-
ceived by the consumer can engage him/her for IB. In the beginning, Facebook
was just a place for people to socialize, connect and share events; it was not ex-
pected for consumers to be exposed to such a massive amount of recommended
advertisings through it, so any kind of purchase on Facebook can be considered
as an unplanned purchase? Consequently, if proved that Facebook shopping is
essentially powered by IB, so achievement in selling on Facebook will be condi-
tional on attracting impulse buyers.

Even though Artificial Intelligence (AI) offers marketers a powerful tool that
is guaranteed by particular circumstances and was able to achieve impressive
results for a single campaign, it did not contribute to any organizational or ma-
nagerial marketing knowledge (Kozinets & Gretzel, 2021). Even though RS have
become significant decision aids and an important element of the marketing
models of many firms, the creators of the “black box” model of AI, sometimes
lose control of it (Knight, 2017). RS offer recommendations of products adver-

tisements to consumers in which they may be involved and let firms control the
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power of mutual filtering and feature based on recommendations to better serve
their customers and increase sales. Research in RS has focused nearly exclusively
on the enhancement and development of the algorithms that let these systems
produce correct recommendations and predictions. Marketers and academics
risk offloading their own market “understanding” to the algorithms, keeping
marketers out of the loop, and losing the ability of a well understanding to the
consumer perception and attitude towards the Facebook recommended adver-
tisings, which will impede the ability of organizations to build a good marketing
orientation (Kohli & Jaworski, 1990) and may negatively influence the learning
and human capital development of effective marketing strategies (Moorman &
Day, 2016). Al can change consumers into themes who are complicit in the
commercial manipulation of their own private experience, thus declining per-
sonal control and encouraging the awareness of knowledge and control in the
pointers of those who own their data (Puntoni et al., 2021).

Many academic researchers have focused on social media advertising as an ef-
fective tool in marketing communication strategies (Dao et al., 2014; Logan et
al., 2012; McCarthy et al., 2014), or focused on the effect of direct social activities
like networking, collaboration and sharing with friends on consumers’ online
shopping (Huang & Benyoucef, 2013). Little has been done regarding consum-
ers’ psychology; perception and attitude toward recommended advertisings in
F-commerce, which has produced a research gap that is worth studying given its
massive business values (Chapman & Bornstein, 1996; Chapman & Johnson,
2002; Leong et al., 2017; Lichtenstein & Slovic, 2006; Mussweiler & Strack, 2000,
Tversky & Kahneman, 1974).

Senecal and Nantel (2004) show empirically that recommendations affect
consumer choice. According to Cooke et al. (2002) the chance of buying a rec-
ommended product depends on the context, familiarity and information pro-
vided. In this study, these elements could be information, entertainment and
credibility based on the advertising value model of Ducoffe (1995, 1996).

Thus, businesses need to understand the factors that influence consumer IB,
to address this research gap, the purpose of this study is to examine whether
there is a relation between Facebook recommended advertisings and impulse
buying behaviour, we postulate that perception and attitude may be a key factor
that helps to bridge this relationship. The paper is, therefore, organized as fol-
lows. First, a theoretical review of the main concepts will be used to elaborate the
research model and to develop the hypotheses, hence, literature on online im-
pulse buying behaviour. Facebook Advertisings and Recommender System, an-
tecedents of Facebook recommended advertisings value, attitude toward Face-
book recommended advertisings value. Next, a demonstration of the research
methods, the description of the sampling procedure, the measures, the data col-
lection, and the analysis used to test the research model. Then, study results and
the key findings of the research are discussed. Finally, the paper provides impli-

cations as well as limitations and future research directions.

DOI: 10.4236/jss.2021.910028

396 Open Journal of Social Sciences


https://doi.org/10.4236/jss.2021.910028

C. A. Yassin

2. Theoretical Background

The theoretical background of this research will start from discussing the litera-
ture that has been done in regard to the consumer impulse buying decision
moving to Facebook advertising and recommender system to the proposed re-

search model.

2.1. Online Impulse Buying

Consumers try to act rationally to achieve more efficiency in their deci-
sion-making, to attain more cognitive stability in their decisions, and to lower
the perceived risks in future choices (Sheth & Parvatiyar, 1995), merely this is
not always achievable. Impulse behaviour is a powerful urge to buy and is based
on unplanned, sudden, initiated on the spot, associated with a strong desire and
feelings of pleasure (Chen, Su, & Widjaja, 2016; Rook, 1987; Rook & Fisher,
1995; Xiang et al.,, 2016). IB shows economic importance, about $4 billion is
spent annually by consumers in impulsive purchases (Liao & Wang, 2009) with
the rise of E-commerce an emergence of online IB occurs (Xiang et al., 2016).

Past research has viewed the antecedents of IB in online shopping and indi-
cates that web characteristics, online recommendation, sales promotion, store
performance and browsing arouse online IB (Chang & Tseng, 2014; Chen et al.,
2019; Lo et al., 2016; Parboteeah et al., 2009; Vonkeman et al., 2017; Wells et al.,
2011; Wu et al., 2020; Xiang et al., 2016). The influences that trigger IB in social
media may differ from other contexts. Because of this fact, online IB has ex-
panded enormously, and a significant part of social commerce profits is accre-
dited to IB (Wu et al., 2016).

Furthermore, the recent studies showed in social commerce recognized that
online reviews, browsing, number of likes, design of shopping websites, price
attributes of products, advertising information and marketer-generated content
or stimuli, sale on a product, push notifications from mobile applications arouse
online impulse purchases (Chen et al., 2016; Floh & Madlberger, 2013; Hostler et
al., 2011; Liu et al., 2013; Mulky et al., 2019; Park et al., 2012; Summers & He-
bert, 2001; Xiang et al., 2016; Xu et al., 2020; Zhang et al., 2018). A study by
Chen et al. (2016) found that Facebook leads to impulsive buying because it pro-
vides tools that make buying easy, for example, RS make it easier when product
advertisements automatically appear in consumers’ newsfeeds; and when Face-
book has extended control over the kinds of advertisements displayed; and lastly,
Facebook has streamlined the process of purchasing products and services
without leaving the Facebook domain.

Liu et al. (2013) stated that the online shopping atmosphere is more encour-
aging to IB than the offline because in online shopping consumers are free from
constraints such as inconvenient locations, social pressure from staff and other
consumers, limited operating hours, and lastly spreading viruses which are what
consumers went through 100% during the pandemic closure. Additionally, the

popularity of social media makes it easier for the consumer to finish their pur-
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chase online. Even though pandemic has confronted the basics of the expected
utility theory, by stopping sellers and consumers from recognizing the possible
consequences of particular decisions during the crisis. In this situation, routine
rationality manages to overcome in the decision-making process, to achieve not
ideal however acceptably good consequences (Dasgupta et al. 2020; Simon,
1957). Though these contradictory findings, it is required to review the degree to
which consumer behaviour and consumption patterns changed to cope with the
pandemics.

In the previous years, IB has significantly appeared in S-commerce and it at-
tracted the consideration of academics in several fields. This interactive atmos-
phere is full of IB stimulators. However, limited research has been conducted on
impulse buying in F-commerce with the focus being on the advertising value of
the recommended advertisings (Leong et al.,, 2018). In addition to this, online
product/service search and purchase is already commonplace around the world
(Rehman et al., 2014) but what if the product comes without a prior search in
front of the consumers and was recommended from the system, will it reflect
him/her for an IB?

2.2. Facebook Advertisings and Recommender System

The popularity of social media has increased at a global level (Kucuk & Krish-
namurthy, 2007). Social Media Advertising is defined as “a general term captur-
ing all forms of advertising whether explicit (banner advertising and commercial
videos) or implicit (fan pages or firm-related ‘tweets’) that are delivered through
social networking sites” (Taylor et al., 2011). Patino et al. (2012) prove that so-
cial media advertising is more attractive as it offers consumers experience shar-
ing and quick information search. As consequence, companies have invested in
advertising on social media, such as Facebook to promote their products and
services (Barnes & Mattson, 2009).

Academics in consumer behaviour, psychology and behavioural economics
have found that consumers’ preferences to the advertisement’s medium are fre-
quently influenced by elements when preferences are raised (Chapman &
Bornstein, 1996; Chapman & Johnson, 2002; Lichtenstein & Slovic, 2006; Muss-
weiler & Strack, 2000; Tversky & Kahneman, 1974). Yet, despite a growing body
of literature examining social media advertisings, most of the research con-
ducted on this field is not established clearly on a specific theory or refers to a
certain model with the aim of produce testable hypotheses (Knoll, 2015, Odoom
et al., 2017). According to the expectancy-value theory of Fishbein’s (1963), a
consumer’s response varies on his/her beliefs. So, value is formulated as an ob-
jective estimation by consumers that possibly will expect consumers’ reactions
(Pollay & Mittal, 1993). Babin et al. (1994) noted that value is subjective percep-
tions derived from external influence.

Perception is the process by which organisms explain and arrange sensation to
generate a significant experience of the world (Lindsay & Norman, 1972). Which

mean, a consumer is faced with a situation or stimuli. The consumer explains
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the stimuli into something meaningful to him/her based on prior experiences.
However, what a consumer interprets or realizes may be significantly different
from reality. Therefore, to marketers, consumers’ perceptions are much more
critical than their knowledge of objective reality. Significantly, marketers and
scholars recognize perception and its associated models to decide what influ-
ences influence consumers to make purchase decisions.

Facebook is one of the social media tools well-defined as a “Web-based site
which bring different people together in a virtual platform and ensure a deeper
social interaction, stronger community and implementation of cooperation
projects” (Brown, 2009). The Facebook site was chosen as the social media rec-
ommended advertisings platform for this study. Many reasons support this
choice, firstly, Facebook has great acceptance around the world with more than
1.37 billion daily active users, which makes it easy to find adequate respondents
for the study (Dao et al., 2014; Hayta, 2013; Maiz et al., 2016; Melason, 2012).
Furthermore, Facebook captures the largest part of social media advertisings
revenues over the world (eMarketer, 2017). Facebook was introduced as a social
media channel for friends to communicate through, to keep in touch and to
share their life’s news. Over time and with the high number of active users
growing every day, recommended ads generated by the RS were introduced.

RS has developed an essential tool to introduce new products to consumers
and influences what consumers buy or view online. For example, 35% of Ama-
zon sales are credited to recommendations (Hosanagar et al., 2014). There are
many ways RS are working, firstly RS asking consumers to rate an item that they
have previously experienced. Then, these ratings are used as inputs by RS. This
contributes to an investigation marketplace, in which data excess is “fed into
advanced manufacturing processes known as ‘machine intelligence’ and fabri-
cated into prediction products that anticipate what you will do now, soon, and
later” (Zuboff, 2019: p. 14). Secondly, targeted advertisements based on perso-
nality characteristics suggested from the analysis of Facebook likes in combina-
tion with online survey questions is another way and can increase conversion
rates by about 50% (Matz et al., 2017).

The concept of advertising value introduced by Ducoffe (1995), as the con-
sumers’ perception of the value of the advertising based on the uses and gratifi-
cations theory (UGT) (Blumler & Katz, 1974), which proposes that consumers
select the media that most excellent satisfy their cognitive and affective needs
concerning their personal needs and gratification-seeking motives. The adver-
tising value model established by Ducoffe (1995, 1996) is the most extensively
used theory to clarify user perceptions and attitudes toward advertising (Murillo
et al,, 2016). It is created on three antecedents of advertising value: informative-
ness, entertainment and irritation and recommended a positive link between
advertising value and attitude toward advertising. Later on, irritation was re-
moved from the model and credibility was added to the model (Brackett & Carr
Jr., 2001; Dao et al., 2014). To identify the effects of the three antecedents of ad-
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vertising value model on Facebook recommended advertisings, the concept in-
troduced by Ducoffe (1996) will be applied:

2.2.1. Informativeness
Advertising informativeness is defined as the ability of advertising to inform
consumers of complementary product information (Ducoffe, 1996), which al-
lows them to make easy decisions with the “highest value” product (Rotzoll et
al., 1990). Therefore, consumers purposely consider Facebook advertisements as
it offers a good source of exchanging information, shows of personal contacts as
well as additional product information (Dao et al., 2014; Muntinga et al., 2011).
Therefore, social media users are more interested in informative advertising by
social media sites as the advertisement information is viral by nature and con-
sumer could share information and learn about the experience of other (Logan
et al., 2012). Several studies stated that informativeness is a significant influence
on consumers’ perceived value of social media advertising, the more information
the advertising offers to consumers about the products or services provided
the more effect on advertisements’ value (Dao et al., 2014; Saxena & Khanna,
2013; Zeng et al., 2009) and therefore, recommended Facebook advertisement
appears to a consumer as it was already recommended from the system the o
information provided from the advertisement can be very valuable to consum-
ers.

Thus, the following hypothesis is proposed:

HI1. Informativeness has a positive influence on consumers’ perceptions of

recommended Facebook Advertising value.

2.2.2. Entertainment
Zhou and Bao (2002) defined advertising entertainment as the pleasure and en-
joyment derived from the advertisement. Consumers are using social media to
looking for fun and relaxation and their hedonic needs can easily be satisfied by
offering them pleasure and enjoyment through the advertisement (Edwards et
al., 2002). Social media advertising content offers consumers entertainment val-
ues that hang on the styles of the advertising (Muntinga et al., 2011; Zhang &
Mao, 2016). Furthermore, a positive relationship between perceived entertain-
ment and the perceived value of advertising has been established by several
kinds of research (Dao et al., 2014; Saxena & Khanna, 2013). In this context, an
entertainment Facebook recommended advertising can have a positive effect on
consumers’ advertising value perception. As consequence, advertisers try their
hard to provide entertaining advertising to boost the effectiveness of their mes-
sage (Hoffman & Novak, 2012).

Thus, the following hypothesis is proposed:

H2. Entertainment has a positive influence on consumers’ perceptions of Fa-

cebook recommended advertising value.

2.2.3. Credibility
Advertising credibility refers to the believability and truthfulness of the adver-
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tisement content and the expectations of consumers regarding its fairness (Lo-
gan et al., 2012; MacKenzie & Lutz, 1989). In the social media advertising con-
text, the content of an advertisement is measured as reliable and trustworthy
from the time when comments from social connections are shown (Chu & Kim,
2011; Okazaki, 2004). Parise and Guinan (2008) stated that users carry more
positive insights about product advertising messages on social media. In this
context, social media advertising is considered a credible source of product in-
formation and progressively perceived by customers (Mangold & Faulds, 2009).
According to previous studies, advertising credibility has a positive effect on web
advertising value (Dao et al.,, 2014; Liu et al., 2012) and in the Facebook context,
a positive recommended advertising credibility leads to positive perceptions of
Facebook recommended advertising. Thus, the following hypothesis is proposed:

H3. Advertising credibility has a positive influence on consumers’ perceptions

of Facebook recommended advertising value.

2.3. Attitude towards Facebook Recommended Advertisings
Value and Impulse Buying Behaviour

Attitude is a mental state of willingness, organized through experience, affect-
ing the individual’s response to all objects and situations to which it is related
(Allport, 1935). A tendency to act in a particular way is due to both experience
and personality (Pickens, 2005). A broader definition of attitude realizes it as
“an enduring organization of motivational, emotional, perceptual and cogni-
tive processes concerning some aspect of our environment” (Hawkins et al.,
2004). More precisely, “attitude refers to knowledge and positive or negative
feelings about an object or activity” (Dibb et al., 1991) and can similarly be
seen as an “overall evaluation that expresses how much we like or dislike an
object, issue, person or action” (Hoyer et al., 2001; Petty et al., 1991; Solomon,
2004).

Attitudes are shaped by four functions; Knowledge function, Value expressive
function, Utilitarian function, Ego-Defensive function (Grewal et al., 2000; Katz,
1960). Attitudes are shaped by the four influences but normally a single influ-
ence can play the role (Hawkins et al., 2004). For this study, attitude will be
treated as a Value expressive function, in such a way that it will be shaped by the
way individuals value the recommended advertising. In this context, it is possi-
ble to advance that

H4: Recommended Facebook Value has a positive effect on consumers Atti-
tude towards the recommended advertisings.

Mitchell and Olson (1981) show that consumers’ attitudes toward advertising
impact their reactions to this advertisement; a negative attitude for online adver-
tising recognized as unpleasant and annoying produce a negative consumer’s
behavioural response like evading the online advertising (Li et al., 2002). In Re-
verse, if the consumers enjoy online advertising because it is interactive or per-

sonalized, they will develop a positive behavioural response toward it and in turn
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react positively (Logan et al., 2012; Zeng et al., 2009). Thus, based on these dis-
cussions, further investigations are needed (Bolton et al., 2013). The Theory of
Reasoned Action (Fishbein et al., 1980) attempts to link a product attitude to the
intention to purchase and the frequency of past purchasing and then predicting
the purchase behaviour. “There is a lot of controversy on how a positive attitude
towards a company or a brand can influence behaviour” (Dibb et al., 1991). Pre-
vious studies have displayed that consumers’ attitudes toward social media ad-
vertising influence their responses toward it (Boateng & Okoe, 2015; Kamal et
al., 2013; Wang & Sun, 2010).

In traditional offline contexts, prior research shows that recommendations
significantly impact the decision-making process of many online consumers,
Senecal and Nantel (2004) show empirically that recommendations affect con-
sumer choice. They discover that repeatedly RS can be farther influential than
human recommendations. Consumers can enjoy the outcome of decisions made
by digital assistants, which effectively match personal preferences with available
options without having to endure the cognitive and affective fatigue that deci-
sion making can entail (André et al., 2018) and which in turn encourage impulse
buying behaviour. So, recommendation factors can be important drivers affect-
ing consumers’ impulse behaviours.

Promoters decide that people rarely go to Facebook specifically to shop (yet),
so when they buy something it’s an unplanned purchase, consumers engage in
categorical inference making when they are served behaviorally targeted adver-
tisings: they attribute the advertisements they receive to the advertiser labelling
them as a person with specific tastes (Summers et al., 2016). For instance, Wang
and Sun (2010) highlighted that favourable consumers’ behavioural responses,
such as clicking on the social media advertising to get further information or
buying the product advertised on social media are the result of a favourable
consumer’s attitude toward the advertisement (Dreze & Zufryden, 1997; Mir,
2012). From there, it is possible to advance that:

H4. favourable attitudes toward recommended Facebook advertisings affect

impulse buying behaviour.

2.4. Research Model and Framework

Based on the previous literature review, the research model below is proposed,
capturing the previously presented hypotheses where the recommended ads val-
ue perception including informativeness, entertainment and credibility are the
independent variable, then attitude is the intervening variable and IB is the de-
pendent variables. The conceptual model presents the hypothesized relations

between Value, attitude, and IB (Figure 1).

3. Methodology

3.1. Measurement Scales

A well-validated measure of constructs has been adapted from previous litera-
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ture and updated with a minor modification to fit the study context. Table 1
shows the measurement scales used in the study. To measure all these con-
structs, a five-point Likert scale has been used. Then, a pilot study has been per-

formed with marketing scholars and experts.

Recommended .Ads N Aiitude Impt'llse
Value Perception Buying

Credibility

Figure 1. Proposed research model.

Table 1. Measurement scales.

Construct Items Author, Year
1-Recommended Facebook Advertising supplies relevant information on products.
. 2-Recommended Facebook Advertising provides timely information on products.
Informativeness Cheng et al. (2009)
3-Recommended Facebook Advertising tells me about products when I need the
information.
1-Recommended Facebook Advertising is entertaining
Dao et al. (2014)
Entertainment 2-Recommended Facebook Advertising is enjoyable
From Ducoffe’s (1995)
3-Recommended Facebook Advertising is pleasing
1-Recommended Facebook Advertising is credible Dao et al. (2014)
Credibility 2-Recommended Facebook Advertising is trustworthy From MacKenzie and Lutz
3-Recommended Facebook Advertising is believable (1989)
1-Recommended Facebook Advertising is valuable for me.
Recommended Adopted from Zeng et al
Advertising 2-Recommended Facebook Advertising is useful for me. (200I9)) 8 ’
Value

3-Recommended Facebook Advertising is an important source of information for me.

Attitude toward

1-in general, I think that Facebook recommended advertising increases the cost of
products.

2-overall, I consider Facebook recommended advertising a good thing.
Pollay and Mittal (1993);

Recommended 3-overall, I like Facebook recommended advertisings.
Advertisin. Wang and Sun (2010)
§ 4-“I consider Facebook recommended advertising very essential.”
5-“I would describe my overall attitude toward Facebook recommended advertisings very
favourably.”
1-My purchase was spontaneous.
2-My purchase was unplanned.
Impulse Buying 3-1 did not intend to do this purchase without the help of the Recommender System. Verhagen and
Behavior Van Dolen (2011)

4-Before seeing the recommended advertising, I did not have the intention to do this
purchase.

5-1 could not resist to do this purchase after seeing the recommended advertising.
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3.2. Sampling Techniques

As there is no sampling frame, convenience sampling was used whereby active
Facebook users of all demographics who had purchased at least once through
Facebook recommended advertisings were chosen as the target population. The
questionnaire was distributed in different Facebook Groups and personal ac-
counts. All the respondents answered freely and anonymously. They were asked
at the beginning to read a scenario with an attached screenshot from Facebook
with the RS advertisings highlighted to make sure they understand the purpose
of the study. Then a filtering question in the survey instrument was used to in-
dicate the number of purchases done of recommended product/service by Face-
book was made. Any survey with a “zero” answer to this question was removed

from the analysis.

3.3. Data Collection

The survey was conducted in January 2021, the survey was held for one month.
Opverall, the survey collated a total of 605 responses, 500 of which were validated
see Table 2. A total of 58% of the subjects were female and 42% were male. Most
of them (65%) were aged 19 to 28 years old, this indicates that the majority of
the respondents who buy in response to Facebook recommended advertisements
were between 19 - 28 years old therefore this age category, could depend on to
make comprehensive conclusions about this study. In addition, most of the par-
ticipants shopped three times from Facebook recommended ads (41%), and the
three main purchase product categories were determined to be clothing (38%),

electronics (20%), grocery products (19%) then Services (18%) and others (5%).

4. Results

Data analysis was performed using a reliability and validity analysis to ensure the
internal consistency and validity two-step approach. The first step was the
Cronbach’s coefficient alpha by using SPSS and the second step test the mea-
surement model through a confirmatory factor analysis was carried out on the
scales to test the interrelationships among the research model using structural
equation modelling analysis with AMOS 26.0 software.

4.1. Reliability and Validity

Cronbach’s coefficient alpha was used to test the reliability of the 22 relevant va-
riables that were used in the factor analysis. From the analysis, the standardized
item (alpha) for these variables ranged from .499 to .940 was shown in Table 3.
The alpha scores for each factor were more than .5 except for one item “in gen-
eral, I think that Facebook recommended advertising increases the cost of prod-
ucts” from the attitude toward Facebook recommended advertising scale. After
removing this item the construct has been changed from .499 to .795 suggesting
excellent internal consistency of all constructs was greater than the acceptable
threshold value of .7 (Hair et al., 2006) indicating good reliability of the retained

scales structure.
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Table 2. Demographic variables.

N Percentage
Female 290 58%
Gender
Male 210 42%
<19 25 5%
19-28 325 65%
Age 29 - 38 75 15%
39-48 50 10%
>49 25 5%
Zero All surveys were removed.
One 195 39%
How many times yo rchase a product/service
W many fimes you pu procuctiservi Two 75 15%
recommended by Facebook Advertisements
Three 205 41%
More than three 25 5%
Grocery products 95 19%
Electronics 100 20%
Main purchase category Clothing 190 38%
Services 90 18%
Others 25 5%
Total 500 100%
Table 3. Reliability of instruments.
Scale Number of Items  Cronbach’s Alpha Comments
Informativeness 3 .940
Entertainment 3 .873
Credibility 3 .864
Recommended Advertising Value 3 .877
Attitude toward 5 499 The first item has been removed due to low factor loading
Recommended Advertising 4 795 and to enhance the overall value of the measurement
Impulse buying behaviour 5 922

In attempts to confirm which items belong to what constructs and to test the
construct validity of variables, Confirmatory Factorial Analysis (CFA) was con-
ducted. Table Four presents the constructs validity results. The diagonal ele-
ments of this table report the values of the average variance extracted (AVE) for
each construct. The AVE for all variables is above the suggested value of .50
(Fornell & Larcker, 1981) implying a good convergent validity. Additionally, the
discriminant validity of the research constructs was established as the AVE of
each construct is greater than the squared correlations with other constructs.

4.2. Structural Model and Hypotheses Test

The results from the structural model are presented in Table 4. Overall, the
model provides a good fit to the data with acceptable absolute, incremental, and
parsimonious indices.

Based on Table 5 indicators, HI suggesting that there is a positive relationship
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between informativeness and Facebook recommended advertising value was
supported. Informativeness has a positive influence on consumers’ perceptions

of recommended Facebook Advertising value.

Table 4. Measurement of the total construct.

Question items Construct Factor Loading C.R (t) Probability SMCC
Recommended Facebook Advertising supplies relevant .
i ) <« Informativeness .693 N/A N/A .523
information on products.
Recommended Facebook Advertising provides timely .
K . < Informativeness .669 9.072 il 409
information on products.
Recommended Facebook Advertising tells me about .

< Informativeness .690 9.592 ki 410

products when I need the information.

Measures: RMSEA: .000; Chisq/df: .964; NFI: .997; TLI: .997; CFI: .997; AVE: .567; CR: .558

Recommended Facebook Advertising is entertaining < Entertainment .544 8.052 N/A .496
Recommended Facebook Advertising is enjoyable < Entertainment .640 9.592 ki 410
Recommended Facebook Advertising is pleasing < Entertainment .766 10.854  *** .586

Measures: RMSEA: .000; Chisq/df: .964; NFI: .988; TLI: .989; CFI: .988; AVE: .538; CR: .558

Recommended Facebook Advertising is credible < Credibility .628 7.262 N/A .495
Recommended Facebook Advertising is trustworthy < Credibility 626 7.246 ki .592
Recommended Facebook Advertising is believable < Credibility .568 6.830 bl .623

Measures: RMSEA: .000; Chisq/df: .964; NFI: .900; TLI: .910; CFI: 1.000; AVE: .638; CR: .578

Recommended Facebook Advertising is valuable for me. < Recommended Advertising Value .535 6.571 N/A .587

Recommended Facebook Advertising is useful for me < Recommended Advertising Value .650 7.405 ki .623

Recommended Facebook Advertising is an important .
. R < Recommended Advertising Value .629 7.266 Hex .596
source of information for me.

Measures: RMSEA: .000; Chisq/df: .964; NFI: .998; TLI: .997; CFI: 1.000; AVE: .578; CR: .559

overall, I consider Facebook recommended advertisinga <« Attitude toward Recommended

719 7.812 N/A 516
good thing. Advertising
< Attitude toward Recommended
overall, I like Facebook recommended advertisings”. . W 578 6.903 hhad 434
Advertising
I consider Facebook recommended advertising very < Attitude toward Recommended
e - 613 7.151 Hok 575
essential. Advertising
“I would describe my overall attitude toward Facebook <« Attitude toward Recommended
- N - 523 7.876 ok 373
recommended advertisings very favourably. Advertising
Measures: RMSEA: .085; Chisq/df: .964; NFI: .915; TLI: .894; CFI: .936; AVE: .639; CR: .671
My purchase was spontaneous. « Impulse buying behaviour 731 N/A N/A .520
My purchase was unplanned. < Impulse buying behaviour .759 12.599  *** .554
1 did not intend to do this purchase without the help of . .
<« Impulse buying behaviour .818 11432  *** .850
the Recommender System.
Before seeing the recommended advertising, I did not . .
. . . < Impulse buying behaviour .730 8.877 ki 512
have the intention to do this purchase.
I could not resist to do this purchase after seeing the
" ' S pU 18 <« Impulse buying behaviour 770 8.987 ki .590

recommended advertising.

Measures: RMSEA: .053; Chisq/df:. 121; NFI: .950; TLI: .943; CFI: .960; AVE: .545; CR: .500

Whole Model Measures: RMSEA: .052; Chisq/df: 1.531; NFI: .900; TLI: .897; CFI: .901; AVE > .5 CR: >1.97
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Table 5. Hypotheses test.

Construct Construct Estimate S.E C.R Probability
Informativeness Value 157 .090 1.746 el
Entertaiment Value .082 .093 .880 379
Credibility Value .130 .087 1.498 bl
Value Attitude 352 .107 3.296 bl
Attitude 1B 451 .136 3.318 et

H?2 states that entertainment positively influences Facebook recommended
advertising value. This relationship was not statistically significant.

H3 stated that credibility has a positive influence on Facebook recommended
advertising value was significant and then supported.

H4 suggested that Facebook recommended advertising value positively and
significantly influences consumers’ attitude toward Facebook recommended ad-
vertising value. This was also statistically significant in the study.

Similarly, A5 which advances a positive relationship between attitudes toward
Facebook recommended advertising value and consumers’ impulse buying was

also significant. Thus, H1, H3, H4and H5 were statistically supported.

5. Discussion

The results of this study offer both theoretical and practical implications for so-
cial media advertising and impulse buying behaviour. In many consumer beha-
viours studies, researchers have tried to understand IB (Lim & Yazdanifard,
2015), which is a psychologically complex phenomenon (Rook, 1987). This pa-
per adds further insights to the effect of attitude toward recommended advertis-

ings and its effect on IB.

5.1. Theoretical Implications

Based on our results, the study suggested that there is a significant impact of
Recommended Facebook Advertising informativeness and credibility on con-
sumers’ perceptions of Facebook recommended advertising value which is simi-
lar to a past study that showed the chance of buying a recommended product
depends on the context, familiarity and information provided (Cooke et al.,
2002) and to Madhavaram and Laverie (2004) who suggested that online shop-
ping influence IB since consumers know how to browse product information
simply in the online context. In turn, advertising value has a positive influence
on consumer attitude toward the Facebook recommended ad.

However, there is a significant impact from the favourable attitude towards
Facebook recommended advertisements on impulse buying behaviour. This
suggests that whenever consumers found a recommended advertising through
Facebook there is a greater chance that they will purchase the only impulse due

to a positive attitude towards the advertisings that are considered to be a good
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thing and essential to the customers. With the utmost importance of recom-
mender systems for retailers, some research has behavioural effects of recom-
mender systems on consumer decisions (Adomavicius et al., 2013; Jannach &
Adomavicius, 2017). Chan et al. (2017) conducted a systematic literature review
on online impulse buying and only identified important external stimuli like
website, marketing, and situational factors that spur behaviours. In contrast, the
effects of Facebook recommended advertisings has not been fully addressed. The
study also captured all the categories of age in the study, and this, therefore, con-
firmed that the age between 19 and 28 are mostly engaging customers for Face-

book recommended advertisements.

5.2. Marketing Implications

In what concerns implications for practitioners, our results suggest that there is
a need for more strategies to position and promote recommended products, in-
cluding strategies based on making the advertising more informative and credi-
ble to the consumer. Recommended advertisings can be positive because they
lead consumers to feel deeply understood either objectively or subjectively. For
example, consumer categorizations can be valuable to affirm the self: persona-
lized offers that indicate membership in an aspirational group may help con-
sumers satisfy identity motives when they are perceived as social labels (Sum-
mers, Smith, & Reczek 2016; Kozinets & Gretzel, 2021) and introduce them to a
new product that is needed.

Despite AI’s ability to predict and satisfy preferences, consumers can feel ex-
ploited in data capture experiences, mainly because they do not understand AI’s
operating criteria. This can be attributed to several features of AI. First, the
modalities of data acquisition are becoming increasingly intrusive and difficult
to avoid. Second, even when consumers intentionally share information, they are
not aware of how this information is aggregated over time and across contexts.
Finally, data brokers are largely unregulated and often lack transparency and
accountability (Grafanaki, 2017). Thus, as consumer behaviour becomes increa-
singly retailored to the exigencies of behavioural futures, educating consumers

about the recommended system is needed from this side.

5.3. Limitations and Directions for Future Research

This study is not without limitations concerning the characteristics of research
design and methodology. To begin with, the fact that we used a convenience
sample must be referred to. Convenience sampling is a type of nonprobability
sampling in which people are sampled because they are handy sources of data
for researchers (Battaglia et al., 2008). According to Fink (2003), one of the limi-
tations of nonprobability sampling is its susceptibility to selection biases, since
all suitable respondents may not stand an equal chance of being selected as part
of a sample. The study recruited all Facebook users only who had finished at

least one purchase through Facebook recommended advertising, which we be-
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lieve was an important feature for selecting our unit of analysis. F-commerce will
become a new paradigm of e-commerce in the next years with a potential for
generating new revenues for all stakeholders. Hence, less attention has been
given to the new F-commerce context, which has unavoidably formed a research
gap that is worth investigating so more studies are needed to understand the
impact of changes in recommendation systems on consumption behaviour in
emerging markets and to what extent mimicking the practices of developed
markets is adequate. Future studies may also research the effect of impulse pur-
chasing through Facebook recommended advertisings and cognitive dissonance
since a more understanding of its consequences is needed.

Furthermore, in the existing studies on e-commerce and F-commerce, the fo-
cus is mainly on purchase intention rather than impulse buying (Leong et al.,
2017), a qualitative approach will be an added value to the understanding of
consumer attitudes toward Facebook recommended ads Values to have a more
understanding of its consequences. Models in attitude measurement to predict
and understand buying behaviour is important (Fishbein, 1963) and should be
applied to different types of industry.

6. Conclusion

To the best of our knowledge, our research was the first study to address the re-
lationship between attitude towards Facebook recommended advertising and
impulse buying behaviour. The secret to gaining sales through social media is to
sell impulse products that offer instant gratification and give good value through
information and credibility. However, as Al becomes global, interventions asso-
ciated with how recommended advertising is presented to the consumers are
needed to reduce the cognitive and affective costs associated with excessive in-
formation and choice (Chernev et al., 2015) and thereby give consumers greater
control over their data without overloading them with unneeded recommenda-

tion advertisings.
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